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Ted Bates, L&N Divide $10,000,000 
Chunk of Ex-Esty Colgate Business 


Carl Brown Also Gets 
Share; Assignment of 
Brisk Is Undetermined 


New York, Oct. 25—The dike 
holding back assignment of some 
$15,000,000 worth of Colgate- 
Palmolive Co. business burst wide 
open this week with the assign- 
ment of Fab detergent and Rapid 
Shave aerosol shaving cream to 
Ted Bates & Co., Vel and Liquid 
Vel to Lennen & Newell and Vel 
Beauty Bar to Carl S. Brown Co. 

Fab detergent is estimated as a 
$6,000,000 account, Rapid Shave 
about $1,000,000, Powdered and 
Liquid Vel around $4,000,000 and 
Vel Beauty Bar, with only region- 
al distribution mostly in hard- 
water areas, some $500,000. 

All of these assignments are ef- 
fective Dec. 31, the date on which 
relationships between Colgate and 
the William Esty Co.—present 
agency on all the products—offi- 
cially end. Still unassigned are 


Brisk fluoride toothpaste and | 


Charmis Beauty Bar. 


8 While it was among the first in 
the detergent market, Fab had 
two disadvantages in competition 
with Procter & Gamble’s Tide: It 
didn’t spend the same kind of 
money, and it didn’t—at first— 
have the same kind of product. 
Currently Fab is believed to have 
about a 7.5% share of the multi- 
million dollar detergent market, a 
drop of about 1% from last year’s 
portion. 


® Among the still unassigned 
products, Brisk, as fluoride which 
seems to have fallen upon lean 
times in the wake of the foamy 
swath cut by Procter & Gamble’s 
Crest, has been pitched for by very 
few agencies, possibly only one. 
Charmis beauty bar, the sole re- 
maining product, could die a death 
of inaction. A test operation, Char- 


introducing Hit Parade cigarets in 


pers, radio and tv. The campaign 


TRE AMEN AH TOBACCO COMPANY AMERICES LEADTES MANURACTURES OF COQRETTER FESSENTS 


Full king size ® White tip filter cigarette 


Hit Parade 


Your ta8 gte cant te]) 


por giirers there , 


POPPING—American Tobacco Co. is 
the Chicago area, using newspa- 


breaks in New York Oct. 29. 
BBDO, New York, is the agency. 


Paid in Full... 


‘No Legal or Moral Stigma’ ... 


ANA Says Agency Pay 
Is Individual Problem 


Starts New Study of 
Agency Costs to Guide 
Individual Advertiser 


Cuicaco, Oct. 24—Emphasis on 
internal problems of advertisers— | 
specifically relating to better in-| 
ternal management of advertising , 
and to the problem of agency com- 
pensation—stole most of the spot- 


Dwight Doubts 
Reports of Ample 
Newsprint Ahead 
Boston, Oct. 23—There must be 
a major increase in newsprint pro- 


duction by, and after, 1960 if daily 
newspapers are to continue to 


| light at the 47th annual meeting of 


the Assn. of National Advertisers 
which closed a three-day stand 


|here today. 


The meeting also made news on 
the research front when Sherwood 
Dodge, vp of Foote, Cone & Beld- 
ing, New York, unveiled a sug- 
| gested new technique for improv- 
ing printed advertising ratings, 
which he asserted synthesizes the 
best features of Starch and Gallup- 
Robinson techniques. (See story 
below for details.) 

Still another feature of the 
meeting was the disclosure by 
three companies of how they 
streamlined their ,advertising de- 
partments and policies in order to 
overcome marketing problems. 
(See story on Page 2.) 


® Highlight of the meeting for 
most ANA members, as well as for 


mis seems to have been superseded 
(Continued on Page 8) 


Scheideler & Beck 


maintain their position as the ba~ the numerous agency and media 
sic medium of mass communica- | guests in attendance, undoubtedly 
tion, Willidm Dwight, president of | was the report of the special com- 
American Newspaper Publishers/mittee on agency compensation 


38% of Agencies Split Account Commissions 
50-50 with Account Execs, League Study Says 


New York, Oct. 25—While the;|tory of the agency business.” 
question of agency compensation| Julian Ross, executive secretary 
was being threshed out in Chicago, | of the LAA, said the survey was 
and while the embers of the Du-| based on questionnaire answers 
ane Jones fire were dying in New | 
York, the League of Advertising eastern, billing between $250,000 


Folds; Houston 
Adds Men, Billing 


Agencies this week’ produced re- 


sults of a survey which bears di-| 


rectly on both. 


The questionnaire was sent to) 


1,000 agencies of all sizes, primari- 


ly in the East. The league calls|utive contracts, that 38.7% split 


the compilation “the most import- 
ant survey of its kind in the his- 


Assn., told the New England! 
Ne@spaper Advertising Executives | 
Assn. here today. 

Mr. Dwight, who ‘also is presi- 
dent of the Holyoke Transcript- 
Telegram, warned the advertising| 
men “not to fall for such soporific 
stuff as ‘newsprint will soon be 
running out of your ears’.” 

To meet the growing needs for 

(Continued on Page 8) 


methods, presented by John Mc- 
Laughlin, director of sales and ad- 
vertising of Kraft Foods Co., 
chairman of the committee, after 
an introduction by Edwin W. Ebel, 
retiring ANA chairman, who is vp 
in charge of advertising and con- 
sumer relations for General Foods 
Corp. 

In a_ studied, carefully non- 
(Continyed on Page 107) 


given by 45 agencies, primarily Loss of Sweetheart in 
d $4,500,000 lly. The larg Purex Reshuffle Dealt 

an 500,000 annually. The larg- 

est agency within LAA ranks bills| Blow to Young Agency 

| 7,000,000. 

| about $7,000 By James V. O’Gara 


The study showed that 46.2% of 
agencies don’t have account exec-| New Yor«k, Oct. 26—On a win- 
try day in January, 1954, when 
the Duane Jones account con- 


spiracy case was decided in the 


the 15% on a 50-50 basis with the 
(Continued on Page 4) 


Creativeness, Attention to Details 
Influenced Simoniz in Choosing Y&R 


(Charles F. Fleischmann, for- 
merly a contact man in the New 
York office of Young & Rubicam, 
has been named a vp and account 
supervisor in the Chicago office. 
He will handle the Simoniz Co. ac- 
count.) . 


Cuicaco, Oct. 25—How does a 
national advertiser select a new 
agency? 

Well, here’s the background that 
led to a flash in the July 30 AA 
that said: 

“Simoniz Co. has named Young 
& Rubicam to handle advertising 


court of appeals in Albany, and r 
Mr. Jones was awarded $300,000' 
it was Joseph Scheideler who said, 


At ANA Meeting... 
ARF Presents Communiscope—New 
‘Method for Testing Ad Readership 


succinctly, “We will pay the bill.” 


of all its consumer products, in a 
move ‘to consolidate advertising 
on consumer products in one agen- 
cy.’ Tatham-Laird and Sullivan, 
Stauffer, Colwell & Bayles have 
been handling this business. Buch- 
en Co. will continue to handle the 


This week it appeared that the 
bill was indeed paid, in full: 
Scheideler & Beck (nee Scheidel- 
er, Beck & Werner) is no more. 

President Scheideler and Wil- 
liam J. McKenna, vp and creative 
director, are going to Bryan 
Houston Inc. Accompanying them 

(Continued on Page 8) 


Dodge Finds ‘Inherent’ 

Weaknesses in Starch, 
Gallup-Robinson Methods 
Cuicaco, Oct. 23—Sherwood 
Dodge, as chairman of an Adver- 


tising Research Foundation com- 
mittee on printed advertising rat- 


commercial products division. 
“The account—which 


than $4,000,000.” 


Charles V. Lipps, vp in charge 
of marketing for Simoniz, told AA 


(Continued on Page 107) 


includes 
various brands of car and floor 
cleaners and waxes and Ivalon 
sponges—is estimated to bill more 


ecutives. 


More American Investments Abroad 


As overseas markets gain in importance—and this is clearly 
evidenced by the vast expansion of American plant and facil- 
ities in foreign lands and a rising level of exports—the problems 
of advertising, distribution and marketing in general become of 
more vital importance to thousands of American business ex- 


Starting on Page 45, Apvertisinc Ace presents a review of 
this growing and fast-changing market and a series of case stu- 
dies of American manufacturers who market abroad. The ways 
in which they approach advertising problems vary widely; each 
is shaped to best suit the needs of the company and its products. 


Last Minute News Flashes 


Mars Seeks New Agency, Names New Ad Manager 

Cuicaco, Oct. 26—Leo Burnett Co. has resigned the $2,000,000 Mars 
Inc. account, effective about Jan. 1, AA learned today. The candy com- 
pany has been interviewing candidates to succeed Burnett and has 
narrowed the field to about five agencies, it was understood. In an- 
other marketing change, Mars. has appointed Herbert D. Lehrter 
general advertising manager, also effective Jan. 1. Mr. Lehrter is 
now in charge of market research. 


Maloney Leaves Grant and the Agency Business 

New York, Oct. 26—Grant Advertising and Thomas J. Maloney, its 
exec vp in New York, parted company this week. Mr. Maloney resigned 
to work on an enterprise “somewhat afield” from the agency business; 
he already publishes a magazine, U.S. Camera. He was president of 
Cecil & Presbrey before joining Grant two years ago when Cecil & 
Presbrey was dissolved (AA, Nov. 11, ’54). 


Chrysler Names McCann (International) 


Detroit, Oct. 26—Chrysler Corp. has appointed McCann-Erickson 
Corp. (International) to handle its international advertising. Chrysler 
has been relatively inactive in the international field but plans to run 


ing methods (PARM), tossed a 
shiny new mechanism into the un- 
quiet pool of audience measure- 
ment today. 

Mr. Dodge, by vocation vp and 
general manager of Foote, Cone & 
Belding, New York, made his con- 
tribution in a talk before the Assn. 
of National Advertisers’ annual 
convention. It amounted to a “bold 
new” method of testing print ad- 
vertising impact, based on a testing 
contraption called Communiscope. 

In the name of ARF, Mr. Dodge 
apparently offered both method 
and machine for grabs, unencum- 
bered by patent or trademark. 

“The ARF would like to proceed 
with experiments to button down 
the details of the entire procedure, 
evaluate it carefully and then re- 
lease it to any and all in the com- 
mercial field who are interested in 
using it—in whole or in part,” he 
announced. 


® In describing the new technique, 
Mr. Dodge had some sharp and 
seemingly final judgments on two 
of the three major readership ~ 
measurements now functioning— 
Daniel Starch and Gallup-Robin- 
son. 

The judgments were based on a 
PARM study of Gallup, Starch and 
Readex methods and results, of 


an extensive campaign in media covering Latin American markets. 
(Additional News Flashes on Page 111) 


(Continued on Page 86) 
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3 Companies Revamped Ad Policies to 
Lick Marketing Problems, ANA Told 


Standard Oil, Hamilton 
Watch, Westinghouse 
Give Case Histories 


Cuicaco, Oct. 23—Case histories 
of how three large companies 
licked marketing problems by the 
revamping of advertising and mar- 
keting organizations were told at 
the ANA convention today and 
yesterday by representatives of 
Westinghouse Electric Corp., Ham- 
ilton Watch Co. and Standard Oil 
Co. (Indiana). 

The story of how Westinghouse 
Electric Corp. recovered from a 
disastrous five and one-half month 
strike by means of a huge adver- 
tising and promotion campaign was 
told by Chris J. Witting, vp and 
general manager of consumer 
products divisions. 

Mr. Witting told the ANA that 
Westinghouse decided to appropri- 
ate $32,000,000 for advertising to 
help regain its share of the ap- 
pliance market which had been 


‘Goofier and Goofier’... 
Ad Overemphasis 
Weakens Selling: 
Houbigant Exec 


Harang Hits Reports, 
Quotas as ‘Beneath 
Dignity’ of Salesmen 


Hanover, N. H., Oct. 23—A sales 
boss who doesn’t believe in ex- 
pense accounts or sales quotas or 
contests or call reports, also 
thinks that product advertising 
may be the ruination of the na- 
tion’s salesmen. 

Pierre Harang, vp and director 
of the Houbigant Sales Corp., told 
a group of graduate students here 
Saturday that if retail sales people 
become convinced “that no mer- 
chandise can be sold over the 
counter or even in self-service 
shelves or racks without huge ad- 
vertising to pre-sell the goods, we 
are eventually going to destroy 
salesmanship at the retail level and 
then surely we will be in trouble.” 

In an address at Dartmouth’s 
Amos Tuck school of business ad- 
ministration, Mr. Harang said: 

“It seems to me that too many 
salesmen today do not believe that 
they can sell unless every tool in 
the selling repertoire is available 
to back up the product they pre- 
sent to the trade. I’m referring to 
samples, cooperative advertising 
money, free goods, deals, contests, 
and of course a huge national 

(Continued on Page 112) 


CHARLES H. WEISSNER JR., formerly an 

account executive with J. Walter 

Thompson Co., has joined Sullivan, 

Stauffer, Colwell & Bayles as ac- 

count executive for Gunther Brew- 
ing Co. 


lost during the strike. Even before 
the strike ended, he said, the com- 
pany voted to use the slogan, 
“Watch Westinghouse.” 


s Here is what the company has 
done the last six months: 


e Launched four advertising and 
promotional campaigns as national 
efforts, tailored to current market 
conditions and organized to pro- 
vide every Westinghouse dealer 
with maximum impact in his own 
area. 


e Sent 133 top executives of the 
consumer products divisions into 


more than 2,500 distributors’ | = 


showrooms and dealers’ stores to 
gain personal and_ up-to-date 
knowledge of market conditions. 
The company’s current and 1957 
products and plans have been 
shaped from this information. 


e Effected a plan that is designed 
to bring production and distribu- 
tion into balance, enabling the 
company to know how all models 
on all products are moving and 
where dealers stand all the time. 


e Strengthened its service organi- 
zation in all regions with the aim 
of reducing to a minimum the time 
that a homemaker will be without 
the use of an appliance through 
mechanical failure. 


The first ads in the “Watch 
Westinghouse” campaign appeared 
April 16 in 179 newspapers in 148 
cities, Mr. Witting said. Three 
other ads followed at weekly and 
semi-weekly intervals. 

A localized spot radio drive fea- 


(Continued on Page 32) 


"Washington Star’ 
Drops 1914 Stand; 
To Accept Liquor Ads 


WASHINGTON, Oct. 24—The 
Washington Star has notified the 
distilling industry that effective 
Jan. 1, 1957, it will publish alco- 
holic beverage advertising. 

The change in policy sets aside 
a ban which has been in effect 
since 1914. While the Star has been 
carrying beer and wine ads, it re- 
tained the ban on alcoholic bever- 
ages despite the repeal of Prohi- 
bition in 1933. 

Godfrey W. Kauffmann, vp and 
advertising manager, said the old 
policy reflected the personal con- 
victions of the late Theodore 
Noyes, former editor of the Star. 

At the time the policy was 
adopted in 1914, Mr. Kauffmann 
said, there was no national adver- 
tising in the liquor field. Mr. Noyes 
objected to ads placed by saloon- 
keepers competing for _patronage. 
In addition, Mr. Noyes perSonally 
was a dry. 


s Mr. Kauffmann said the present 
management of the Star feels no 
moral objection to alcoholic bev- 
erage ads, but has retained the 
old policy for nearly ten years 
after the death of Mr. Noyes 
“largely through inertia.” 

Mr. Kauffmann conceded that 
the new competitive situation here 
since the merger of the Washing- 
ton Post and the Times Herald had 


| been a factor which helped pre- 


cipitate a decision at this time. He 
explained that some members of 
the management felt the merger 
worked a hardship on liquor ad- 
vertising by limiting them to one 
standard size newspaper, the Post 
& Times Herald, and one tabloid, 
the Daily News. 

In addition, he indicated, the 
Star is reluctant to leave the Post 
& Times Herald with an advantage 
in a field that may produce as 


‘much as a million lines of adver- 
| tising for that newspaper this year. 


See ae 


GAYtA—Lever Bros. is running r.0,p. 
color newspaper ads such as this in 
upstate New York test markets to 
introduce Gayla, “America’s first 
clear complexion soap” (AA, Oct. 
22). The translucent soap is han- 
dled by Batten, Barton, Durstine & 
" Osborn. 


In ‘Exposures, 
‘Digest’ Tops 2nd 
Magazine by 300% 


Politz Study, Based on 
14,515 Interviews, Uses 
Retention as Criterion 


NEw York, Oct. 23—Reader’s Di- 
gest gets at least 168,210,000 “ex- 
posures” an issue, whereas Mc- 
Call’s gets 52,050,000, Good House- 
keeping receives 43,440,000 and 
Life garners 36,799,000. 

These figures were released yes- 
terday by Reader’s Digest as part 
of a new piece of research by Al- 
fred Politz Research, called “A 
Story of Seven Publications.” The 
research has received the techni- 
cal approval of the Advertising 
Research Foundation. 

The Digest, which feels it has 
uncovered a new measurement for 
evaluating the size and effective- 
ness of magazines, described the 
Politz project as “one of the larg- 
est, most comprehensive studies 
ever undertaken in the media or 
marketing field.” 

According to the Digest, the 
study measured the number of 
days on which the typical reader 
picks up and reads an issue of a 
publication. With the Digest, the 
following magazines figured in the 
findings: Good Housekeeping, Life, 
Look, McCall’s, The Saturday Eve- 
ning Post and This Week Maga- 
zine. Monthlies occupying the first 
three positions, the rankings came 
out like this: 


Av. Total 
Rdg. Rdg. 
Audience Days Days 
(000 (000 (000 
ittea) itted) itted) 
Reader's Digest 32,015 5.3 168,210 
(11,024,410) 
McCall's 10,680 49 52,050 
(4,624,380) 
Good Housekeep- 
ing (3,601,434) 10,516 41 43,440 
Life (5,473,967) 28,033 1.3 36,799 
Look (4,173,969) 20,340 15 31,178 
Saturday Evening Post 
(4,746,670) 16,876 18 30,632 
This Week 22,965 1.0 23,939 
(11,783,542) 


(Figures in parentheses under names of 
magazines are ABC circulation figures, 
with one exception; This Week Magazine's 
is the publisher's figure, based on ABC 
figures of newspapers it appears in. The 
Digest figure is for the first six months of 
1956; the others are 1955 figures). 


In order to arrive at “audience” 
figures for each magazine, the fol- 
lowing procedure was followed: 
The number of readers of a maga- 


(Continued on Page 28) 


| sistance of local advertising agen- 


Use an Agency for 
Local Ads, Insurance 
Agents Are Advised 


WaAsHINGTON, Oct. 23—Mutual 
insurance agents meeting here to- 
day were urged to rely on the as- 


cies in preparing and placing their 
advertising programs. 

The “plug” for local agencies | 
came from Elwood Whitney, senior | 


| vp of Foote, Cone & Belding, New | 
| York, who told the annual conven-_ 


tion of the National Assn. of Mu-) 
tual Insurance Agents a company | 


4 |stands a much better chance of | 
|converting advertising into new 
|business if it gets objective and 


professional help from outside. 

“You need not be concerned 
about the size of the agency you 
use,” Mr. Whitney said. “You'll 
find many talented, capable and 
hard-working people in small and 
moderate-sized agencies. And if! 
you get the right man working for 
you, whether he comes from a 
two-man or a 20-man shop, the 
result is going to be sound adver- 
tising.” 


= “In the years ahead more people 
will have more money to spend 
than ever before in history,” he 
noted. 

“They’ll be good prospects for 
insurance, but they will also be 
good prospects for hundreds of 
other types of goods and services. | 
It is up to you to get your share.” | 

He cautioned agents that what-)| 
ever they decided to do they should 
do consistently. “Sporadic adver- 
tising is a waste of time and 
money unless you're running a 
fire sale or half price or l¢ sale. 
When you decide on your medium 
use it consistently. Don’t jump 
around, use a little of this and 
little of that. If you can’t afford 
continuous advertising, then do as 
much as you can afford in a care- 
fully selected time period and then | 
get out—completely—until you can 
afford to get back in. 

“Dominate the medium to the 
degree you can afford. It is better 
to be a big frog in a small pond. 
You eat better. You can always eat | 
the other frogs.” 

He cautioned that insurance | 
agents should consult an advertis-_ 
ing agency “even if you are a born 
advertising man and your head is 
spinning with ideas. More often | 
than not, effective advertising is 
the result of a close working rela- | 
tionship between a client and his 
agency—with ideas stemming from | 
both.” 

As far as expense goes, he said, 
“if your advertising is placed with 
media at a low-cost, local rate—_ 
then you'll find that most local | 
agencies will work for you on some 
type of moderate fee basis.” | 


‘American Airlines, 
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Beirn Is Named 
R&R President; 
Watson Moves Up 


Agency Streamlines 
Setup in Effort to 
Build Its Billings 


New York, Oct. 24—Ruthrauff & 
Ryan, now approaching its 45th 
birthday, turned another corner 
today with the elevation of F. 
Kenneth Beirn to the presidency. 

Mr. Beirn, for- 
merly president 
of Biow-Beirn- 
Toigo, which be- 
gan_ dissolving 
last April, takes 
over the reins 
less than nine 
months after 
joining R&R as 
exec vp. 

He succeeds 
Robert M. Wat- 
son, who moves 
up to the newly created post of 
vice-chairman of the board of di- 
rectors. Mr. Watson’s uncle, Paul 
Watson, continues as board chair- 
man, with headquarters in Chica- 


go. 


Kenneth Beirn 


® Ruthrauff & Ryan is looking for 
happier days under Mr. Beirn. The 
past few years have been admit- 
tedly difficult ones for the agency, 
which once rode high on Lever and 
Dodge business. 

Sizable chunks of business— 
American Air- 
lines, Packard, 
Kentile, Palm 
Beach, Bosco, 
Electric Au to- 
Lite, Strongheart 
dog food, Griese- 
dieck beer, Fox 
DeLuxe beer, 
Krank’s Shave 
Kreem and Red- 
di-Wip—have all 
left the shop dur- 
ing the last two 
years. 

The agency also shut down its 
Canadian operation, which ac- 
counted for about $1,000,000 in 
billings. 

To add to the misery of depart- 
ing business, R&R became em- 


Robert Watson 


|broiled in a bitter lawsuit over 


with ex-ac- 
count man Paul Willis claiming 
the agency owed him $1,000,000 in 
back commissions. A superior court 
judge in Chicago ruled in favor of 
R&R, and the decision has been ap- 


| pealed by Mr. Willis. 


Earlier this year, however, the 
(Continued on Page 6) 


Perkins Products Grew and Grew... 


Kool-Aid Saga: from Mail Order in 
Nebraska to General Foods Division 


GF Hopes to Sell More 
Kool-Aid, Etc., with 
Tie-up to Company Name 


By Phyllis Johnson 


Wuire Prarns, N.Y., Oct. 23— 
The added selling advantage of 
“clear identity” with the General 
Foods name is the chief objective 
behind the recent conversion of 
the Perkins Products Co. from a 
wholly owned subsidiary into a 
division of General Foods, the 
company reports. 

“Many people have never tried 
Kool-Aid, Kool-Shake and Good 
Seasons salad dressing. And many 
of these people, once they know 
the products are made by General 
Foods, will try them for the first 


time,” according to W. Parlin Lil- 
lard, newly elected vp of General 
Foods and general manager of 
Perkins since it was acquired by 
GF in 1953. 


@ Reading between the lines, it 
seems possible that this move pre- 
sages more prominence for the 27- 
year-old name of General Foods, 
which hitherto has not been given 
too much build-up in product ad- 
vertising. Other than a discreet 
line, “Another fine product of 
General Foods,” the parent com- 
pany name has taken a back seat 
to the trade names of its myriad 
products. 

The 36-year saga of Perkins 
Products Co. makes pertinent tes- 
timony as to the wonders wrought 

(Continued on Page 98) 
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Advertising Age, October 29, 1956 


Text of ANA Report on Agency Compensation Methods 


By John B. McLaughlin | 
I think you'll agree with me that 
the controversial mature of the 
subject of this report makes it 
fairly evident that it is going to be 
received with mixed reactions. At 
its conclusion, some of you are| 
going to say, “Nuts—a_ typical 
committee operation—nothing ac- 
complished.” Others will say, 
“Look—the 15% commission has 
been an established practice for 
years; why don’t these guys stop 
stirring the pot?” Most of you, we 
hope, will conclude: “This makes 
sense to me—seems like a calm,) 
sound, businesslike approach.” 
So—here we go. I would like to) 
@oint out to you that my remarks) 
are not being made as an individu- | 
al but are being made as committee | 
chairman to reflect the thinking, 
opinions, and the recommenda- 
tions of the committee and the 
board. 


® Before we start, however, I'd 
like to point out that there is one 
thing about this controversial sub-| 


West McLaughlin 


PRESS PARLEY—Elaboration on ANA’s approach to the 
agency compensation question is given to the press 
by George E. Mosley of Seagram-Distillers Co., ANA 
board chairman; Paul B. West, ANA president; J. B. 


special committ 


chairman of the 


managers and directors freport.,we might find ourselves in the 
of the business that could be af- publications ... possibly facing 
fected more than others by what/an anti-trust suit ... and that is 
we might say—so just in case there | reason enough for not doing it. 

might be some in our audience! The second reason is that your 


al 


Ebel 


McLaughlin of Kraft Foods Co., chairman of the 


ee on agency compensation; and 


E. B. Ebel of General Foods Corp., immediate past 


ANA board. 


|'who are disappointed will under- 


|Some of our guests represent areas same boat as the Four A’s and the stand why these questions cannot 


/be answered by anybody but 
| themselves. 


'= Now... you may well ask “If 


ject on which there seems to be! who are awaiting this report with committee has concluded that no| you're not going to recommend any 


unanimous agreement. That is. . 
ITS VITAL IMPORTANCE! It is 
important not only to many organ- | 
izations and individuals, but to our 
entire economy. That means it is a 
subject that must not—cannot be 
treated lightly. Any publicly writ-| 
ten or spoken ideas, comments, | 
proposals, or discussions should be| 
thoroughly thought through, pre-| 
sented with the greatest care, and | 
treated with the utmost honesty, 
and sincerity. This is no subject 
for ill-con¢eived schemes—precip- 
itous or emotional actions—or “off-_ 
the-top-of-the-hat” thinking. This 
is a subject that not only deals| 
with a nine billion dollar industry | 

. . with the welfare of both com-| 
panies and individuals ... but 
with an industry j/that has been) 
called “The Magic Key” to our un-/| 
precedented American economy. | 

And I want you to know that) 
the discussions of this committee, | 
the Board of Directors, the staff 
and officials of ANA ... have 
all been conducted in an atmos-| 
phere and with an attitude which | 
recognized the seriousness of the 
subject. There’s been no hysteria, | 
no chest-thumping, no table-| 
pounding. Spiritee discussion—yes | 
...but the over-all approach has_ 
been one of calm, business-like, 
thoughtful deliberation on a very) 
complicated situation. 


-|undue fear and trembling that we single system or single method of 


A special committee on agency compensation methods, 
headed by John B. McLaughlin, director of sales and adver- 
tising, Kraft Foods Co., made its report to a packed house at 
the annual ANA meeting in Chicago Wednesday, Oct. 24. 
Because of the importance of the subject, the text of Mr. 
McLaughlin's report, along with excerpts from a speech by 
Marion Harper Jr., president of McCann-Erickson, on the 
same general subject, are presented here. 


might upset the applecart . . . let’s,compensation can be _ practical, 
clear their minds with a statement’ sound or productive under today’s 
of a few things that we are NOT conditions . . . that no single sys- 
going to do! | tem can possibly meet the varying 


Neither the Association of /needs of all advertisers and all 
National Advertisers nor this agencies. And this conclusion in 


Committee is rei to propose, itself says that while the commis- 
recommend, pe pect any | Sion system may be useful it has 


single system or formula by come increasingly inadequate 


which advertising agencies °° 2 universal measure. 

should be paid by their clients. Another thing that this com- 
This does not mean that we as mittee will not do is to make 
advertisers are placidly ac- any comment or statement re- 
cepting the old bromide that garding the amount that agen- 
because the present system cies get paid. We hope that it 
has worked for years it’s the will become clear to you as 
best there is and so don’t this report develops why after 
change it. But, there are two long deliberation it was con- 
very good reasons why the cluded that the question as to 
committee reached this con- whether 15% is too much, too 
clusion. little, or just right is outside of 
First: Even if we did discover ¢ither the committee’s or the 


association’s qualifications or 


# Our committee, through ANA, someone who had an absolutely, 
is simply the representative of a | perfect yardstick for measuring) 
number of advertisers who are the value of agency services and 


ability to evaluate. 
This statement, we’re sure, may 


wrestling with a tough business 
problem . . . taking a critical look 
at the method by which advertis- 
ing agencies get paid . . . and, in 
questioning whether or not the 
method is generally adequate they 
also have some questions about 
the amount. The October issue of 
Fortune magazine has presented 
an excellent picture of this whole 
situation—it should be required 
reading for all of us—but I agree 
that the title the editors selected 
was unfortunate because rather 
than call it “The Battle of the 
15%,” we would have preferred to 
have had it called something like 
“A Calm Re-appraisal of the 15%,” 
—a reappraisal, incidentally, which 
many feel to be long overdue, since 
the only formal commentary on 
the system lies in the dog-eared, 
yellowing pages of the Young and 
Haase reports, made nearly a 
quarter of a century ago. 


Clearing the Air 

Because it was decided that this 
report should be made in open 
meeting, we have with us today 
representatives from the three ma- 
jor areas of the advertising indus- 
try ... advertisers, agencies, and 
media . . . plus in many cases, the 
management to whom advertising 


how clients should pay them ... be a disappointment to some ad- 
we as a committee of the Associa- | vertisers. We are well aware that 
tion of National Advertisers should | some advertisers desire specific an- 
not present, recommend, or urge|swers to this question of “how 
advertisers to use any SINGLE much.” When this report is com- 
system or method. If we did .. -| pleted, however, we hope those 


{new system ... if you’re not go- 
|ing to answer specifically, ‘How 
Much’... what in the world have 
you been doing?” 

Perhaps the title that could have 
|been given to this report if one 
were needed, will clue you. I think 
we'd have called it “How ANA 
Can Help You Get The Horse Be- 
fore The Cart!” 

This committee was created as 
the result of a strong expression 
of discontent with the rigidity and 
arbitrary nature of the commis- 
sion system on the part of many 
responsible advertisers. The com- 
mittee started with a mandate 
from some of the members of ANA 
affirmed by the board of directors, 
to “do something about it.” I don’t 
think I need say this was easier 
said than done. 


Detining the Problem 


The first thing the committee 
had to do was to reach agreement 
on a clear definition of the prob- 
lem. The problem as we finally 
defined it was and still is this: 

Historically, the pay that adver- 
tising agencies receive has been 
determined not by their clients, 
the advertisers, but by the media 
in which the agencies place their 
client’s advertising. The amount of 
this payment has been settled on 
as a 15% commission to the agen- 
cies on the cost of space or time. As 
agency services have expanded 
through the years it has become 
general practice to apply this same 
15% of the cost of other services, 
as a basis of compensation. 

While some advertisers have 
been discontented with the amount 
paid via this method, there are 
more who have been discontented 


Reader’s Digest sets $41,000 con-| cies ..............+.0+: Page 43 
test to get more campus circula- ‘Montgomery Ward’s Baltimore 
tion store sets up radio production 

U. S. corporations are realizing it’s! line for radio set sale ..Page 43 
to their own advantage to let U. S. companies look forward to 


Canadians share in their Canadi- | 
an branches, Toronto Stock Ex-| 
change told ........... Page 22. 


another big year in overseas 
marketing 
Hotpoint predicts appliance re- 
placement sales will boom as 
market saturates 


Newsprint production is staying | 
ahead of increased demand, | 
Newsprint Service Bureau re- Don’t be a conformist, AA’s 
ports Sid Bernstein tells ad _ stu- 

Four A’s drops aptitude ex- dents 
am, extends recruiting to high Young men launch Filosa Publica- 
schools tions to publish magazines for 

|Four Roses uses extensive r.o.p.| teens 
in newspapers to push brand Eye & Ear Man would like to see a 
image little more “wild thinking” in 

Advertising’s task will be to help | show business 


educate Canadians to better Automotive products accounted 


Highlights of This Week's Issue 


| 1955... 
‘International Home Products’ 
Italian agency is “U. S.- 
WOE. c.teeristaeakeas Page 102 
Ohio board of optometry drops 
plan to curtail optometry 


O68 Saiceteas 600bos.0 pete Bee 
REGULAR FEATURES 
Advertising Market Place ................ itl 


Coming Conventions 
Creative Man's Corner 
Draw 

Editorials 
Employe Communications 
Getting Personal 
Just Looking 
Looking at Badio & Tv 
Obituaries 
On the Merchandising Fro 
Photographic Review 
Rough Proofs 
Salesense in Ads 
This Week in Washington .................. ‘s 
Voice of the Advertiser 
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for 24% of retail sales in 


living, Rechnitzer tells agen-| 
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What They're Saying .................... Pate 


with the system because; they felt 
it was inflexible and unbusiness- 
| like and denied the client—who 
jactually pays the bill—the right to 
|negotiate the terms of payment 


Siwith his advertising agency the 


same as he does with any other 
jsupplier. Now .as a result of the 
|government’s action and the re- 
isulting consent decrees, these ad- 
ivertisers feel they may now open- 
ly negotiate directly with adver- 
| tising agencies about services and 
compensation. They recognize that 
advertising agencies are entitled 
ito a reasonable profit, but they 
|want their financial arrangements 
ito be on a sound business-like ba- 
sis. 

Now as these advertisers set 
about the job of reappraising 
their’ agency services and re- 
examining their financial ar- 
rangements, they find it far 
more complex than they had 
realized. They are finding that 
within their own companies it 
is difficult to get agreement on 
just what the agency function 
really is. If that is true, how 
can they possibly determine 
how and what to pay them. 
There are difficult questions 
to be answered and there is 
little to guide them ...so they 
have turned to their associa- 
tion for help. 


A Smouldering Issue 


There was the problem as it 
existed when this Special Study 
Committee was formed. This states 
the problem . . . but to really un- 
derstand it we found we had to 
dig deeper: 

What made this questioning and 
dissatisfaction suddenly erupt in 
the wake of the consent decrees? 
As our committee dug into the 
problem both among ourselves and 
among other advertisers, we found 
that the dissatisfaction and the 
questioning had been smouldering 
under the surface with increasing 
intensity for a long time. The De- 
partment of Justice’s action and 
the consent decrees simply brought 
it out into the open ... focused 
the glare of publicity on the situa- 
tion ... gave the green light to 
advertisers to bring up the ques- 
tions without being called a “chis- 
eler” - permitted agencies to 
negotiate with clients without be- 
ing called “unethical.” Now the 
right to question—to negotiate— 
to express their dissatisfaction 
with what many felt to be an out- 
moded way of doing business— 
was brought out from the inner 
sanctum of the temple into the 
bright sunlight. 

And as the advertisers (and se- 
cretly many individuals in agen- 
cies) began to express their dissat- 
isfaction and to question the ade- 
quacy of the system, there were 
those who rushed screamingly to 
the defense of the system, and 
with swords drawn, passionately 
shouted “Ye shall not cut down 
yon tree.” Actually we have yet to 
find anybody who just wanted to 
brutally cut down any tree. There 
was no need to draw swords! All 
the people paying the bills wanted 
to do was to take a good searching 
look at the setup because they 
felt that a better way of doing 
business could be found. 


@ What made all of this come 
about? 

Without taking you through all 
the sweat, blood, and tears that it 
took the committee to come up 
with what,now seem fairly appar- 
ent reasons, let me say simply that 
advertising is an entirely different 
animal than it was 25 years ago 
when the Young report defended 
the 15% agency commission sys- 
tem. 

The story of the growth of ad- 


(Continued on Page 109) 
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38% of Agencies Split Account Commissions 
50-50 with Account Execs, League Study Says 


(Continued from Page 1) 


account man and 
32.3% give the account executive 
5% to 7% of the billing on the ac- 
count for compensation. 

Some of the other findings: 


e The preponderant majority of 
replying agencies (62.5%) expect 
the account exec to prepare media 
schedules and plans. Nearly half 
(46%) expect the account man to 


that another | 


write the copy. 


foot the bill for presentations on 
new account solicitations and al- 
low execs to draw against com- 
missions. 


|e An account man is most valu- 


. Many of the agencies adda 10% | able when he is capable of per- | 


markup for overhead before split- | forming in contact, copy and plans. 
ting the commission with the con-| His rate of compensation should 


| tact man. 


|e Agencies do not compensate ac- 
/count men on accounts brought in 
through house leads on the same 
basis as accounts originated by the 


account executive. 


e The majority of agencies will | 


Wholesalers, Gas 


Gas Water 
Write for full facts: 


T he Only Exclusive Gas Heat- 


|be based on these skills. 


|e Some 80% of the agencies re- 
| port that they do not use any oth- 
jer method of account executive 
{compensation than percentage of 


| Space and production. 


e Bad debts by a very slight mar- 
gin among respondents are as- 


. , sumed by a majority of agencies. | 
ing Magazine for the Dealers, Some agencies evenly split the ob- | 
Utility |ligation with their account men. | 
Heating Men, and Manu- | Regardless of who assumes the 
facturers who have Equip- loss, bad debts result in a loss of 
ped 8 Million Homes with commission to account execs. 
Central Gas Heating and 
20 Million Homes with ‘other than space and production | 
Heaters. are handled by agencies in a wide 


e Fees and income from services 


|variety of methods ranging from 
no commission to a 5% to 7% com- 
mission to the account executive. 


) ‘ 


Outdoor living is another reason why the Star-Bulletin 
tops all other media in saturation of the Hawaii market. 


Hawaii’s families welcome your advertising in the... 


Honolulu Star-Bulletin 


Represented nationally by O'MARA & ORMSBEE 


‘the “living” room 
fk, is outdoors! . 


Se 


“ 
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Grant Sets Up 
Special Group for 
‘Plymouth TV Shows 


Detroit, Oct. 24—Grant Adver- 
tising has created a new depart- 
ment in its office here devoted to 
advertising and promotion for 
Plymouth television programs. 

The group will be responsible 
for all activity on the new, hour- 
long “Ray Anthony Show” for 
Plymouth and the Plymouth- 
sponsored portion of Lawrence 
Welk’s “Top Tunes and New Tal- 
ent.” (Dodge sponsors the other 
portion. Grant is the Dodge agency, 
also.) Both programs are on ABC- 
| TV. 
| Plymouth billing for these two 
shows has been estimated by trade 
sources to run around $6,000,000. 


# Lawrence R. McIntosh, exec vp 
and manager of Grant’s Detroit 
| office, said that “formation of the 
new department was required due 
'to the vast planning entailed in 
| preparation of television programs 
| of this size and scope. A special 
|staff has been selected for the 


L. W. Brown 


operation which will be head- 
quartered in Detroit. We wilil,| 
however, appoint some personnel | 
to the Los Angeles area from| 
which point the programs origin- 


Richard Severson 


The lanai is the “outdoor living 
room” for Hawaii's families. With 
early working hours and ideal year- 
round sub-tropical weather, families spend most of 


their time—including mealtime—on the lanai. In Honolulu, 


9 out of 10 families relax in the evening on the lanai 


with the Star-Bulletin. There’s something for everyone in the 
family in the Star-Bulletin and everyone finds something in it. 


New York °* Chicago °* Detroit 


A member of the Metro Comics Network 


Los Angeles 


Son. Francisco * 


| ate.” 


Among the top staff members 


,are L. W. (Bill) Brown, vp and 
;account executive for the new 
group, and Richard Severson, 
assistant account executive. 

Mr. Brown joined Grant’s Hol- 
lywood office two years ago as a 
writer. He had been day editor of 
the Los Angeles Daily News. 

Mr. Severson most recently was 
with Grant’s international divi- 
sion. He joined the agency in Jan- 
uary, 1956, from Arthur Meyer- 
hoff & Co., Chicago. 


Dole Names FC4B to Handle 
New Citrus Concentrates 

Dole Hawaiian Pineapple Co., 
San Jose, Cal., has named Foote, 
|Cone & Belding to handle adver- 
|tising and promotion of its new 
Dole-label citrus fruit concentrates 
(AA, Oct. 1, 15). N. W. Ayer & 
Son, Dole’s agency for the past 23 
years, will continue to handle all 
other Dole products. 

Last month Dole signed a long- 
term production arrangement with 
Ridge Citrus Concentrate Inc., 
Davenport, Fla., to process citrus 
juices. 


Fowler Heads Plans Board 
Needham, Louis & Brorby, Chi- 
cago, has appointed Ray Fowler, 


?}a senior vp, chairman of its 12- 


man plans board, which passes on 
all account advertising programs. 
He succeeds John J. Louis, who 
remains on the board. New board 


}|}members are: Leonard Kent, re- 


search director;'Albert A. Klatt, 
copy director, and William Miner, 
public relations director. 


SimMPSON-REILLY, LTD. 
Publishers : 


Repr 
€ rere : 


LOS A MALL IBUR TOD 
SAN FRANCISCO CENTRAL TOWER 


is 


® Yes, The National Hog Farmer 


crosses all breed lines . . 
votes its energies to the promo- 
tion of better hogs of all kinds. 


growing. In just six short 


months, its circulation has pene- 
trated deeply into the nation’s 
principal hog growing states. 


Why? Because The Hog Farmer 
America’s only exclusive gen- 


eral swine publication. Here swine 
growers find 
breeding, management, research, 
education and pork sales promo- 
tion unmatched by any other 
publication. 


information on 


Because The Hog Farmer 
. it de- 


To reach America’s leading hog 


producers, you must include The 
Hog Farmer on your schedule. 


see ee 


California 2,771 
Ilinois 4,037 
Indiana 7,730 
lowa 16,910 
Kansas 1,573 
Kentucky 1,352 
Michigan 1,355 
Minnesota 2,757 


Other states and Foreign—6,365 


61,484 


Gvuoranteed for October 


Missouri 2,472. 
Nebraska 1,691 
North Dokota 1,135 
Ohio 3,096 
Pennsylania 1,253 
South Dakota 2,663 
Texas 1,357 
Wisconsin 2,967 


NATIONAL HOG FARMER 


Grundy Center, lowa 
A SPOKESMAN PRESS PUBLICATION 


REPRESENTATIVES: Walter C. Elly, Inc., 70 E. 45th St., New York 17, M. Y., Murray Hill 9-0372 
Vining & Meyers, 35 E. Wacker Drive, Chicago 1, Il., Franklin 2-1111 
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“We have always made it our business to 
cover and influence every element in the 
chain of sale — distributors, subcontractors, 
general contractors, engineers, architects, 
owners and tenants. No matter the job, 
every building team member has an influence 
on the decisions of others.” 


“Take our new office building. No one man 
can claim the full credit for this building — 
\ the building team built it. On every decision 
\ we were aware of subtle influences from all 

sides. The team functioned all the time — 
sometimes formally, sometimes informally.” 


' rl fe Or age 
“And that’s one of the reasons we built this 
new building here in Vermilion, Ohio. We 
wanted a local showcase for our product. We 
wanted to show and influence our visitors — 
who are, more often than not, building team 
members — how well our product looks in 
actual use.” 


“But we can show our ceilings only to the 
limited number of customers who visit us 
here. So we use Forum as the national show- 
case for our product. By advertising exten- 
sively in Forum, we know we are reaching 
the same kind of people we like to have visit 
us in Vermilion.” 


“We cover every element 
in the chain of sale 


says |. D. Wakefield 


Executive Vice President 
THE WAKEFIELD COMPANY 
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Ted Wakefield of The Wakefield Company has two 
reasons for knowing the effectiveness of building team 
selling. As an active client-member of his company’s 
building team, he has been at the receiving end of 
many a building product salesman’s call. And, like 
every other successful building product salesman,* he 
knows from experience that he must reach every influ- 
ential and decision-making member of the building 
team before a sale can be wrapped up. That is why 
Wakefield sales require the constant support of a 
major advertising campaign in Architectural FoRuM. 
More than any other magazine ForuM delivers the 
highest concentration of building team members. In 
addition, of course, to the country’s most important and 
busiest architects, engineers and contractors FORUM is 
read by the decision-making clients who are actively 
building new buildings, modernizing old buildings. 


omen FORUM 


the magazine of building 


; 
*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales direc- 
tors and distributors. Write for your copy: Market 
Research Manager, Architectural Forum, 9 Rocke- 
feller Plaza, New York 20, New York. 
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Babcock to Hamilton Metal 
William F. Babcock, formerly 
president of Liberty Marketing 
Corp. and vp and sales manager 
of Liberty Steel Chest Corp., has 
been appointed general sales 
manager of Hamilton Metal Prod- 
ucts Co., Hamilton, O., manu- 


,facturer of metal boxes, Skotch 
| Koolers, jugs and grills. 


Film Producers Names Ross 

Wallace A. Ross Enterprises has 
| been named to handle public re- 
lations for the Film Producers 
|Assn. of New York. 


Beirn Is Named 
R&R President; 
Watson Moves Up 


Ghali SEO Te 


RNMENT, SCHOOL, CHURCH, H 
‘ TL . AL USE. : ie ry 


(Continued from Page 2) 
agency picked up the Serta mat- 
tress account and Du Maurier cig- 
| arets. And after Mr. Beirn joined 
ithe shop, it added some Whitehall 
| Pharmacal business (Neet depila- 
| tory, Dristan decongestant tablets 
and Petro-Syllium laxative) for- 
merly at Biow and got the assign- 
ment for Jet Bon-Ami, which put 
jthe agency back in the package 
|goods business in a big way. The 
|} merchandising staff has been dou- 
| bled in the past few months. 


|@ Ruthrauff & Ryan reached its 
| high point in 1950, when billings 
soared above $50,000,000, and the 
agency ranked No. 8 in the nation. 
mM | By 1955, it had slipped to 19th 


11,648 Advert 
Worn ire cers 
in 1956 Edition. 


tanto 
“Gp 


A) ADVERTISING 


MEDIUM 


LET'S 
MAKE IT 
15,000 © 
| FOR 1957 | 


The Record Speaks for- Itself! 


eat 


| 


@ THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, N. Y. 


In terms of purchasing power of 
concerns who order, pay for, pre- | 
fer and use it 


T.R.’s CIRCULATION IS 
MORE THAN DOUBLE THE 


|place, with billings estimated at 
| approximately $45,000,000. 

| In announcing the appointment 
of Mr. Beirn, the agency noted that 
“under his leadership, the Biow 
agency more than doubled its bill- 
ings.” 

It also announced that the ap- 
pointment signalizes “the comple- 
tion of a two-year administrative 
streamlining program completely 
|in tune with modern progressive 
| management practices.” 
| R&R has been overhauling its re- 
| gional office structure. The agency. 

has a network of 12 offices, dating 

| trom the days when it handled the 
| Dodge account and Lever package 
|}goods. These agencies are more 
|than branches, since they service 
/and solicit regional accounts. 


® Traditionally, Ruthrauff & Ryan 


has maintained an eastern and) 


|western division structure, with 
‘ern offices and New York supervis- 
ing the eastern ones. This type of 
| Operation, which involved duplica- 
tion of services, has now been 
scrapped. 

The local R&R offices will con- 
tinue to service regional clients, 
but each office will be able to draw 
upon creative services available in 
any other. The effect will be to set 
up a pool of creative talent for all 
of the offices. 

Regionally, the agency’s greatest 
|gains in the past 18 months have 
| been made in the Southwest, where 
|R&R has offices in Houston and 
Dallas. 


le Robert Watson, the new vice- 
| chairman, was elected president of 
| the agency in February, 1955, be- 
‘coming the first president whose 
|mame was neither Ruthrauff nor 
| Ryan. 


founder of the agency, died at the 
age of 72 last December. F. 
Ryan Jr. now serves as chairman 


Frederick B. (Fritz) Ryan, co-| 


Advertising Age, October 29, 1956 


Complaints Make 
Postal Service 


Worse, AA Told 


New Or.eans, Oct. 25—There is 
disturbing evidence here, as in oth- 
er places, that mail service is not 
only bad but that complaints only 
tend to make it worse. 

A New Orleans business closely 
allied to the advertising field told@ 
ADVERTISING AGE today that its 
mail service, both first and second 
class, is slow and_ unreliable 
(“Regular or air mail to Mobile 
and Baton Rouge often takes two 
or three days”), but added: 

“If we complain, our position 
only deteriorates, so please do not 
mention our name with this.” 


® The company told AA that much 
of the difficulty seemed to stem 


ety : ‘from the fact that 6¢ airmail 
|Chicago responsible for the west- | 


stamps are too often treated liter- 
ally as airmail and not as “fastest 
way” stamps, with resultant poor 
service where air schedules are 
infrequent. [The Post Office has 
an official policy of sending air- 
mail “fastest way,” but the New 
Orleans company believes that the 
policy is not always implemented. ] 

“For the information of others 
plagued by the uncertainty of mail 
delivery,” the company adds, “we 
might say that we have speeded 
delivery to nearby points by using 
busline express. We can lay a let- 
ter or package in Baton Rouge in 
two hours for 67¢, in Mobile in 
four hours for just about that, and 
in Montgomery or Shreveport in 
less than eight hours.” 


NO P.O. FAVORITES 
Cuicaco, Oct. 24—Postal service 


| may be slow or unreliable, but the 


department plays no favorites. 
An official letter to ADVERTISING 


Barry | 4GE, mailed Monday in an enve- 


lope bearing the beautifully en- 
graved corner card, “Office of the 


| of the executive committee. 
| |Postmaster General, Washington 


|25, D.C.—Official Business,” was 
| delivered here today on the second 


"NBC Unit Boosts Levitt 


Robert D. Levitt, vp and general | 
manager of California National 
Productions, New York, has been | 
named to serve as chief executive | 
officer of the NBC subsidiary. | 
Alan W. Livingston, formerly pres- | 
ident of California National, has | 


been appointed head of NBC-TV 


The title of the presidency at Cal- 
ifornia National will not be filled. 


programming on the West Coast.| 


day after mailing. 
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t4 SPENCE SALES COMPANY Crevetant 14, Case BF 


CIRCULATION OF ANY 
OTHER SUCH GUIDE 


(90% IN THE UPPER . 
RATED BRACKET) 


Affiliated 
peiiicdetens 
ADVERTISERS 
™ 
43,;435 bh 4 
ADVERTISEMENTS INDUSTRIAL 


EQUIPMENT NEWS 
Original “What's New" Monthly 


THOMAS’ 
GROCERY 
REGISTER 


The Complete 
Food Trade Guide 


WE'VE CHANGED 


nc Rome continue to make 
motion picture prints 


GRAPH 


© 


- TECHNICOLOR 


Diels meeleels FILM PROCESSING 
IC ARTS 


BUT NOT OUR 
FAMOUS MARK 


Now we've expanded our 
business to include Amateur 
Color Film Processing and 
Graphic Arts. But our fa- 
mous mark TECHNICOLOR® 
can still be used only to 
identify products or services 
of a Technicolor Company. 
Technicolor, being a proper 
name, is always spelled with 
a capital “T”’. 
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Certain a 


: ‘America’s Most con- 
troversial reporter, who 
has been threatened } 
Presidents, Cursed by ‘ 
inet members and “asta 
public, begins his own 
candid story of his battles 
in Washington. ee | 


Confessions 


of 


"an S.0.B." 


Du, ins 


me with 
Teceivs « 
even act 


Curae, 


By DREW PEARSON 


PART I 


the heighe of a i 
. ‘ trial President of the United Sta 
tiettey addressed to “The S.0.B ” It ee ; 
lressed to Washington: with ¢ 0 
> yet, with unerring ac- 


the Post Office delivered it directly to my door. 


This occ urred 


Truman’ 
As i lesa 


Penman yy 


And there 


I taitile 
WV fellow 


eno h ly 


have mad 
yourtintion 


Brando, 


NT sey 
r the mu é 
's not much I can papers ee ov 
“Sloa yearning at times t ; 
‘© be more loved 

men. On the other hand, I have “ 

arnactles of experience to know rab g a8 
a 


ue V« “i 
*OU CANNOL step out of character. If you 


“ your name by being the Boris Karloff 
', there is no use trying to be a Sdarfon 


Setneumes TE look back to my early life and wonder 


ow I 


got this way, During my boyhood in the 


dhaker communiry of Swarthmore. Pennevicna: 
7 . mite LSS 


We predict... 


The “Confessions” of Drew Pearson (Part 7) begin 
in this week’s Saturday Evening Post, out today. 
We predict that it will be the best-read, most 
widely discussed magazine feature of the week. 

In many other magazines, an article like this 
would be the one piece of real reading. Yet it is 
only about 7% of the editorial reading matter 
in the current Post. 

Turn the page and you'll find a neighbor’s- 
eye view of Ike and Mamie in Gettysburg. A 
Japanese bride tells of her shocks and surprises 
when she came to live in the mysterious West. 


A radio-TV sound-effects man reveals the tricks 
of his trade. John Bartlow Martin continues his 
stark documentary on mental institutions. With 
its 9 articles, 4 short stories and 2 serials the Post 
appeals to all ages, all moods, all appetites. 

In short, the Post isn’t a quickie magazine. It 
lives in the home for weeks, not days. It gets hours, 
not minutes, of rapt attention. It is far and away 
America’s best-read general weekly and is the 
fastest-growing magazine in its field. 

It gets to the heart of America. 


America reads the Post 
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Scheideler & Beck 
Folds; Houston 
Adds Men, Billing 


(Continued from Page 1) 
will be two of S&B’s four remain- 
ing accounts, Heublein’s Relska 
vodka and Newsweek. 

The other two accounts are Mc- 
Ilhenny Co., which is naming 
Fitzgerald Advertising, New Or- 
leans, to handle its tabasco, and 
C. F. Mueller Co. (an account long 
handled by vp Eugene Hulshizer), 
which is listening to agency 
blandishments. Mr. Hulshizer said 
it would take another two weeks 
to determine which of “six or 
seven” agencies will handle its 
macaroni advertising. A fifth ac- 
count, Whitehall Pharmacal (Hill’s 
cold tablets), quietly moved to 
John F. Murray Advertising a 

few months ago. : 


s Also en route to Bryan Hous- 
ton are Norton Leo, vp; Richard 
A. Stevens, general manager, and 
Al Stegman, copy supervisor. 
Robert Warriner, vp and research 
and merchandising director, has 
latched on with Donahue & Coe. 
Lester Rondell, vp and art direc- 
tor, will decide “in the next couple 
of weeks” among three job offers. 
Joseph F. Beck, exec vp and treas- 
urer of the folding shop, has yet to 
announce his plans. 

Scheideler & Beck, which began 


quietness. Ls AN atta 

In May, 1950, Robert Hayes| = 
was named president of the Duane| @ 

Jones Co., and Mr. Jones moved| fi 
up to board chairman. To the ad| ia 
world, it was fairly routine news.| : 
It was no secret that ’50 was a) 
disappointing year for the Jones| 
agency. Its losses were disconcert- | Him 
ing, if not disastrous: B. T. Bab-|} 
bitt and the Norge division of 
Borg-Warner. 

Fourteen months later—in July, | 
1951—Mr. Jones retired “in the 
best interest of all concerned.” Mr. | § 
Hayes announced a week later 
that the withdrawal had created Tir eee you exe tore. Peter Deveson, Scotch 
scarcely a ripple; all 17 clients Pe Sp 
were staying. Then Mr. Hayes |" wes 
aided, in a conversation with AA.! scorcnep—Julius Wile Son & Co, 


_ Chunk of Ex-Esty 
» Colgate Business — 


Bates, L&N Split 


| 


(Continued from Page 1) 
by Colgate deodorant bar, a Len-| 
nen & Newell West Coast test prod-| 
uct. 

Among the reasons for the con-| 


||tinued delay in disposing of the 


billings leaving Esty, was the fact 


}that Colgate is currently in the 
| throes of its 1957 planning period, 


with an executive committee meet- 
ing on 1957 plans coming up early | 


port that he and Mr. Scheideler 
and Paul Werner were running 
the Jones agency. 


@ After little more 


than five. 


is launching a new magazine cam~ | next month and a board of direc- | 
paign for its Peter Dawson scotch | tors confab on the same subject | 
whisky with color pages featuring | shortly thereafter. This, added to’ 
the slogan “The secret you can the fact that Esty is billing through | 
taste.” Anderson & Cairns, New!to Dec. 31, partially accounts for) 

York, is the agency. the pace at which the accounts are | 


weeks of retirement, Mr. Jones! 
turned up at the agency “by re- 
quest of the agency’s clients” and | often drunk, that he “grossly neg- 
‘lopped off some heads; five of his | jected” business, that he “paid 
top people were fired, including! out large sums, under fictitious 
President Hayes. Mr. Jones as-| names” to two sisters and a broth- 
sumed the twin spots of presi-|er and others for services never 
dent and board chairman. |rendered. The upshot of all this, 
Mr. Jones explained the baf-| said the defendants, was that the 
fling events at the agency some-|agency’s clients became upset and 
thing like this: Just before his| said they would move their ac- 
“retirement,” the five fired execu-! counts elsewhere, “and did so.” 
tives—together with some others— | Thirteen bitter, fiercely-con- 
served him an ultimatum—either | tested court days culminated on 
he “sell them my business at an| Oct. 28, 1952, in a 10-to-1 jury 
absurdly low price” within 48) verdict for Mr. Jones. After four 


ecutives would resign. |Mr. Jones to be the victim of a 


its corporate life as Scheideler, 
Beck & Werner five years and one 
month ago, opened for business 
with more than 80 people. A 
month ago, there were about 50 
left in the shop. As rumors filtered, 
people started drifting out, seek- 
ing other jobs. Today, only a 
handful remain. 

In 1952, the agency's first full 
year of operation, it billed $5,800,- 
000. Business was better in ’53, 
when thé agency reported to AA} 
a billing figure of $6,275,000. 


® But 1953 was a mediocre year 
from the standpoint of new busi- 
ness. The addition of Heublein’s 
Relska vodka was offset by the 
loss of Heublein’s cocktails, Gretz 

brewing and Continental Briar 


pe. 
A fractional increase was regis- 
tered in 1954, when billing was 
placed at $6,300,000. That year 
SB&W gained Hill’s cold tablets 
and Manhattan Soap Co.’s Sweet- 
heart cosmetics. On the loss side 
of the ledger was Economics Lab- 
oratory (Soilax). 
Billing was off last year, down 
to $5,247,000, the agency reported. 
In 1955 it added Whitehall’s 
Drial nasal mist but lost Inter- 
national Salt, Heublein’s A-1 
sauce and mustard and Marlin 
Firearms Co. 
Optimistically, the agency told 
AA it expected 1956 billings to be 
up 15% from the 1955 level. 
But that was in February. In 
May, Manhattan Soap Co. signed 
an agreement with the Purex 
Corp., South Gate, Cal., calling 
for Purex to acquire all Manhat- 
tan stock. It was the end of the 
line for Scheideler & Beck, for 
Purex was to move Manhattan’s 
$3,000,000 Sweetheart account 
elsewhere. Early this month it 
went to Weiss & Geller, Chicago. 


® Joseph Scheideler won't be in 
strange surroundings at Bryan 
Houston Inc., which now handles 
Heublein A-1 sauce, and also is 
the agency on some Colgate soap 
products, including Cashmere 
Bouquet. Mr. Scheideler was top 
hand on Sweetheart soap for a 
long time, even when it was a top 
biller at the Duane Jones Co. A 
tough adman, Mr. Scheideler has 
an enviable name in soap mer- 
chandising circles. 


Hayes; Messrs. Scheideler and business and fixed $300,000 as his 
Werner, Don Gill and Lawrence compensation. The jury, however, 
Hubbard, all vps; Robert Hughes,' absolved Don Gill and the Man- 
copy chief; Joseph Beck and Phil-| hattan Soap Co. 
ip Brooks, assistant account execs. Mr. Jones later described the 
Later the name of Eugene Hulsh-|trjal as simply deciding “whether 
izer was added to the roster. you can take a drunk out, get him 
inebriated and then pick his pock- 
@ “Ringleader of the rebels,” ac-| et.” 
cording to Mr. Jones, was Joseph 
Scheideler, the compact, com-/8 The ten remaining defendants 
petent account exec on Manhat-| took the case to the appellate di- 
tan Soap Co., maker of Sweet-! vision of the New York County 
heart. “supreme court. By a three-to-two 
Nobody denied making an offer! decision, the appellate bench af- 
for Mr. Jones’ business. But all firmed the jury verdict, while dis- 
rejected the “ultimatum” aspect.! missing the complaint as it af- 
As nearly as could be figured out,| fected Frank Burke and Robert 
the group's offer was $700,000 plus Hayes. 
half of 1% of five years’ dilling—| Now the eight defendants left 
or more than $1,000,000 in all. The went to the court of last resort in 
story was that Mr. Jones held out} New York, the court of appeals, 
for half of 1% for ten years, and in Albany. After 30 months of 
negotiations foundered. | bitter legal infighting, the court 
On Aug. 31, Mr. Jones resigned of appeals finally settled the dis- 
all his agency’s accounts, as of| pute—in favor of Duane Jones. 
Sept. 30, and said he'd sue. his | This was Jan. 7, 1954. 
aides for $1,000,000 for conspiracy.; The court of appeals ruled 
On Sept. 10, an agency called| against Messrs. Scheideler, Wern- 
Scheideler, Beck & Werner opened | er, Beck, Brooks, Hubbard, Hul- 
for business at 487 Park Ave. Its|shizer, Hughes and Hayes. It 
estimated billing: $5,500,000| cleared the SB&W agency, as a 
(Manhattan Soap, Heublein, Wes-| corporation, from involvement, 
son oil and Snowdrift sales, Mc- | but brought Mr. Hayes back~into 
Ilhenny, Borden, Mueller mac- | liability. 
aroni, International Salt). Its 
personnel: About 80 people, most!# In July, 1955, the food division 
of them formerly employes of the! of Heublein (A-1 sauce and other 
Duane Jones Co. items) moved from Scheideler, 
Beck & Werner to Bryan Houston 
Inc. On Aug. 1 last year, Inter- 
national Salt left SB&W for 
BBDO. On Aug. 8, Marlin fire- 
arms went to Geyer Advertising, 
accompanied by Philip Genthner, 
one of the original founding group 
of SB&W. At the same time, Paul 


@ On Jan. 25, 1952, Mr. Jones. 
filed a sensation-studded com- 
plaint in New York County su- 
preme court. He asked $4,500,000 
from 12 defendants—the nine ex- 
ecutives, Manhattan Soap Co., 
SB&W, the corporation, and Frank 
G. Burke Jr., vp of Manhattan, 
who handled that company’s $3,- 
000,000 ad budget. 

Mr. Burke, said Mr. Jones, was 
the “mastermind” who aimed to 
obtain unjust financial enrichment 
at the expense of the Jones agen- 
cy. Messrs. Burke and Scheideler, 
the complaint alleged, conspired to 
destroy the Jones business. Then 
Scheideler allegedly induced the 
other eight agency men to join the 
“conspiracy.” 


retired because of poor health. 
Last December, the name on the 
shingle became Scheideler & Beck. 

The account losses brought a 
trimming of the agency payroll. 

This month, Purex has made up 
its mind. Manhattan’s Sweetheart 
soap would move to Weiss & Gel- 
ler. 


s Asked by AA for a statement 
about the demise of Scheideler & | 
Beck, Duane Jones said today: 

“I am always sorry to see any, 
business fold up, because I know 
something of the blood, sweat and 
tears that have been put into it.” 


® The Scheideler-Burke team 
flatly denied everything. It of- 
fered text and verse for counter- 


It all began with deceptive 


allegations that Mr. Jones was 


Werner, exec vp at the agency,| 


hours—or the group of nine ex-/ hours’ deliberation, the jury found | 


: . , UAE | present products, or none. 
He named the group: President! conspiracy aimed at ruining his) 


| tan 


being parceled. 
Through garnering its two new- 
est accounts Ted Bates becomes 
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Dwight Doubts 
Reports of Ample 
Newsprint Ahead 


(Continued from Page 1) 
newsprint, Mr. Dwight said, much 
more newsprint “than now is be- 
ing made and than is being 
planned for the immediate future 
must be produced. 

“It’s strange but true that we 
newsprint folk relax the moment 
our newsprint production supply 
seems to be in balance with de- 
mand,” he said. “We're better off 
right now than we were a year 
ago, and there’s more newsprint 
production coming into the market 
next year and in 1958. 

“But so will the world demand 
rise,” he said. “There are many 
areas of the free world outside of 
the U.S. that are starved for news- 
print right now. As their local 
economy improves—and it is im- 
proving—the pressure on our 
North American newsprint supply 
is certain to have an impact on 


by far the largest agency in the US.” 


Colgate stable. Its total Colgate- 
Palmolive billings after Jan. 1 will| # Charles Davis, of the Providence 
be more than $20,000,000. | Journal-Bulletin, was named pres- 
ident of NENAEA. Charles Iwan- 
® Esty’s end-all announcement|icki, of the Meriden Journal-Re- 
came on Aug. 31 (AA, Sept. 3).| cord, is the new vp, and Jack C. 
The move was precipitated, some! Rabiner, of the Berkshire Eagle, 
agency men believe, when the Pittsfield, Mass., is secretary. 
client notified the agency that it 


was moving Fab out of the shop. NEW RINT 
Taking a calculated risk, Esty SP HIKE 


thereupon notified Colgate that it IS SEEN BY ANPA 
was interested in servicing all its New York, Oct. 25—It looks as 
. ; if newsprint is going up again. 

Elsewhere in the company 5 OP-| American Newspaper Publishers 
erations, Colgate this week issued) Assn. today added credence to re- 
a nine-month statement which) ports of higher newsprint prices 
showed a rise of $4,000,000 in sales! yan 1. 
over the similar period a year ago. | It released a re 

port that Pow- 

In the three months ending Sept.| ¢}) River, one of the larger Cana- 


30, the company shows a drop of 
$10,000,000 in sales below the same 
period in 1955. Sales for the quar- 
ter are reported at $70,802,799. 

The company reported world- 
wide sales for the nine month peri- 
od at $382,927,000, compared with 
$354,167,000 in 1955. 


Rival Dog Food Account Siill 
Without New Agency: Levinson 

Morris Levinson, president of 
Associated Products Inc. (5-Day 
deodorant), New York, and Rival 
Packing Co., Chicago, denies that 
the $1,000,000 Rival dog food ac- 
count has moved to Grey Advertis- 
ing Agency, as reported in AA 
last week. Rival has been listening | 
to pitches from Grey, McCann-)| 
Erickson, D’Arcy Advertising,| 
Clinton E. Frank Inc. and Guild, | 
Bascom & Bonfigli. Charles Silver 
& Co., Chicago, is the current 
agency. 

According to Mr. Levinson, no, 
decision has been reached yet.) 
Grey and McCann are believed to 
be in the lead. Grey handles Mr. 
Levinson’s 5-Day line. When Mr. 
Levinson owned Kaywoodie Pipe 
Co., that was also a Grey account. 


Motorola Promotes Two More 

On the heels of the promotion of 
Bob Van Brundt to manager of 
television advertising and sales 
promotion and Peter H. Whelen to 
manager of radio advertising and 
sales promotion (AA, Oct. 22), 
Motorola Inc., Chicago, has an- 
nounced two other promotions. 
Hugh Engelman, former local 
advertising manager, has been 
named manager, advertising ad- 
ministration, and George Mahoney, 
former production chief, has been 
appointed manager, advertising 
services. 


McKesson Names Meyer 

The laboratories division of Mc- 
Kesson & Robbins, Bridgeport, has 
named Hank Meyer Associates, | 
Miami Beach, to handle a promo-| 
tional campaign for its Tartan sun- 
lotion. Dancer-Fitzgerald- 
Sample is handling the advertising 


end of the drive. 


dian mills, reportedly had advised 
customers of a $6 to $10 a ton ad- 
vance in the price of newsprint 
to become effective on that date. 
In reply to a direct inquiry, 
ANPA received the following: 
“The Powell River Sales Co. has 
made no official statement on 
price. Our representatives have 
merely personally repeated to our 
customers the statements made by 
President M. J. Foley in Cali- 
fornia in June, when he stressed 
mounting costs of production. 
“Costs in newsprint manufac- 
ture, as in virtually all other busi- 


| nesses, have continued to mount 
| throughout the year. In our best 


judgment, newsprint cannot be 
isolated from the general upward 
trend of costs and prices. We be- 
lieve our customers are rightfully 
entitled to our _ confidential 
thoughts and opinion on this vital 
matter.” 


® ANPA notes that some Powell 
River contracts permit the seller 
to set his own newsprint price. 
Others are based on average of 
prices quoted by major producers. 

Representatives of other news- 
print mills here told AA that they 
have no official information about 
any prospective price change. But 
the consensus among mill men and 
paper jobbers here is that another 
price hike in newsprint “is in the 
cards” because of increased costs 
and the rate of production that 
has been maintained this year. 
Moreover, most mills are increas- 
ing their production in 1957. It is 
pointed out that plant expansion 
and new machinery will have to 
be paid for, probably by increased 
sales at higher prices, to cover 
heavier costs. 


# Current base contract prices of 
most U. S. and Canadian mills 
average $131 a ton. Spot prices 
for Austrian and Scandinavian 
newsprint range between $185 and 
$200 a ton for delivery within 
about 45 days. Spot U. S. and 
Canadian newsprint in minimum 
lots of 200 tons is about $185 a 
ton for 30-day delivery. 
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| TV GUIDE has more single copy sales 


} ’ 
| than all other major weeklies combined. 
: 


| AVERAGE NET SINGLE COPY SALES 
| PUBLISHERS’ STATEMENTS TO ABC 
| FOR SIX MONTHS ENDING JUNE 30, 1956 


' SATURDAY EVENING POST 1,490,385 
K LIFE 911,007 
‘ TIME 240,674 i 
| NEW YORKER 121,530 
? NEWSWEEK 116,654 
U. S. NEWS & WORLD REPORT 107,295 \ Pa 
4 SPORTS ILLUSTRATED 93,251 
TOTAL OTHER WEEKLIES 3,080,796 é 


| TV GUIDE.......... 3,117,088 


From the Association of National Advertisers: 


, : “Single copies sold through drug stores, super markets, confectionery 

! stores, hotels and other newsdealers represent the highest degree of 
control and the least amount of sales pressure of any of the regular - 
channels of distribution. The act of buying at full cover price 
indicates positive interest in the magazine purchased, although the 
continuity of purchase of the magazine may be irregular.” 


« 


i} ESTIMATED TOTAL CIRCULATION, SEPTEMBER 29, 1956, ISSUE OF TV GUIDE 
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“Mr, Brant says...” 
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is the word for the Newsweek reader. . \ 


eA 


i isi ni-ca‘ tive, adj. Inclined to impart or 
communicate information, ideas, etc. 


Look around you. The people you work with... 

your fellow commuters— your acquaintances at your 
club—or the people down the street. In many respects 
they share a number of common traits—or faults. 
Being people, you’d expect nothing else. 


But some of them are different .. . the ones we choose 
to call communicative people. 


These are people who have earned the respect of others 
... people whose opinions matter, are listened to 

and acted upon. These are people well-informed on 

a wide variety of subjects—and who transmit 

that information to others. 


“According to Brant...” 


These are the people who read Newsweek. 


They read Newsweek because the magazine, itself, 
possesses that same faculty. For Newsweek’s 

sole purpose is to communicate, in the clearest manner 
possible, what it is learning about the world... 
reporting, interpreting, and forecasting the trend of 
events in every sphere of man’s activity. 


NEWSWEEK... / 
the Significant Magazine | 
for America’s Confmunicative People f 
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Postal Service Is Unreliable 


A couple of months ago, almost by inadvertence, we published a 
brief editorial here commenting on the postal service, and express- 
ing our opinion that, of all governmental services and particularly 
of all types of public utility services, the postal service has made 
the least amount of progress within the past 20 years. We ventured 
so far as to suggest that it was the one important service which is 
worse now than it was 20 years ago. 

We were a little surprised by the amount of response this edito- 
rial, and subsequent comments and news stories on the same general 
subject, have elicited from readers. Apparently there is deep and 
widespread dissatisfaction with postal service—and even the most 
casual discussion of the service brings it into the open. 

We intend to continue our discussions of postal service and its 
shortcomings, and we intend to continue reporting the reactions of 
others to postal service—as we did last week in ferreting out some 
of the results of a study of first and second class mail service by the 
American Chamber of Commerce Executives Assn. The results of 
this study (which had never been publicly revealed until Apver- 
TISING AGE published some of them last week) showed serious and 
apparently unexplainable differences in both first and second class 
mail deliveries throughout the country, and so disturbed Post Of- 
fice officials that a new test is currently being made with the co- 
operation of the Post Office. 

In pursuing our plans to discuss and report on postal matters and 
to continue urging improvement in postal service, we want to make 
several things crystal clear: 

First, this is not an “attack” on the present Post Office Depart- 
ment administration. In many respects, we believe that Mr. Sum- 
merfield and his aides have shown greater awareness of postal prob- 
lems and a greater willingness to tackle them than any other recent 
postal administration. Our principal complaint about them is that 
they seem to have set their sights too low, and perhaps even on the 
wrong target. 

Second, we do not believe that postal service is consistently bad. 
We believe, simply, that it is not consistent. Some mail comes 
through in what seems perfectly reasonable time; the real problem 
seems to be that no one can count on this happening. The mail is 
unpredictable and unreliable to such an extent that it badly upsets 
day-to-day planning and operation. And in many respects, this un- 
predictability and unreliability are far worse than uniformly bad 
service which can be counted upon. 

Third, we do not expect Mr. Summerfield or anyone else to per- 
form miracles with the postal service. That is, we do not expect or 
believe that service can be improved vastly, or brought up to sat- 
isfectory standards of speed and reliability, without additional ex- 
penditures for plant and equipment, and probably also for day-to- 
day operating costs. 

Rates will probably have to go up—for all classes of mail, but 
especially for first class, because only first class can conceivably 
have any important effect on total postal revenues. But deficits may 
have to go up, too. And it is in this area that we believe that Mr. 
Summerfield, in common with some of his predecessors, may have 
set his sights on the wrong target. There has, it seems to us, been 
too much discussion about reducing or eliminating postal deficits, 
and too little discussion about setting up postal operations so as to 
supply a postal service to Americans which can be considered 
wholly adequate to the high-level economy of which we are all so 
proud, instead of being less efficient in many respects than other 
postal services in other countries. 

Let’s get the thinking turned around the other way: What kind 
of service should we be getting, and what do we have to do to get 
it? We think the American people are perfectly willing to pay more 
for postal service—if they will get more for their money. 


Gladys the beautiful receptionist 


S . 
T 2 | 


—Wryatt M. Young, Reckwell Mfg. 


Ceo., Pittsburgh. 


“If they wanted the word of a typical, sweet young secretary, why 
did they go all the way to Dis Moines?” 


What They’re Saying 


Advertising Age, October 29, 1956 


|| Rough Proofs 


“We want to buy an advertising 
agency,” says a classified adver- 
tiser. “Deficit position may increase 
attractiveness.” 

The Internal Revenue Service 
will be glad to explain. 


A brainstorming session at an 
AFA convention in Houston pro- 
duced the unpopular suggestion 
that Texas’ highest mountain be 
named for Marilyn Monroe. 

Oh, well, she probably wouldn’t 
have liked the idea, anyway. 


J. Earl Cox says the Federal 
Trade Commission functions are 
“prophylactic rather than puni- 
tive.” 

If you use the right toothbrush, 
you know what he means. 


Lloyd G. Whitebrook insists with 
Adlai that you can’t sell a political 
candidate like a tube of toothpaste. 

But a good sales slogan, like 
“Peace and Prosperity,” is still ex- 


pected to promote the brand. 


Plea for 15% Logic 
1. We earn our commissions. In- 


deed, several clients pay us fees, 
in addition. 

2. Advertising agencies, most of 
them, must receive at least a 15% 
commission, or curtail the profes- 
sional services they render.. 
they are to stay in business. For 
they are organized and constituted 
to function on a 15% basis. 

3. The standard 15% commission 
policy long ago showed its stabiliz- 
ing effect on the advertising busi- 
ness. Will anyorie come forward 
with some other plan that will not 
precipitate competitive chaos? 

4. Thanks to the media, who in- 
dividually allow commissions to 
agencies and decide under what 
conditions they will allow them, 
the 15% system has been kept on 
a high, business-like plane. 

—Release from J. M. Hickerson Inc., 

New York. 


The Social Change 
If anyone doubts that there is 


constant social change, I invite 
him to consider the plain arithme- 
tie of the present division of na- 
tional income against the pattern 
of 20 years ago. 

In 1936 we had only 11,000,000 
families whose annual income 
would be the equivalent of $3,000 
measured by today’s buying pow- 
er. By 1953 there were about 35,- 
000,000 families with incomes of 
$3,000 and more. That’s an increase 
of 200% in less than two decades. 

The fact that millions upon mil- 
lions of families have risen out of 
the under-$3,000 class into higher 
income brackets has caused the 
National Bureau of Economic Re- 
search to describe this develop- 
ment as one of the great social 
revolutions of history. And, as you 
know, this organization has not 
been prone to exaggeration... 

—Elisha Gray I, president, Whirlpool- 


Seeger Corp., at Evansville Foreman’s 
Club, Evansville, Ind. 


A Right to the Truth 
It’s the public relations man 


who tells newspapers that they can 
print details of a new line of au- 
tomobiles or refrigerators and pub- 
lish pictures, but they can’t print 


the prices until the public rela- 


tions man gives them the green 
light. 

Trouble is, too many reporters 
and newspapers go along with 
such thinking. It’s too much effort 
to dig out the prices for the wait- 
ing public. The reader, in my 


if| book, is getting gypped. He’s not 


getting his money’s worth when he 
plunks down his nickel for the 
evening paper. 

The pr man not only makes the 
decision on what the reader should 
read but when he should read it. 
It’s part of the “hand out” system. 
The pr man “releases” a story to 
be printed three days from now. 
Once a newsman allows himself to 
be tied up by the pr man, the word 
news is gone from newspaper. 

A free people need a free press, 
uncluttered by public relations 
men and their handouts. Readers 
don’t need to be spoon-fed. They 
have a right to the unvarnished 
truth. 


—*Views on News,” 
Retailing Daily. 


But Not Without a Client 

The happy truth [is] that your 
body can take an astonishing 
amount of punishment and still 
function. Just to give an idea: the 
average man can get along without 
his gall bladder, spleen, tonsils and 
appendix. He can dispense with 
one of his two kidneys, one of his 
two lungs, two seoatg neg four or 
five quarts of blood, fifths of 
his liver, most of his stomach, four 
of his 23’ of small intestine, and 
half of his brain. He can go on de- 
spite arm or leg amputations.” 

—Dr. Peter J. Steincrohn, author of 


“Live Longer and Enjoy It” (Prentice- 
Hall). 


The Way It Was 
The Dictaphone is a valuable as- 
set in a business office. It never 
takes a man’s mind off his cor- 
respondence by crossing its legs. 
—20 Years Ago” column of The 
Phoenix Flame, published by Phoenix 
Metal Cap Co., Chicago. 


Campaign Buttons 


The only honest and accurate 


by Don Baines in 


campaign button a lot of people 


should wear in their lapels would 
simply profess: “More for Me.” 


—Sydney J. Harris, “Strictly Personal” 


column in the Chicago Daily News. 


Postmaster General Summer- 
fieldgstill hopes to persuade the 
next Congress to increase the price 
of postal service without doing 
anything to improve the quality. 


High school boys, says Coach Bill 
Jenkins, have to work so hard to 
pay for their cars they are too 
pooped to play football. 

And maybe ownership of a car 
goes over with the gals even bet- 
ter than being a football hero. 


The Los Angeles Times refers to 
“the quiet pueblo of 1881, with a 
population of 11,000.” 

Today, according to their press 
agents, there are more than that 
many movie, radio and tv stars. 


The Bureau of Public Roads is 
making a study of how increased 
speed and power of motor cars 
contribute to the accident ratio. 

Trouble is the horsepower of 
people is just the same as it always 
was. 


George Dibert says some retail- 


ers make money out of advertising, 


which they buy from newspapers 
at retail rates and bill to manufac-_ 


turers at the national rate. 
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Those are the people who enthu-__ ff 


siastically exclaim, “It pays to ad~ 4 


vertise!” 
~ 


Hartford attorneys think lawyers 
are being caricatured on tv shows. 

Of course there have been some 
on “The $64,000 Question” who 
seemed to be among the mental 
giants of this generation. 


Some Buffalo ladies have been 
shocked because department stores 
allow manikins to appear during 
their leisure hours completely un- 
clothed. 

They ought to be assured that 
these attractive figures offer little 
real competition. 
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votere will win 
48 states 


This article points out that countryside folks constitute the majority in so 
many voting districts throughout the United States that: 


countryside votes are the decisive factor in all but six states 


countryside voters have the determining voice in electing 63% 
of the House of Representatives 


countryside votes control 84 of the 96 seats in the United 
States Senate. 


And, because countryside folks stay with their choices, their candidates 
achieve seniority ... 18 of the 19 committee chairmen in the Senate and 15 of 
the 20 committee chairmen in the House come from countryside districts! 


Surprised at the importance of countryside people in elections? Well, it is 
much the same in business. 


In 424 of the 582 retail trade areas of the United States, countryside families 
are the key factor. The Countryside Unit is edited especially for these families, 
published in four regional editions, available to advertisers, separately or in any 
combination. The Countryside Unit is bought and read by many more of these 
families than the largest weekly magazine, the largest women’s service magazine, 
or the largest home service magazine. 


Remember, countryside families stay sold on the ideas and products they buy. 


If you have an idea or product to sell, why not look to the pages of the 
Countryside Unit. 


So many folks with the vote that counts do/ 


arm Journal 


BOUGHT AND READ BY MORE THAN 5,000,000 FAMILIES ¥ 


anal Published monthly by FARM JOURNAL, Inc., Washington Square, Philadelphia 5, Pa. 
GRAHAM PATTERSON, Publisher . RICHARD J. BABCOCK, President 
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WPTR Names Mounsey GM 
Duncan V. Mounsey, formerly 
production coordinator for WRCA 


,and WRCA-TV, New York, has 
|been named general manager of 
|WPTR, Albany, N.Y. 


Excerpt from Starch 51st 


Consumer Magazine Report: 


Magazine households surveyed own 
one or more automobiles. Each 100 
gs Magazine households own 
122.4 automobiles. In the car 
ownership classification, The 


Elks Magazine leads all others 
appearing in the report. 


1,176,014 Elks comprise a mass market 


with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles ~ Portland, Ore. 


"Reader's Digest’ 
Contest Set to Hike 


Campus Circulation 


PLEASANTVILLE, N.Y., Oct. 23—To 
promote circulation on college 
campuses, Reader’s Digest is 
running a $41,000 contest for col- 
lege students and faculty members 
this month. 

The contest gives entrants a 
chance to match wits with the Di- 
gest editors and select the six 
articles they consider most inter- 
esting in the October issue. Those 
closest to the results of a reader 
survey will receive the prizes. 


® First prize is $5,000 in cash plus 
another $5,000 to the scholarship 
fund of the winner’s college—and 
this splitting of the prize between 
entrant and his college has earned 
endorsements from many college 
presidents, the magazine reports. 

“How good an editor are you?” is 
the theme for the contest cam- 
paign running in 688 college news- 
papers and on 110 college radio 
stations. 

Batten, Barton, Durstine & Os- 
born, New York, is handling the 
promotion. 


CBS Shifts Allan Hughes; 
Christeon Joins Network 

Allan J. Hughes, formerly sales 
development representative with 
CBS Radio Spot Sales in Chicago, 
has shifted to the company’s New 
York office where he will have a 
similar assignment. Gilbert H. 
Christeon, formerly with Weed &| 
Co} replaces Mr. Hughes. | 


KOTI-TV Joins CBS-TV 
KOTI-TV, Klamath Falls, Ore., 

has joined CBS Television as a 

member of the extended rae 


plan group. 


beginning november 1 


EASTERN OFFICE 


the 


of 


The Detroit News 


will be located at 


260 MADISON AVE. 


NEW YORK, 16 


Da 


Eastern Representative: HOWARD P. OETTINGER 


Advertising Age, October 29, 1956 


Getting Personal 


Admen by day, professors by night: At Donahue & Coe, James 
Chichester, copywriter, is teaching a copywriting course at Colum- 
bia. Charles Rabkin, copy contact man, is conducting an advanced 

advertising copy course at 
C.C.N.Y. School of Business, 
while Sol Katz, assistant re- 
search director, is lecturing 
on market research there... 
At Northeastern University’s 
evening division, Paul A. 
Danielson Jr., marketing di- 
rector of Harold Cabot & Co., 
Boston, is head of a market- 
ing research course... Mur- 
ray W. Gross, account exec 
at Emil Mogul Co., is a mar- 
keting lecturer for evening 
classes in the Bernard Ba- 
ruch division at C.C.N.Y... 

George Frey is assuring 
the ad world that even 
though he has left NBC to 
become a Sullivan, Stauffer, 
Colwell & Bayles vp, he will 
continue his annual golf out- 
ings at Baltusrol, Spring- 


BIG ONE—Gene Waddell, executive 

of C. L. Miller Co., New York, ex- 

hibits a five-pound large mouth 

bass he caught at Lost Lake, 65 
miles from the city. 


field, N.J.. same as ever. 
Next year’s date isn’t defi- 
nite but it will probably be 
during the first part of 
June... 

Building the markets: A 


fourth child, John Alexan- 

der, was born to Karl P. 

Fischl, vp of Transfilm, Oct. 1...A second son, John Jaglom, was 

rm Oct. 1 to Ralph Gardner, head of the New York agency bear- 

his name... At the household of Lawrence Rosenthal, assistant 

‘ad and sales promotion manager of Park & Tilford, the family 

scales were balanced Sept. 21 by the arrival of Amy Beth. The 
Rosenthals’ first child is Edward, aged 3... 

Jack Morrissy, ad manager of Life, and his wife Kay are on a 
five-week European trip, during which they will visit their daugh- 
ter Ann, a journalist in Paris... 

Bruce Bradway, pr man at Belnap & Thompson, Chicago, and 
former AA editorial staffer, passed around cigars Oct. 3 to an- 
nounce that his wife, Eleanor, has added Robert Bruce to the fam- 
ily—a new interest for Jonathan and Jeanne... 


a, ee 


scout AWARD—J. W. Watt (left), chairman of Watt Publishing Co., 

Mount Morris, Ill., receives a citation for his interest in, and fi- 

nancial support of the Boy Scouts. Left to right are Mr. Watt; H. 

J. Homann, Scout executive of the Blackhawk Area Council, and 

Leslie A. Watt, president of the publishing company, also an 
ardent Scouter. 


Thurman W. Sallade, national ad manager of the St. Paul Dis- 
patch-Pioneer Press, and Patricia Louise Wilkinson were married 
Oct. 27 in Minneapolis. Following a European trip the couple will 
live in Grand Forks, N. D., where the bridegroom will become 
business manager of the Grand Forks Herald... 

Stuart B. Potter, head of the Chicago agency carrying his name, 
is publicity chairman of the 111th Feast of the Haggis, the annual 
event of the St. Andrew’s Society ... ‘ 

Marion Harper Jr., head of McCann-Erickson, is chairman of the 
second annual awards dinner of the Advertising & Allied Indus- 
tries Nov. 1 in New York’s Plaza Hotel...Charies H. Revson, 
president of Revlon, was chairman of a luncheon at which the 
American Jewish Congress presented the 1955 Stephen Wise Award 
to the New York Times, Oct. 23. Arthur Hays Sulzberger, Times 
publisher and president, accepted the award... 

The skiing season hasn’t started, but the broken bones have. 
Howard Baldwin, ad manager of The New Yorker, tripped on a 
step and is now sporting a cast on his broken left wrist... John 
Sobotka, ad manager for Wolfschmidt Vodka, fell off a surfboard 
off Waikiki Beach and has a right ankle broken in three places to 
prove it... 

Ruthrauff & Ryan’s Seattle office early this month marked its 
25th anniversary in the Seattle area. F. G. (Moon) Mullins, man- 
ager of the office for the past 17 years, noted that R&R is the only 
national agency that has maintained a completely staffed office 
in the state for a quarter century... 
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Starting this week, these five floors, in- 
cluding the terrace and part of a sixth, 
will be our new home. We know how 
to make use of every inch of floor 
space, but what do you do with a ter- 
race? Deep-breathing exercises? Bird 
watching? Group singing? Helicopter 
landing? Suggestions welcomed. 


Weve Outgrown 
ur Space 


but not, we hope. our britches | 


_ They say our move this week is one of the biggest in Chicago ~ 
office history and, frankly, we’re a little scared 


E Leo Burnett Company is an advertising 
agency that started twenty-one years ago in 
a tiny suite of offices in the London Guarantee 
Building. 
This week it moves down the street to become 
the largest single tenant of the great new 
Prudential Building. 


There were eight of us when the agency started. 
There are about 650 of us now. 


That’s the largest group of advertising people 
ever to work under one roof in Chicago. 


Much as this growth pleases us, we haven’t 
taken this opportunity just to beat our chests. 
Instead, we think this is a good time to stop short 
and see where we’re going. To see how we got 
where we did. 

Just why were we chosen to represent the 
“honor roll” of American firms listed below? 


It would be pleasant to think it all happened 
because we are more astute, brainy, dynamic, or 
even more personable, than our competitors. But, 


we must admit that this is somewhat debatable. 


Actually, we got where we are by “running 
scared.” 


Here’s what we mean. 


The advertising agency business today, as 
you know, is one of specialists. You need writers, 
artists and designers; composers, producers, 
and directors; marketing experts and research 
scientists; and even home economists, stylists, 
sociologists, and a lawyer or two. These people 
must not just be talented and learned people, 
but people with a built-in selling sense, besides. 
Large order. 


If we hadn’t “‘run scared,”’ we would not have 
done what we have done and are doing to get such 
people. We’d have settled for competence where 
brilliance is hard to find. 

Instead, we mounted a most searching dragnet 
for such talent. It’s still going on. 

We’ve heard it called “the great Midwestern 


Manhunt.” What it amounts to is this: We have 
a well-known “open-door” policy for creative 
2= 


We work for the following companies: 


When you reach for 

the stars, you may 

not quite get one, but 

you won't come up \ 
with a handful of 

mud, either 


eee 


NEW YORK * HOLLYWOOD + TORONTO 


SEY) Seams rag ee ey 


people (and we believe every job in our business 
can be, and should be, creative). 


We hunt down bright people whenever and 
wherever we hear of them. 


We bring them to Chicago, feed them well, 
teach them much, and let them draw sparks from 
one another. We provide a creative “climate,” 
and let nature take its course. 


That’s the formula. We call it “Reaching for 
the stars.’’ We hope we never catch one. 


The fun comes from the reaching. 
The growth, too. 


Included in ovr move. 
When we first opened 
shop, we put a bowl of 
apples on the reception 
desk. The custom con- 
tinued as the reception 
rooms grew (nine now). 
Last year it took 65,927 
apples to kee those 
bowls filled. Glad vou 
liked them! 


AMERICAN MINERAL Sprritrs Co. * ATCHISON, TOPEKA & SANTA Fe Rattway Co. * Brown SHoe Company * 
CAMPBELL Soup Company * COMMONWEALTH EpIsoN CoMPANY AND PuBLic SERVICE COMPANY * CRANE Co, 
* Tue Evecrric Association (Chicago) * GREEN GIANT CompaANY * HARRIS TRUST AND SAVINGS BANK * 
THe Hoover Company * KELLOGG Company * THE KENDALL CoMPANY * THE MaytaG Company * PHILIP 
Morais Inc. * Mororota, Inc. * Passt BREwinG Co. * Cuas. PFIZER & Co. * PILLSBURY MILLS, INC, * THE 
Procrer & GAMBLE CoMPANy * THE Pure Ort Company * THE PurE Fue. Or, Company * SuGAR INFORMATION, 
Inc. * Tea CounciL oF THE U.S. A., INC, 


Leo Burnett Company, Inc. 


PRUDENTIAL PLAZA, CHICAGO 1, ILL. 
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ica Go Buy! 


Put your Advertising Outdoors and Watch Amer 
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RALPH H. HARRINGTON, Advertising Director 
} The General Tire & Rubber Company, says: 


“Poster advertising is a natural for tires because it is seen most often by 
people who drive their cars the most and wear out their tires the fastest— 
and when they are most conscious of the need for tire safety. Poster advertis- 
ing has been a basic dealer cooperative medium with General Tire and its 
dealers since 1943.” 
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MASS AUDIENCE AT LOWEST COST! 


Outdoor Advertising reaches more people, more often, than any other medium. 
OUTDOOR reaches them at lowest cost per 1000. Reaches them as they are on the 
move—and in the mood—to buy. For OUTDOOR is the closest point to the point of 
sale; provides the final link between your previous advertising effort and the moment 
of buying decision. Harness this great “SEE-POWER” for your campaigns—and sell! 
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tw OUTDOOR ADVERTISING INCORPORATED 
sie ; NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 

60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON + CHICAGO + DETROIT + HOUSTON «+ LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO «+ SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 


— aoe qs ea ree ee ee Be Bore A i ae oe TS iis abit 4a es Rat mama More yid fi Scat i Ne 
- oaeaiasiisegineiadail i | RI i a et ee oe 2 ge 
ee — my “TC —— a a 2 Po, ft. ee BAeR ee Re stk os ee he ee et Sony 
; me : 
ey 
ee : anf ee —" per 7 ee eee 3 
Se NR. Ge ae 2 — SSS BB 
4 RS Saat ate, > le Se -. ae Sea ee ae a : : 
: “s ES BBO Sl : ‘ ee RST Bree. 2os See Eat, > . + 
eS ; : 
i Fite 
t 4 da * 
fa ts “ 
aol gee ee y ¥ TF, 7 ‘ 
i ae cee a eae " wns ff ef ‘ 
i ae: ~ ee ee a | a a i s a : 
a e eB /, xq : ; 
a} ks \ : bE Y : 
a | ae - sal 
] { a . ram ~ 
! , a be ; : 
! 2 - J T | t , 7 
4 ‘ } » Ae Piet 
{ a ee = } ae , 
ee a =a 4) . x 
) 2 nee - ™ ¢ 74 any ¢ e ae 
) 7s ee chy 4 4 ; d 
’ Bs a a / : a 
> ' ae ome e7/, 5 
4\ roe San = os ; 
! ; 
| Big) — = rs | ; 
{ es See > an Sea 4 i 
Tt - ’ ' ] ep Blase ate Ly 2 ae Sg 
| ® UP T PE ‘ b Fel) tig sas F . sé ae ; 
: ) Ca es 8, Age : Go : 
I pee a : | 4 aa Va ea Lee = 
1) er. See oe = rien ——- a — oe gg j j q ‘ et < 
3 eee Nn, . } i 1 ro 
WE 4a ‘ = See : : 
o — a et nin te” Xe 
} ; 
| ee | : 
i ‘ ‘* 
" ; 
H { ‘AA ms 
2 bs. ‘ te 
1] Peat ‘ 
vy z 
ee TCI v F as 
| aig os a. ~ - ak See Beer = ge: ; ‘ 
| - . e * os ooo ae a 3 
re as REN gc Mee << 4 Bg 5 
“ Aw Slceaestie 2a mee = : y 
| t, 
* 
=. 
: : 
dé : 
i ; 
? 
% oe 
" ee y 
* sy . * 
) : 
ty 
j 
‘| Pee a 
A = ; * 
| { 
; j | 
| ne 
| ‘ 
1 i ; ; 
. & { | 
: es ay orc: 57: | 
e Soe ees : hit ins = care ea pe Ne be 
: By 
oe 4 
= + ¥ 
fe ee cr. ee ae oe a ee 


20 


Radio Is Still 
Bouncing Upward, 
Says CBS’ Hayes 


Bos1on, Oct. 23—Network radio 
passed its nadir somewhere be- 
tween July and October, 1955, and 
now is well on its way back to a 
position as strong or stronger than 
ever, Arthur Hull Hayes, CBS 
president, said at WEEI last week, 
as he completed a tour of CBS 
owned radio stations. 

He pointed to the important 
business signed by the network 
within the past few months, listing 
such sponsors as Colgate, Standard 
Brands, Slenderella and Pontiac. 
He also pointed out that CBS has 
raised its rate of payment to its af- 
filiates, a shot in the arm most en- 
couraging to them, he said. 

Mr. Hayes said that network ra- 
dio suffered during the months 
advertising agencies were preoc- 
cupied with television. But out of 
that suffering, he said, network ex- 
ecutives developed “wisdom.” 

“They undertook their own 
agonizing re-assessment. And so 
far as CBS radio was concerned, 
they decided to return to the first 
principles which made radio 
great,” he said. 


® He listed these principles as ra- 
dio’s “ability to bring ‘names’ to 
listeners, its ability to bring the 
right programs at the right time, 
and its birthright, the ability to 
bring news to the public as quickly 
as it is happening.” 

He said the “immediacy” of ra- 
dio is unique to radio, and of prim- 
ary importance. Questioned about 
the recorded music-news type of 
programming used by many radio 
stations, Mr. Hayes said he put it 
on the same level as newspapers 
printing the same news in the same 
style—or half a dozen drug stores 
operating in a neighborhood where 
one drug store served profitably. 

He called attention to the recent 
study of radio by Batten, Barton, 
Durstine & Osborn, and its empha- 
sis on the “qualitative” as against 
the “quantitative” character of a 
station’s coverage. The music-and- 
news stations are sacrificing their 
“character” to economy of opera- 
tion, he stated. 

Mr. Hayes said CBS intends to 
maintain the high quality of its 
programs and to improve them. 
The network intends to keep its 
news programs in close touch with 
news sources, rather than allow 


DEPTH! 
Coverage-in-depth of the lucrative 
Coast Guard procurement and 


consumer markets can be achieved 
ONLY by advertising in 


MAGAZINE 
U. S. Coast Guard Magazine is the only publication 
EXCLUSIVELY serving the interests of the Coast 
Guard. It insures concentration on this important 
segment of the Armed Forces and adds significant 
circulation to your coverage of the military market. 
Send now for sample copies, rates and information. 
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them to be “merely examples of 
fine radio writing.” 


s CBS has a big crew of newsmen 
in the field canvassing the country 
for local opinion, he disclosed. It 
channels the product of this can- 
vass into such programs as “So 
They Say,” “Capitol Cloakroom,” 
“Campaign ’56,” “Washington and 
the World” and “Leading Ques- 
tion,” he said. 

Mr. Hayes attended the reception 
at which Harvey J. Struthers, for- 


mer WEEI general manager, intro- 
duced Thomas Y. Gorman as his 
successor. Some 500 Boston agency 


executives, clients and civic digni- | 


taries were present. Several New 
York CBS executives, in Boston 
for the NARTB Region 1 session, 
also attended, including Gordon 
Hayes, general manager, CBS ra- 
dio spot sales; Gene Wilkey, St. 
Louis; Sam Digges, general man- 
ager, WCBS-TV; Thomas J. Swaf- 
ford, CBS radio spot sales; Carl 
Ward, general manager, WCBS, 
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Allison, | aging the “Travelog” departments 


and Milton F. “Chick” 
of House & Garden and Vogue. 


eastern sales manager, CBS radio 
| spot sales. | 
q Herz Joins ‘Apparel Arts’ 
‘Glamour’ Names Roth Stephen E. Herz has been named 
James R. Roth, advertising man-| promotion manager of Apparel 
ager of “Glamour Aisle,” has been | Arts, Mr. Herz was formerly with 
named to the additional post of; Amos Parrish & Co., New York. 
advertising manager of “Glamour-| 
log,” travel section of Glamour. Ben Hall Joins ‘Time’ 
“Glamour Aisle” is the shopping Ben Hall, formerly sales promo- 
section of the magazine. The ap-' tion manager for Doubleday & Co. 
pointment enables Madeleine L. Inc., has joined the promotion 
Signer to devote her time to man-| staff of Time. 
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Two Admen Turn Teacher | retail sales and advertising depart-, FCC Okays WGBI-TV Buy 
Paul A. Danielson Jr., market-| ments of Montgomery Ward & Co.,| The Federal Communications 
ing director of Harold Cabot & Co.,,and as research analyst of Ta- Commission has approved the pur- 
Boston agency, has been appoint-|tham-Laird and Foote, Cone & | chase of WGBI-TV, Scranton, by 
ed to the faculty of Northeastern | Belding, all in Chicago. 


University evening division. He) |/000. The station has been con- 


will teach marketing research dur- | Biddle Adds Staley’s Soybean | trolled by M. E. Megargee and the | 


The Biddle Co., Bloomington, estate of Frank S. and Katherine 
Ill., has been appointed to handle A. Megargee. 
advertising for the soybean divi- | 
sion of the A. E. Staley Mfg. Co... KTLA Names Arnold, Flynn 
Decatur, Ill. Ruthrauff & Ryan is; Lew Arnold, acting manager, 
the agency for Staley’s corn divi- has been appointed general man- 
|ager, and Henry Flynn, formerly 


ing the 1956 term. Dr. William A. | 
Mindak, an advertising research | 
specialist, has joined the faculty of 
the University of Minnesota school 
of journalism as an assistant pro- | 
fessor. Dr. Mindak’s advertising 
experience includes service in the’ sion. 


| the Philadelphia Bulletin for $650,- | 


|general manager of CBS Spot | 


Sales, has been appointed assistant | 
general manager of KTLA, Los} 
Angeles. 
‘Zumbro Buys ‘Daily Times’ 
| Howard H. Zumbro, Tennessee | 
newspaper man, has bought the| 
|interest of John K. Ditto in the} 
| Daily Times, Glasgow, Ky., and| 


|becomes publisher of the paper.) 


|Mr. Ditto plans to re-enter the| | 


real estate business in Bowling 
| Green. 


‘ 


Ik YOU HAD 
A MILLION 


(THE MILLIONAIRE) 


NEW TO SYNDICATION! Clean up in your region or market with 
the dramatic powerhouse that has a 32.4 average Nielsen rating 
for 19 months on the CBS Network... plus a 51% higher average 
ARB rating than competing “Kraft TV Theatre” during the same 
period! As THE MILLIONAIRE, this film series is now in its third big 
year on CBS for Colgate-Palmolive! 


2nd HIGHEST RATED NETWORK DRAMATIC SHOW (July Nielsen) 
—and if it can do this nationally, imagine what it will do for 
your product in your markets! Audience composition? Couldn’t 
be better! ... 


MEN 32% WOMEN 46% CHILDREN 22% 


Source: ARB 18-month average 
A DON FEDDERSON PRODUCTION from the same master showman 
who brewed sales magic with ‘‘Do You Trust Your Wife”. . .‘‘The 
Lawrence Welk Show”. . .‘‘Liberace”’. . .‘‘Life With Elizabeth.” 
All hits, no misses! 


Call MCA today for your finest film availability in years! 


YOU CAN NOW SPONSOR, IN YOUR MARKETS, THESE 39 HALF-HOUR FILM 
HITS FROM AMERICA’S 2ND HIGHEST RATED NETWORK DRAMA SERIES 


he 


JOHN W. GARBERSON, vp, has been 

named manager of the Detroit of- 

fice of N. W. Ayer & Son. He suc- 

ceeds J. Widman Bertch, who has 

transferred to Ayer’s Hollywood 
office. 


Wittenberg Named VP 

Kenneth C. Wittenberg has been 
named exec vp of W. T. Sorenson 
& Associates, Chicago advertising 
art and production service com- 
pany. 


DOORMAN 
DOESN'T 
READ 
AMERICAN 
BANKER 


But his bank's key executives 
do... it’s the one publication 
that is sure to reach thei: 
desks and be read, because it's 
their only daily source of vita! 
banking news and information 
Some 50,000 top-level bankers 
in nearly 8,000 banks, repre- 
senting 92 percent of the total 
bank deposits of the country, 
read AMERICAN BANKER daily 

Subscribers to AMERICAN 
BANKER pay $20 a year, the 
highest subscription rate in the 
field... and 96 per cent renew 
year after year. 


Te do business with banks, 
reach the banker who reads... 
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Toronto, Oct. 23—A growing 
awareness among large U.S. cor- 
porations that their branch plants 
here should become real Canadian 
companies with Canadian parti¢- 
ipation in ownership and manage- 
ment is seen by Arthur J. Trebil- 
cock, president of the Toronto 
Stock Exchange. 

“It is in the self-interest of these 
U.S. corporations to permit Cana- 
dians to share, not only in the 
managerial posts but in stock 
ownership,” Mr. Trebilcock told a 
meeting of the Toronto Stock Ex- 


U.S. Firms Realize It Pays to Let Canadians 
Share in Their Own Branches: Trebilcock 


ing phase. 


: 


he stated. 


| “They know that Canada has a 
political climate as favorable to Council and the National Cran- | companion will receive an ex- 
| private business as any 
decisions are made by the parent! world. They know we believe in 
company,” he admitted. But this, private ownership, in profits and 
Mr. Trebilcock believes, is a pass- in competition,” said Mr. Trebil- 
| cock. 

“And I know it is becoming in- 
# “Consumer ownership bulks creasingly obvious to them that 
large with today’s forward-looking their interest will best be served 
corporations, and I do not think by creating Canadian business 
these leading U.S. business enter- with Canadian partnership in the 
prises are lacking in broad vision,” | 


ownership.” 
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; unusual combination of lamb and 
The winner and a 


Hold Lamb-Cranberry Contest 


The American Sheep Producers | cranberries. 


in the berry Assn. are holding a contest! pense-paid, round-trip to the Ha- 
with the theme “Cranberries| waiian Islands. 

make an added treat when lamb’s | 

your meat.” The contest, promot-| Barrere Named Club Director 
ed in food trade publication ads,| Claude Barrere has resigned as 
is open to chefs, dietitians, cater- eastern tv director for Broadcast 
ers and owners and operators of Music Inc. to become executive 
food service establishments. En-| director of the Radio & Television 
trants will submit their favorite| Executives Society, New York. 
recipe usng lamb with cranberry | The club is opening new offices in 
sauce or jelly; or in a new and/|the Biltmore Hotel. 


change Staff Assn., “and do not 
forget that self-interest is the! 
dominating factor in all business.” 


entering Canada “at a rate prob- | 
ably greater than has occurred in 
the relationships of any other two 
countries at any time in history,” | 
Mr. Trebilcock did not consider 
this a “grave condition.” 

In a young country like Can- 
ada, he noted, there are advantages 
to be gained from an inflow of for- | 
eign capital to aid development of | 
resources and growth of industry. | 

“We can be thankful in the ex- | 
treme for this foreign investment, 
whether it comes from the U.S., 
Great Britain, continental Europe 
or anywhere else,” said Mr. Trebil- 
cock. 

“Instead of being piqued at the 
manner in which foreigners are 
investing here, we should be proud 
that we are regarded as a safe 
country with an assured future and 
that foreigners are willing to put 
their capital to work here.” 


® Though U.S. capital has ae 


® He noted also that international 
capital “of the scope of which I am 
speaking is very astute. It is quick 
to recognize security and possibil- 
ity of growth as it is equally quick 
to spot danger.” 

The desire to establish branch 
plants in Canada by large foreign 
corporations is understandable, Mr. 
Trebilcock felt. It is easy for a 
foreign manufacturer to export not 
only money, but knowledge, patent 
rights, sales routines, sales organ- 
izations and the accompanying 
branch organization. 

“While these plants have become 
an integral part of our economic 
system and Canadians have learned 
skill through them, ownership has 
remained in the U.S. and policy 


f i 
HE CAN HELP YOU 
If you're looking for fast 
Direct National Distribution 


Barney Kingston 
Don't be fooled by the “outlet map™ on 


your wall! It's one thing to put your 
product in stores it's quite another te 
move it. 


If your product or service lends itself 
to personal seciling—whether in a home, 
office, store, institution, service station, 
ete. it will pay you to investigate the 
hooming $°'4 billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- | 
tives often amazed to learn how easy and 
inexpensive it ie to mowe merchandise 
through modern direct selling—in ALL 
counties of the 44 states and in the prov- 


inces of Canada. 


Let us analyze your product or service 
without obligation on your part. If your 
product bas potential in our Geld, we eub- 
mit 34-year sales-tested plan for considera- 
tion; sample plan starts 50 new companies 
every month . . . many of which now do 
from $250,000 to were than $1244 millies 
annually. 

Send "tema data te our ge 
Director, Barney Kingston, Dept. 
Salesman’s OPPORTUNITY as Hg ase 
North Dearborn Street, Chicago 10, ap 


ne 


Ask yourself: Does your 
salesman do all this? 


Does he make all the dealer calls he should ? 
Does he regard his calls simply as routine ? 


Does his selling slow down or stop when the 
prospect becomes a customer ? 


Does he educate the dealer’s sales personnel ? 


Does he realize that keeping dealer-customers 
(and developing them) is far more important 
than getting new ones ? 


These are just a few questions you must ask— ' 
and answer—when you consider what your ‘ 
advertising to the dealer must do today tomake / 
up for inadequate personal selling. 
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Forjoe Names Jeanne Pyle 

Jeanne Pyle, who formerly op- 
erated her own public relations 
company, has been named direc- 
tor of promotion and research for 
Forjoe & Co., New York, radio-tv 
station representative. 


Publishes ‘Buyers’ Guide’ 

Grocers’ Spotlight, Detroit, has 
published a new Buyers’ Guide & 
Directory, food and grocery trade, 
Northern Ohio edition. The price 
is $5. 


Production Keeps 
Ahead of Increased 
Use of Newsprint 


New York, Oct. 23—Despite in- 
creased newsprint consumption, 
mills are still keeping ahead of de- 
mand so far this year. 

Newsprint Service Bureau re- 
ports total U.S. and Canadian pro- 
duction for the first nine months 
was 6,094,529 tons or 6.4% higher 


|than in the comparable period of | 
| 1955. 

The American Newspaper Pub-' 
reported news-— 


lishers Assn. 
print consumption by U.S. newspa-/| 
pers for the nine months totaled | 


an over-all estimated total of 5,- 


027,076 tons. 


On the basis of this estimate, | 
production is ahead of consump- 
tion by 1,067,453 tons. 

At the end of September, 1956, 


3,820,578 tons or 3.7% higher than | stocks of newsprint on hand were 


in the like period of ’55. 


35 days’ supply and eight days’ 
supply in transit, for an average of 


# However, ANPA estimates total | all daily newspapers reporting to 


consumption of newsprint for the | 


period by newspapers not report- | supply on hand and six days’ sup-| 


|ANPA, compared with 27 days’ 


23 


Mill inventories were lower than 
;a year ago. North American pro- 
| ducers’ stocks dt the end of Sep- 
tember aggregated 126,568 tons 
compared with 134,312 tons at the 
‘end of September a year ago. 

Heavier consumption during the 
last quarter of the year is likely 
to swing the balance over, market 
men believe, and there may be 
tight going for some newspapers 
by year-end. 


ing and by other users amounted|ply in transit at the end of Sep-| 


to an additional 1,206,498 tons, or 


tember, 1955. 


JOB... 


We’re sorry to say leather alone can’t lick the job — 


of 


selling the dealer today. Especially is this true in the lumber and 
building material field. Today it takes more than personal 
foot-work to do your sales-work. 


Why? Because the dealer may be the same — but his business isn’t. 
It has changed — markedly. The size and scope of his operations 
have broadened. What’s more, there has been a big increase in the 
number of new product categories; and a big increase in the 
number of manufacturers in the old categories. More manufacturers 
today are firing away at the lumber and material dealer. 


Result? Three times as many salesmen are clamoring for his time 
and attention — and not getting it. True, your salesmen go on calling; 
but they can’t go on selling because the dealer hasn’t time to listen. 


There’s only one answer: Strong, supplementary selling which only 
advertising can do — in all territories, and at no more than the 

cost of a good salesman. This advertising should be filled with meat 
and meaning; should be adequate and consistent. It should tell 
your product story in detail; do a real selling job. In fact, do the 
job your salesman would do if he could. 


Watch the companies forging ahead today with lumber and building 
material dealers — and you'll see this is exactly the kind of job they’re 
doing. And they’re doing it in the magazine that rates highest in the 
respect and confidence of these dealers: BUILDING SUPPLY NEWS. 


BSN reaches more dealer establishments; knows their needs; 

serves them better. Small wonder BSN is picked by more advertisers, 
carries more advertising volume than any other magazine reaching 
dealers — and at lowest cost! 


© Industriol Publications Inc., Chicago 3. 


BUILDING SUPPLY NEWS 


Published at Building Industry Headquarters: 
Home of Practical Builder and other 
leading building industry magazines. 


_D-F-S Appoints O'Connell 

Thomas P. O’Connell has been 
appointed director of all media of 
Dancer-Fitzgerald-Sample, Chica- 
go. He has been with D-F-S for 
five years and was formerly an 
account executive. 


Kent Joins Emi] Mogul 

Dorothy Kent, formerly copy 
group head at Grey Advertising, 
has joined Emi! Mogul Co., New 
| York, as a member of the plans 
‘board and copy group head for 
|cosmetics, toiletries and fashion. 


mag 8 a 92% crocery eaters’ 


PREFERENCE 


uate 953% 


WISCONSIN 
DEALERS GET 
EXCITED 


WHEN YOU ADVERTISE 
IN THE LOCAL PUBLICATION 
THEY PREFER 


Your dealers in the No. 1 
Dairy State, where farm in- 
come is close to $1 billion a 
year, know from experience 
their sales go up when you 
back them up with advertising 
in Wisconsin Agriculturist and 
Farmer. [t’s the localized pub- 
lication read by 9 out of 10 of 
theit best customers. 

The above chart shows re- 
sults of a study in which grocery 
dealers were asked, “In which 
publication, edited for farmers, 
do you prefer to see advertis- 
ing of mérchandise you sell?” 
Other dealer preference studies 
on request. 


riculturist 


Richard S. Pierce, Publisher 
Racine, Wisconsin 
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orders new 


for DYNAMIC DAVENPORT! 


With its present plant outgrown, Pittsburgh will move 


PITTSBURGH PLATE GLASS 


45,000 SQ. FT. *““SHOWCASE” 


McIntyre Names Three VPs 

Lorence E. Moore, Angus P. Mc- 
Intyre and Wilson B. Prophet Jr. 
have been named vps of O. E. Mc- 
Intyre Inc., Westbury, N. Y., spe- 
cialist in direct mail. Mr. Moore 
and Mr. Prophet are members of 
the company’s sales department. 
Mr. McIntyre is manager of the 
Westbury plant. 


‘Look’ Adds Lauer 

Charles Lauer, formerly with 
Life’s merchandising staff, has 
joined Look, New York, as as- 
sistant drug merchandising man- 
ager. 
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Distillers Will 
Appeal Ruling on 
Stored Whisky Tax 


PittrsspurcH, Oct. 23—Distillers 
lost the first round in their fight 
to end the collection of the $10.50 
a gallon federal tax on whisky 
that has been held in bond for 
eight years. 

The federal district court here 
last week dismissed a suit brought 
against the government by Schen- 
ley Distillers and Joseph S. Finch 
Co., both subsidiaries of Schenley 


Industries. The court ruled that a 
section of the internal revenue 
code stipulated that “no suit for 
the purpose of restraining the as- 
sessment or collection of a tax 
shall be maintained in any court.” 
To grant plaintiffs’ request 
“would clearly restrain the collec- 
’ toe tion of a tax, and thus—we must 
ones r faces beng deny the requested relief,” the 
: ruling said. The court also held ! 


tional Transitads, has joined the 
eastern sales staff of Everywom- that the facts of the case presented 


into a shining new showroom warehouse early next summer! 
And another booming Davenport business, M. A. Ford 
Company, will more than double its plant area by 

moving into the present Pittsburgh buildings! 


To SELL this dynamic market use: 


Moore Co. Names Finan 

Joseph B. Finan has been named 
sales promotion manager of the 
H. C. Moore Co., Columbus, O. Mr. 
Finan was formerly assistant sales 


DAVENPORT 
NEWSPAPERS 


23 ® SUNDAY promotion manager. 


FOR THE 10th CONSECUTIVE YEAR — FIRST IN 
LINEAGE IN THE QUAD-CITIES AND IN ALL IOWA (V/ 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 


REPRESENTED BY 
JANN & KELLEY 


an’s. 


HOW CAN YOU BE SURE 


your advertising is reaching 
the plant men you want? 


There is no possible way any ordinary circulation method can assure you of constant coverage 
of the plant men who are known to specify and buy... throughout industry — no ordinary 
method can get your advertising to new buying power as it appears... can avoid wasting your 
advertising on those who have vanished from the buying scene. 


Subscription salesmen can’t do it— 
Subscription mailings can’t do it— 
Ordinary list-building methods can’t do it. 


But there is a sure, practical way to get you the 
coverage you want of the plant operating men 
who have the authority to specify, to buy, to 
initiate requisitions—the way industrial sales 


managers do it. 


MILL AND Factory builds and maintains its cir- 
culation through 1,724 industrial salesmen who 
can personally identify and enter the subscriptions 
for the men they must sell . .. who personally can- 
cel the subscriptions of those who no longer have 
the power to buy... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of MILL AND Factory. 


These 1,724 salesmen call on the approximately 
28,000 plants that are estimated to account for 75% 
of industry’s buying power. It averages out to about 
20 plants per man. The subscription canvasser 
must cover hundreds of plants to make a living; 
he can’t afford to call on any one plant more than 
once a year, at the most — he just doesn’t have the 
time to study each plant’s individual buying pat- 
tern. But the industrial salesmen, because of their 
concentration at the local level, know these plants 
—and, at any given time, the men in them, regard- 
less of title, who can specify and buy. MILt AND 
Facrory has more of these salesmen in Michigan 
and Ohio alone, than any other business publica- 
tion has circulation men in the entire United States. 
These 1,724 salesmen are employed by 145 lead- 


ing industrial distributor organizations and re- 
gardless of your method of sales representation, 


Mills Facto 


a eee pete | tee 


these salesmen identify and sell the men who must 
be sold on your product—whether they specify, 
buy, or influence the purchase of a product. 


The distributor has a stake in seeing that Mi. 
AND Factory reaches the right men, because he 
pays for each and every subscription in his terri- 
tory with his own hard cash. In return he gets a 
signed ad on the back cover and a product insert 
ad of his choice in each issue. This can only pay 
off for the distributor when MILL ANp Factory gets 
to the men he sells— the men you must sell. 


coverage, sure; but do they read? 


MILL AND Factory gets to the men who count, but 
that’s not all you want. You want readers. 


That’s why Mitt aNnp Factory employs its own 
Reader Certification System to see to it that Mm. 
AND Factory continues to go only to those who say 
they read it and want to keep on reading it. This 
Reader Certification System is a very costly opera- 
tion that goes far beyond BPA’s “verification” re- 
quirements — every single reader is regularly asked 
if he reads it and wants it, insuring 100% reader- 
ship certification. 


There is one practical way you can be sure your 
advertising reaches the men who can say “Yes” 
or “No” and make it stick...who are known to 
be the important men today...who are known 
to read the publication that carries your adver- 
tising... MILL AND FACTORY. 


Mill & Factory reaches the men, 
regardless of title, 
your salesmen must see to sell. 


Mills Factory ~ 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, New York 17, N. Y. 


no special and extraordinary cir- 
cumstances demanding relief. 
The distillers’ case, which orig- 
inally was argued before the court 
by Thomas E. Dewey, former New 
York governor, was based on the 
claim that because of the tax more 
than 50,000,000 gals. of whisky 
maturing before 1959 “will not be 
marketable at any price and will 
therefore have to be destroyed.” 


s Whisky production since World 
War II has exceeded consumption, 
and many distillers have been 
holding this in storage. The fed- 
eral tax on the whisky is not due 
until it is sold, or until it reaches 
the age of eight years, when the 
tax becomes payable whether or 
not the whisky is sold. Efforts to 
obtain legislative relief have failed. 
The court action was instituted 
early this year. 

Counsel for Schenley said that 
the case will be appealed to the 
U.S. Supreme Court. 


Adam Young Moves Offices, 
Names Reilly Chicago VP 
Adam Young Inc., radio repre- 
sentative, and Young Television 
Corp. have moved to the Pruden- 
tial Bldg., Chicago. At the same 
time, William J. Reilly, with Adam 
Young for nine years, was named 
vp in charge of Chicago operations, 
and J. Taggart Simler, with the 
company for four years, was ap- 
pointed midwestern sales manager 
of Young Television Corp. William 
F. Sanford, formerly with WFAM- 
TV, Lafayette, Ind., has joined 
Young tv as an account executive. 


Three Join Perry-Brown 

Richard D. Gillespie, formerly 
with Ziv Television, has joined the 
copy department of Perry-Brown, 
Cincinnati. At the same time, Rob- 
ert B. Maehr, formerly of the U. S. 
Army, was named administrative 
assistant to the president, and 
Howard Nadel, formerly associ- 
ated with Wade Atkinson, press 


and radio relations counselor, was _ 


appointed news director. 


Maloney Joins Dollingez 

Regina A. Maloney, formerly as- 
sociated with Rochester agencies, 
has been appointed to the new po- 
sition of sales promotion manager 
of Dollinger Corp., Rochester, N. Y., 
manufacturer of industrial and 
ventilation filters and liquid fil- 
ters. 


Silver Joins Co-ordinated 

Earle Silver, formerly advertis- 
ing director of Diamond K Mar- 
kets, Mount Vernon, N. Y., has 
joined Co-ordinated Advertising 
Corp., New York, as director of re- 
tail marketing. 


Coughlan Resigns From Morse 

Reg Coughlan has resigned as 
copy chief and group head of 
Morse International, New York, 
effective Dec. 31. He will announce 
his future plans soon. 
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For many years Pittsburgh retail grocers have 
relied on evening newspapers for immediate, 
overnight response —the kind that jumps sales on 
advertised items. 


There’s a reason... 


a reason that has just been voiced by 6000 gro- 
cery shoppers. 

Daniel Starch and Staff conducted personal inter- 
views during July and August with 6000 shoppers 
as they came out from 60 of Pittsburgh's leading 
chain supermarkets. 


Their answers support the schedules of local gro- 
cery advertisers. 


1. Coverage of all chain store customers 


THE TWO EVENING NEWSPAPERS 
REACH 84 OUT OF 100 
CHAIN STORE CUSTOMERS 


®@ 360 


©0000 


SUN-TELEGRAPH and PRESS 84.4% 
PRESS and POST-GAZETTE 69.6% 


6000 Interviews 


Conducted by Daniel Starch & Staff 


2. Coverage of customers who read 
grocery advertising 
EVENING NEWSPAPERS REACH 
75 OUT OF 100 CHAIN STORE CUSTOMERS 
WHO READ EVENING NEWSPAPERS 
FOR FOOD VALUES 


® 200 


_Ra tT | 


SUN-TELEGRAPH and PRESS 75.7% 


PRESS and POST-GAZETTE 69.3% 


3. Percent of all customers’ * 
weekly spending 


61 OUT OF 100 SUN-TELEGRAPH 
READERS SPEND OVER $20 
A WEEK IN CHAIN GROCERY STORES 


60000 


60000 


S UN@TELEGRAPH readers 
61.9% spend over $20 


POST-GAZETTE readers 
46.1% spend over $20 


PRESS readers 
49.8% spend over $20 


4. Percent of readers who regularly shop 
in chain stores 


80 OUT OF 100 SUN-TELEGRAPH 
READERS ARE REGULAR 
CUSTOMERS OF VOLUME 

CHAIN GROCERY STORES 


009¢ * 


@O@6é: - 


Here is the picture of 
Sun-Telegraph leadership 


SUN- POST- 
TELEGRAPH GAZETTE PRESS 
readers readers readers 
A&P 82.9% 69.9% 76.0% 
KROGER 82.2% 72.6% 78.5% 


GIANTEAGLE §© 79.7% «72.3% = 74.6% 
THOROFARE = 77.1% = 72.3% = 77.8% 
SPARKLE 69.3% * 62.7% 64.6% 
STAR 73.2% 681% 68.4% 
TOTAL 79.6% 104% 748% 
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Two more good REASONS-WHY 


to Southern farmers are switching 


etter Customers... 


HOUSEHOLD and READER CHARACTERISTICS 


SOURCE: FARM AND | Other Southwide 
51st Consumer Magazine Report—Daniel Starch and Staff RANCH Farm Magazine 
FARM OPERATOR HOUSEHOLDS: 
Own Farm 73.9% 71.7% 
Size of Farm 
PYLON’ | — + 260 acres and over 23.1 19.8 
F102 * 140 to 259 acres 21.5 18.1 
| * 70 to 139 acres 23.7 26.4 
* Under 70 acres 31.6 35.7 


Economic Status 


FOr’ * High 16.1 15.0 7 
PrHtote * Above Average 31.2 30.6 H 
- Average 37.8 39.1 i 
* Below Average 14.9 15.2 ; 
Alote, + — Have one or more farm tractors 64.7 63.1 
More, +— Have one or more trucks 56.0 53.6 
ALL HOUSEHOLDS: 
Peto te —_|— Home ownership ' 717 70.6 ’ 
Porte —|— Own one or more automobiles 77.0 72.8 i h 
Pee, <A Have a home freezer 31.0 27.0 «| 
ote —— Have an electric or gas range 79.9 75.9 y 
_|__ Have a room air conditioner 9.7 7.0 if 
77 _|_ White Households 92.9 88.4 
PIO“ | 
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advertisers seeking sales 


to FARM and RANCH 


Higher Readership 


ADVERTISEMENT READERSHIP AVERAGES 


All Advertisements —January — December, 1955 


SOURCE: '% NOTED 
52nd Adnorms Report — Daniel Starch = 
and Staff Black & White Pages | Two-Color Pages Four-Color Pages 
FARM MAGAZINES vi wane ce 28 


FARM and RANCH | 33% | 23% | 39% | 21% | 33% | 47% 


FARM MAGAZINE NO. 2 33 18 39 15 28 46 
FARM MAGAZINE NO. 3 26 20 29 14 26 40 


Representative Magazines 
in other classifications: 


MONTHLY AND HOME SERVICE 17 22 15 17 25 38 
MEN'S 32 ss 36 - 43 o 
WOMEN’S SERVICE - 25 — 31 _ 42 
WEEKLY 21 20 22 15 31 36 


No otherfarm magogine (and. other smagagines/) 
RP YP Sock 


care” 
Farm and Raneh 


NASHVILLE, TENNESSEE 
More than 1,300,000 subscriber families in 15 Southern states. 


ATLANTA DALLAS CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
Bill Jones Bruce Johnson Dan Doody Bob Finn McDonald-Thompson McDonald-Thompson 
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ALCOA — World's Largest Aluminum Plants 


OAK RIDGE — Atomic Center of the World 


The High Income 


ZINC MANUFACTURING — Second Largest 
Producer in U. S. A. 


KNOXVILLE MARKET 


T. V. A. POWER — Home of Tennessee Valley 
Authority 


TOBACCO CENTER — $8,000,000 Annual ~~ ag we oR — Largest Producer of 
Burley Crop 


on WATE- TV 


@ POPULATION... 1,391,280 @ RETAIL SALES... $1,081,361,650 


(54 Counties) 
@ FAMILIES..... 345,810 e@ E.B.1.......... $1,290,306,630 


* May 10, 1956 Sales Management Survey of Buying Power 


| WATE-TV 


POWER MARKET OF THE SOUTH 
Knoxville,Tennessee 


CHANNEL 


aFFiiaTeD WITH WWATE-RADIO _ 5000 warts, 620 ke. 
Represented Nationally by, AVERY-KNODEL, INC. 


ADWOMAN HONORED—Helen Holby, who recently retired (AA, June 
18) as director of club contact for the Advertising Federation of 
America (left), receives the “advertising woman of the year” award 
from Gamma Alpha Chi, women’s honorary advertising fraternity, 
at the organization’s annual convention at Champaign, Ill. Pre- 
senting the award is Mrs. Claire Drew Forbes Walker, president 
of the fraternity and owner of an advertising agency in Santa Bar- 


~ bara, Cal. 


In ‘Exposures,’ 
‘Digest’ Tops 2nd 
Magazine by 300% 


(Continued from Page 2) 
zine was determined in more than 
14,000 interviews. Let’s say it was 
20% of the interviewees. Then, as- 
suming an adult population of, say, 
120,000,000 Americans, a total of 
24,000,000 persons comprise the 
audience of the magazine (120,- 
000,000 multiplied by 20%). 

The Digest study offers the fol- 
lowing definitions: 

Audience—The total number of 
people who read an average issue. 

Average reading days—The 
average number of days that a 
reader reads an issue one or more 
times. 

Total reading days—The total 
number of days that the audience 
reads an issue one or more times. 
This is the minimum number of 
exposures of an issue to its audi- 
ence. 


= “If you multiply the audiences 
by the reading days, the product is 
equal to ‘total reading days’,” the 
report said. “It is this third figure, 
this minimum number of expo- 
sures of an issue, that we believe 
should have a place along with cir- 
culation and audience as one of the 
three basic ways of measuring a 
magazine’s size and of determining 
its advertising values.” 

The Digest also said, “The maga- 
zine to which people return five 
times would seem to have a closer 
relationship with its audience than 
the magazine that is looked at once 
and then discarded or passed along 
to someone else. But just how 
much more intimate this reader 
relationship is, or what the degree 


|of advertising ‘plus value’ is for 
‘the magazine with multiple read- 


the job of future research to as- 
say.” 

The study—which took a year to 
complete—encompassed 14,515 
personal interviews made during 
84 consecutive days of field work. 
The high number of interviews was 
necessary, it was said, to “insure 
acceptable precision” in the read- 
ing day measurement. 


s A 20-minute sound film which 
shows a number of the actual in- 
terviews in process has been pro- 
duced by Reader’s Digest “to help 
the industry get the maximum use- 
fulness from the study.” It will be 
shown to advertising groups 
throughout the US. 

» The Digest yesterday released 
the first two of six separate reports 
on the research. The whole list 
covers (1) summary and high- 
lights, (2) characteristics and 
occupations, (3) purchases and 
possessions, (4) primary and non- 
primary readership, (5) penetra- 
tion and composition and (6) audi- 
ences and combinations. The last 
four will be published later. 


Pinkham Named NBC Ad VP 

National Broadcasting Co., New 
York, has appointed Richard A. R. 
Pinkham as vp in charge of ad- 
vertising. Before coming to NBC 
in 1951, Mr. Pinkham was with the 
New York Herald Tribune, James 
McCreery & Co. and Time Inc. At 
NBC he has been vp, television 
network programs, for the past 
year and a half. 


Lampee to ‘Charlotte News’ 
Robert H. Lampee, national ad- 
vertising manager of the Pitts- 
burgh Post-Gazette for the past 
five years, has been named adver- 
tising director of the News, Char- 


lotte, N.C. 


MATION’S LARGEST TRADE TERRITORY 


EL PASO—the capital city of the 
Fabulous Southwest—24 counties of 
West Texas and New Mexice. 


This is a swell place te de business. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
ING AND SUNDAY 
El Paso Herald-Post 
A SCRIPPS-HOWARD NEWSPAPER 
EVENING 
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Another 
GOA first! 


avon — See coat 


General Outdoor Advertising 
leads the outdoor field again! 
New eight-foot ‘‘hi-fluores- 
cent” tubes, installed in pairs in 
a special reflector, give GOA 


poster panels brighter, more 
efficient light. Colors are truer, 
more brilliant than ever before. 

This “‘hi-fluorescent”’ lighting 
is up to three times more brilliant 
than filament bulbs. It is now 
being installed on all new GOA 
poster panels. And plans are 
already under way to equip ex- 
isting GOA panels with this 
dramatic new lighting. 

GOA experts and General 


General Outdoor Advertising Co. 


FIRST GRAND AWARD POSTER— 1956 ANNUAL EXHIBITION, OUTDOOR ADVERTISING ART 


Electric engineers worked to- 
gether for years to perfect this 
efficient new lighting unit. It is 
this kind of effort—this sense of 
service—that has made and kept 
General Outdoor Advertising a 
leader in the field. Our local and 
national facilities can help you 
turn ‘‘see-power’’ into sales 
power. For details, call your 
local GOA office or write us in 


Chicago. 


515 S. Loomis St., Chicage 7, Iilinels 


IN 1300 MARKETS 
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‘Sponsor’ Goes Weekly 
Sponsor, New York, switched 
from a bi-weekly to a weekly 
schedule as of Oct. 27—the publi- 
cation’s tenth anniversary. 
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3 Companies Revamped Ad Policies to 


Lick Marketing Problems, ANA Told 


(Continued from Page 2) 
turing dealers’ names and ad- 
dresses ran in 129 markets in June 
after rests in Pittsburgh and Co- 
lumbus, he said. Between 40,000 
to 50,000 spots were utilized in a 
two-week saturation period. 

Westinghouse followed up with 


commercials by Betty Furness on 
its “Studio One” tv show. Dealers 
got the story through 16-page in- 
serts in Electrical Merchandising 
and Retailing Daily. 

Advertising for specific products 
was kicked off with a seven-page 
four-color ad in Life. This was 


backed up by an intensive maga- | 


zine and newspaper program, Mr. 
Witting said. 


= A large co-op ad program also 
was conducted, he said. In the 
Southeast, 326 dealers ran 645 
newspaper ads totalling 520,575 
lines. Dealers and distributors in 
the same area bought 9,922 local 
spots on radio with money origin- 
ally planned to buy 5,000 nation- 
al radio spots. Most dealers also 
used tie-in floor displays in their 
stores. 

The “Watch Westinghouse” pro- 
motion was followed by two other 
campaigns—“Picnic Festival” and 
“Operation Landslide.” A fourth 
promotion will be run in Novem- 
ber and December. It will be 
kicked off with election night tv 
coverage and will be used to intro- 
duce the company’s 1957 lines. 

As a direct result of the field 
trips by executives, Westinghouse 
will bring out a medium-priced 
refrigerator and electric range 
next year, Mr. Witting said. In 
addition, the company appropriat- 
ed more money for co-op ads than 
ever before and gave its distribu- 
tors more control over the spend- 
ing of this money. 


s How Hamilton Watch Co. re- 
vamped its marketing and adver- 
tising operations several years ago 
to survive in the competitive 
watch field was told by Robert 
Gunder, director of advertising 
and sales promotion. 

He outlined the following steps 
taken by Hamilton in its revamp- 
ing program: 


e In 1952, Hamilton changed its 
basic distribution policy by start- 
ing to sell direct to retail jewelers 
instead of through wholesalers, a 
policy it had followed for more 
than 50 years. 


e Hamilton, in 1953, went into 
the watch importing business in 
order to expand into the“medium- 
price watch field. 


e In 1954, Hamilton admitted that 
the automatic or self-winding 
watch was here to stay and added 
it to its line. 


e The company rebuilt its styling 
division in 1955. It added shock- 
proofing, 100% waterproofing and 
moved up to 22 jewels. By doing 
this, the company gave the con- 
sumers what they wanted instead 
of what Hamilton thought they 
ought to have, Mr. Gunder said. 

e This year, the company reor- 
ganized its advertising and sales 
promotion section and changed ad- 
vertising agencies—the first agen- 
cy switch in 44 years (the account 
moved from Batten, Barton, Dur- 
stine & Osborn to N. W. Ayer & 
Son). 


e A new position, that of vp in 
charge of mar : s created. 
The principal/ duties of\this job 
are to integfate and coordinate 
the activities of the director of 
merchandise, director of sales and 
the director of advertising. 


The agency switch was made, 
Mr. Gunder said, not because of 
any dissatisfaction with BBDO, 
but because Hamilton felt that it 
would benefit by a fresh new 
agency approach. 

Because of the reorganization, 
the advertising department has 
been elevated from the low posi- 
tion on the totem pole, Mr. Gun- 
der said. Department members are 
accepted by the company manage- 
ment as business men first and 
admen second, he said. 


= The Standard Oil story was re- 
lated by Frank O. Prior, presi- 
dent; W. H. Miller, assistant gen- 
eral manager, sales promotion and 
advertising; Wesley I. Nunn, ad- 
vertising manager, and Clare R. 
Wolf, assistant advertising man- 
ager. 

The three objectives of the 
Standard plan were to orient prod- 
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uct development and _ research 
|and manufacturing to sales pro- 
| motion and advertising; coordinate 
all functions of marketing and 
communications, and prepare and 
present a sales promotion and ad- 
vertising budget to top manage- 
ment. 

In orienting other segments of 
the company, the advertising and 
sales promotion departments made 
a presentation to the product re- 
search staff, instead of vice ver- 
sa. Attendance at the presenta- 
tion included members of the re- 
search staff, manufacturing de- 
partment and Standard’s product 
agency. 

The presentation explained what 
competition was doing from a sales 
and advertising standpoint, in 
terms of effect on Standard’s own 
sales results. It also showed suc- 
cessful sales resulting from sales 
promotion and advertising based 
on several unusual product de- 
velopments. 

The gist of the presentation 
was: “This is what we need in 
the way of product improvements 
and product features, and why—to 
do an outstanding and aggressive 
advertising and sales job.” The 
result was a closer understanding 
and relationship between the var- 
ious branches of the company. 


s Standard hit upon “green light” 
sessions of advertising, agency and 
sales promotion personnel in order 
to coordinate all functions of mar- 
keting and communications. The 
“green light” sessions were simi- 
lar to “brainstorming” sessions. 

Following are some of the re- 
sults of the sessions: 


e More than 40 marketing prob- 
lems were clearly defined. 


e A total of 86 different advan- 
tages in sales appeal of Standard 
products over those of competi- 
tion were found. 


e More than 300 ideas for con- 
sumer benefits and possible adver- 
tising and sales promotion themes 
were “brainstormed.” 


e The collection of 300 ideas was 
then culled for the best ideas. The 
best ideas were then turned over 
to the agency for development. 


In preparing the advertising 
budget, “the attitude and approach 
was to dig deep into the facts and 
arrive at a clear definition of the 
marketing problems confronting 
the company, then to make a well- 
documented proposal as to what 
part advertising should play and 
what advertising could hope to 
accomplish in achieving these 
goals,” Mr. Wolf said. 

The budget was built solidly, 
Mr. Wolf said, “because we were 
able to substantiate every claim 
with facts and justify every ex- 
penditure with more facts.” The 
proposed budget—after questions 
and discussion—was unanimously 
approved by the president and 
board of directors, according to 
Mr. Wolf. 


Endeco Plans Cheese Drive 

N. Dorman & Co., New York, is 
launching an advertising campaign 
in the New York area for its End- 
eco cheeses. Large space newspa- 
per advertising and spot radio and 
television will be used. Co-ordinat- 
ed Advertising, New York, is the 
agency. 


Wisner Joins National Export 

J. Nelson Wisner, formerly 
with the international divisions 
of J. Walter Thompson Co. and 
Foote, Cone & Belding, has joined 
the radio-tv department of Na- 
tional Export Advertising Service, 
New York. 


Grove’s Sauers Resigns 

r Les Sauers has resigned as sales 
manager of Grove Laboratories, 
St. Louis, a position he has held 
for about two years. No successor 
has been named. 
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What makes a newspaper great? 


Among the more picturesque sights 
on view in Europe last summer was a 
covey of 35 young American females 
fluttering through art galleries, opera 
houses and assorted ruins behind a 
harried, middle-aged male with an 
anxious expression. 

The Leaning Tower of Strength in 
this crusade for culture was John K. 
Sherman, art and drama critic of the 
Minneapolis Star and Tribune. Sher- 
man’s charges (a whole busload of 
them) were members of American 
Youth Abroad’s Fine Arts Tour. And 
through Sherman’s eyes, camera and 
battered typewriter, thousands of 
Upper Midwest stay-at-homes got the 
flavor and fun and thrills of the girls’ 
2-month, 1l-country European tour 
colorfully recounted by John K. in a 
memorable and hilarious series of 
travel articles and reviews. 

Between head-counting and roll- 
calling, he pointed his pen at jumbo 


events like the 28th Biennial Art Ex- 
hibition in Venice and the Berlioz 
Requiem in Salzburg—conducted by 
good friend Dimitri Mitropoulos, 
former conductor of the Minneapolis 
Symphony Orchestra. He found a 
touch of home in Amsterdam, where 
Rembrandt’s “‘Lucretia’”’ hangs in the 
Rijksmuseum—on loan from the Min- 
neapolis Institute of Arts to help 
celebrate the 350th anniversary of the 
Dutch master’s birth. 


And he saw and heard the little 
things, too—the sign on the trash 
barrel in Edinburgh that read, ‘““The 
amenity of our streets is recommended 
to your care”... the Lancashire lad 
who sang devoutly of “David 
Crockett, king of the wild frontyah”’ 
. . . the tour member who busily 
knitted a sweater with the German 
instructions on one knee, a German- 
English dictionary on the other. Mix- 
ing fun with the arts is easy for John 


K. He believes the arts are fun, and 
he is dedicated to sharing that fun 
with his readers. 


Like so many of the men and women 
who staff these newspapers, John K. 
Sherman brings to his craft human 
warmth and amiability, vigor of 
thought and felicitous writing skills; 
qualities which have earned for the 
Minneapolis Star and Tribune the 
respect and high regard of the iargest 
newspaper audience in the 223 coun- 
ties of the great Upper Midwest. 

Copr., 1956, The Minneapolis Star and Tribune Co. 
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EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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In less than two years... 
people are talking about the 
young company that became the leader 


We followed an old formula... 

The old time engraver who took pains with each 

job, large or small . . . soon carved out a 

reputation and respect. We made this our creed in 1954. 
Our staff numbered 20 then. 


Today we have 76... and the recognition as America’s 
fastest growing engraving house. 


People . . . not machines . . . make good engravings. 
It is an art . . . not just a mechanical process. 


Because it isn’t . .. we produce engravings which equal 
or excel any in America today. 
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Advertising Age, October 29, 1956 


Charles Barton, 68, 
Publisher, Salesman, 
Agency Man, Is Dead 


Worcester, Oct. 23—Charles W. 
Barton, 68, former advertising 
man and newspaper publisher and 
a younger brother of Bruce Bar- 
ton, board chairman of Batten, 
Barton, Durstine & Osborn, died 
Oct. 21 at St. Vincent’s Hospital. 

Born in Oberlin, O., Mr. Barton 
attended Berea College and the 
University of Chicago. After leav- 
ing college, he was on the adver- 
tising staffs of several midwestern 
newspapers for a time and later 
became advertising manager of 
the American Chicle Co., New 
York. 

About 35 years ago he bought 
and published the Press, Sheridan, 
Wyo., and also a newspaper at 
Casper, Wyo. He sold the news- 
papers about 25 years ago and be- 
came eastern representative in 
New York for the Chicago Sub- 
urban Quality Group, publisher of 
Oak Leaves, Evanston Review, 
Wilmette Life and other Chicago 
suburban newspapers. 

In the early 1930s Mr. Barton 
became a partner in Worthman- 
Barton & Co., a New York agency. 
He resigned in 1937 to join the 
national advertising staff of the 
Knoxville News-Sentinel, a 
Scripps-Howard newspaper. He 
retired about ten years ago and 
moved here. 


WILLIAM H. WANAMAEER JR. 
PHILADELPHIA, Oct. 23—William 
H. Wanamaker Jr., 86, president 
of the first clothing store bear- 
ing his name, who was credited 
with patenting the first fadeproof 
serge suit in 1913, died Oct. 21 at 
Temple University Hospital. 
During Mr. Wanamaker’s 66 
years in the retail business here, 


quality and fashion were the key, and his brother, the late Joseph J.; Federated Advertising Clubs for 


words in his retailing methods. He} 
was a nephew of John Wanamak- | 


er, who founded the department | 
store chain. In 1861 his father, | 
| sent title. Mr. Early then left the 


William Sr., brother of John, 
founded Wanamaker & Brown, 
maker and retailer of clothing 
here, but there was no business 
connection between the Wana- 
maker store and the clothing or- 
ganization. Upon his _ father’s 
death, William Jr. became presi- 
dent of the clothing business. Dur- 
ing most of his life he was widely 
known as a horse breeder and an 
authority on harness-class judg- 
ing throughout the country. 


FRED B. LEGGETT 

DANVILLE, Va., Oct. 23—Fred 
Bennett Leggett, 66, president of 
the 54-store chain of Leggett de- 
partment stores in five states, died 
here yesterday. He had been in 
declining health for the past four 
years as the result of a leg ampu- 
tation he underwent following a 
bedroom fire. He left college as a 
young man to work for Belk Bros. 
department store, in Monroe, N.C. 
After World War I, during which 
Mr. Leggett served in the Army, he 
opened the first of the Belk-Leg- 
gett stores here. In association with 
his four brothers, he expanded the 
Leggett stores in Virginia, North 
Carolina, West Virginia, Maryland 
and Ohio. 


EUGENE E. EARLY 

New York, Oct. 23—Eugene E. 
Early, 67, publisher of the Queens 
Evening News, died Oct. 21 at 
Metropolitan Hospital following a 
paralytic stroke. 

Born in Brooklyn, Mr. Early, 
after graduating from high school, 
went to work as a reporter on the 
old Brooklyn Times-Union. In 
1911 he joined the staff of the old 
New York Globe. 

While with the Globe, Mr. Early 


| Early, and William T. Tooker 
founded the Queens County News 
in 1913. In 1928 the paper was 
changed to a daily under its pre- 


Globe to devote his efforts to his 
own paper as editor and publisher. 
Mr. Tooker has been general man- 
ager since the paper was founded. 

Mr. Early and his brother also 
ran Early Bros. & Associates, a 
public relations organization. Dur- 
ing the administration of the late 
Fiorello H. LaGuardia as mayor of 
New York, Mr. Early served for 
several years as deputy controller. 
In 1948-49 Mr. Early was presi- 
dent of the Society of Silurians, 
an organization of men and wom- 
en who worked on New York 
newspapers 25 or more years ago. 


RUSSELL M. CUNNINGHAM 

Santa ANA, Oct. 23—Russell M. 
Cunningham, 53, former Chicago 
adman, died in his home here Oct. 
17. Since moving here for his 
health nearly two years ago, Mr. 
Cunningham had been doing free- 
lance writing for Crowe Publica- 
tions, Los Angeles, and was Los 
Angeles correspondent for Western 
Farm Equipment. He also did 
field work for Aubrey, Finlay, 
Marley & Hodgson, Chicago, and 
International Harvester Co. 

A graduate of University of Ili- 
nois, Mr. Cunningham worked on 
various weekly and daily newspa- 
pers before joining the editorial 
staff of Prairie Farmer. Later, he 
worked as the answer man on the 
“Dinner Bell” program on WLS, 
Chicago. He broke into agency 
work with Henri, Hurst & McDon- 
ald, Chicago. He also worked for 
the old Mitchell-Faust agency be- 
fore joining Aubrey, Finlay, Mar- 
ley & Hodgson six years ago as an 
account executive. 

Mr. Cunningham won awards in 
1950, 1951 and 1953 from Chicago 


the best b&w ads for product sell-| 


ing campaigns in farm publica- 
tions. He did all the photography 
for the prize-winning ads for 
Morrman Mfg. Co., Quincy, III. 


EARLE LAWRENCE 


SEATTLE, Oct. 23—Earle G. Law-| 


rence, 60, advertising and mer- 
chandising manager 


after a short illness. He had under- 
gone a kidney operation. 
Mr. Lawrence had been with 


Fisher for 34 years. For about 15} 


years he was California sales su- 
pervisor with headquarters at Los 
Angeles. He returned to Seattle 
in 1947 as sales manager for pack- 
aged products, and early this year 
was named advertising and mer- 
chandising manager. 


of Fisher} 
Flouring Mills Co., died Oct. 16) 


Lipital 


Piti # 
AIRLINES 


The NEWS of the Rockies 


First eight months, we are up 305,453 
lines in retail advertising. Denver's 
evening newspaper is down 139,326 
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Advertising Age, October 29, 1956 


; ‘Legal Register’ Surveys 4A’s Drops Exams; 
toy manufacturers ee ; Washington Attorneys tos 
et en en : — — The Legal Register Publishing Stresses Recruiting 
4 , an 2 th, ' : : Co., Washington, has made a sur- 
. es he ‘acturers. vey of buying habits of local at-| at Prep School Level 
: : : : torneys. Questions probed pur-| 
chases of travel, insurance, office New York, og eo part of 
furniture, and banking and broker- | # me of agp Ar my ste Seaee 
age services by lawyers during the hy to . e ry vee > ae caer 
last four months of 1955. Copies the GENS AG. 6 ATS ng 
Agencies is discontinuing its an- 


of the study are available on re- , ; 
quest from the publisher, 1. | examinations for ad- 
Vermont Ave., N.W. | Started ten years ago, the exams 
/were originally instituted when 
Dixie Cup Promotes New there were more applicants than 
Dispenser with 25¢ Coupon jobs in the advertising business. 
Dixie Cup Co., Easton, Pa., is Given to a maximum of 500 ap- 
promoting its new rose-gold col- Plicants annually—and most of 
ored cup dispenser for kitchen or , those already students in adver- 


| os . e 
| bathroom with a 25¢ cash refund | tising classes—the examinations 


Mathes pe ae |offer. Color pages featuring the no longer serve to meet today’s 

OYS nd NOVELTIES offer will run in women’s maga-| Manpower requirements in the ad- 
be ia an ‘ a5" , |zines and commercials are sched- | vertising business, according to 
ty a HAIRE poblicotwoa 5 luled on Don MeNéeil’s “Breakfast Richard Turnbull, Four A’s vp. 


, : Mar seaman. i ” Hi j | Discontinuing the examinations 
1405 Merchandise Mart, Chicaga 54, Ut, WRITE FOR FURTHER INFORMATION | Club. Hicks & Greist, New York, is actually —— sie move in . 


plan developed about two years 
| ago to present advertising as a ca- 
Teer to larger groups of students. 
‘In April, 1955, booklets dealing 
with the field went out to guid- 
ance counselors in about 6,000 


high schools. 


‘is the agency. 


s This fall, the program is being 

extended to include publications 

|in high schools and colleges and 

| faculty advisors. The Four A’s ex- 

- P pects to distribute some 50,000 of 

a ‘ ‘ =e ee ‘these booklets within the next 

Southern California? When | ar : year. In addition, plans have been 

f 4 Se iy. x laid for the 16 local councils of 

- | the Four A’s to work with colleges 

ca \ _in their areas. Their activities will 

, ° os ~~. : |include task force visits by agen- 

you re in the Exa ’ te - ley men to the campuses, lecture 

é| { 3. x series offered to the schools and 

invitations to cooperating teach- 

ers to attend council regional 
meetings. 

All phases of this program have 
been tested in the Chicago area by 
the Four A’s, and it is now being 
enlarged to cover other areas in 
the country on a flexible basis, 
according to regional needs. 


California AWRT Elects 

The California chapter of Amer- 
|ican Women in Radio & Television 
has elected Mrs. John Blair, Pacif- 
| ie Western Advertising Agency, 
Pomona, as president for 1957. 


There is no Survey Secret or Mumbo- Jumbo ‘KGMS, Sacremento, vp, and Rob: 
erta Quinn, Hawaiian Pineapple 
| aes er secretary- 


‘Form Bay Area Broadcasters 
. The Bay Area Independent — 
; ; | Broadcasters Assn., San Francisco, © 
It simply delivers a lot of people who bey org eye 
G. Paltridge, general manager of 
KROW, president; Irving C. Phil- 
lips, general manager of KYA, vp; 


buy a lot of merchandise. Yours? [RL W. Wassenberg. general. man- 


ager of KSFO, secretary, and Wil- ~ 


about the Los Angeles Examiner. 


son K. Foster, general manager of ' 
‘KLX, treasurer. 


‘Fortune’ Examines Executives f 
The editors of Fortune have pre- © 

pared a book, “The Executive 

Life,” which reports on what exec- 


. . utives do and why they do it. The 
In short: the Los Angeles Examiner today ' beak: geek fhe senth meinen ee 
is a market-must. It enables you to reach not “How Executives Get Jobs,” “How 
: Executives Crack Up,” “How to 
only Los Angeles County (now No. 1 in Treat Vice-Presidents” and “How 


. f 
£0 Angeles Examiner National Retail Sales) but Southern California! peak eclietioe Gnas. The 224-page 


Want more facts and figures? ' - ae ere 
— utes wes — Ask the HAS-man nearest you! W. Gene Manning, phe ad- 
; vertising manager of Maxwell & 


Over 708,000 every Sunday Hitchcock, Atlanta, has been ap- 

’ Represented by Hearst Advertising Service Inc. pointed advertising manager of 

d Military Service Co., Birmingham, 

Ala., supplier to U.S. military in- 

stallations of recreation, club and 
library equipment and supplies. 


‘News-Herald’ Becomes Daily 

The News-Herald, Morganton, 
N. C., formerly published semi- 
weekly, has become an afternoon 
daily. 
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gee un | ed em ea 


hes the man who 
leads a dual Life 


Keeping Pall Mall cigarettes out in front of the pack is a full-time job for Alan. 
But when it’s relaxation time, you can find him working just as hard on his boat, or casting for 


trout — as millions of his fellow sportsmen do. 
These are men you want to know — because they buy every kind of product that goes with 


the enjoyment of their hobby — and just plain everyday living, too. 
How well they buy — and how often — can be seen in the outstanding success stories in the PORTS AFIELD | 
files of Sports Afield. For here is where they get “the urge to splurge.’ 

A Hearst Magazine, 959 Eighth Avenue, New York 19, N_Y. 


where sportsmen get the urge to splurge 


| Ask your Sports Afield representative to introduce you to these more than 900,000 hand- 
picked prospects for your product. 


GARRATI 
Advertising Manager if 
900,000 American Sporisr« ~ > 
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Eleven Added to RAB Rolls 
Ten radio stations and a Cana-| 
dian station representative have! 
been added to the membership rolls | 
of the Radio Advertising Bureau. | 
They are WVNJ, Newark; KBAM, | 
Longview, Wash.; KBKI, Alice, | 
Tex.; KCOK, Tulare, Cal.; KEVL, | 
Plaquemine-White Castle, La.; 
KGAY, Salem, Ore.; KTIB, Thibo- 
daux, La.; WERI, Westerly, R.1.; 
WLEE, Richmond, Va.; WOKZ, Al- 
ton, Ill., and Lorrie Potts & Co., 
Canadian station representative. 


Hughes Joins Paris & Peart 
Thomas L. Hughes Jr., formerly 

senior copywriter at M. H. Hackett 

Co., New York, has joined Paris & 


Peart, New York, as associate copy 
director. 


EUGENIE C. STAMLER, formerly with 
the Biow Co., has been appointed 
print media director of Norman, 
Craig & Kummel Inc., New York. 


“The whole story 


in a nutshell... 


Ad 


Writes Tom Santacroce, Vice-President and General Sales 
Manager, Ruppert Knickerbocker Beer: 


“There are many reasons why I have Advertising Age mailed 
to my home. The chief reason is because I want to be certain 
not to miss any of the promotional and sales ideas that are 
invariably in every issue. At home I can fine-tooth comb the 
issues from page one to the last page and know that I haven't 


missed anything of importance to me. It is impossible to do 
this with a copy that is mailed to the office; unless you nail 
it down, someone else borrows it for keeps. 


“This is the whole story in a nutshell.” 


What about you? Are you a lender or borrower of office 
copies of AA? Are you certain you are not missing some 
of the sales ideas Mr. Santacroce refers to? Why take a 
chance? Mail the coupon below—and have AA waiting for 
you at your home every Monday evening. You'll be glad 


FREE HANDBOOK 


iMG AGE, Dept. 820, 200 East illinois Street, 


ADVERTIS' 
Chicago 11, Ill. 
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Canada Retailers 
Ask Legal Ban on 
Trading Stamps 


Ottawa, Onrt., Oct. 23—A major 
counter-offensive against the in- 
|vasion of trading stamps in Can- 
jada was launched here today by 
jthe Retail Merchants’ Assn. of 
| Canada, which petitioned the Jus- 
tice Department to “stop the ad- 
vance” of trading stamp operations 
in Canada. 

The brief, submitted to Justice 
Minister Stuart Garson, calls the 
stamp scheme a “parasitic injec- 
tion into the mercantile blood- 
stream.” It urges immediate 
amendments to sections of the 
criminal code governing the stamp 
operations “to prevent the subver- 
sion of the intent of Parliament 
which is presently occurring.” 

The retailers admit that the 
stamp companies cannot be pros- 
ecuted now, because they have 
found a way of “doing indirectly 
what they are prevented from do- 
ing directly.” In other words, they 
are not violating the letter of the 
law, according to the brief. 

The brief also confirms in effect 
that many retailers—particularly 
in the Ottawa area, which has 
served as a test market for Ca- 
nadian stamp operations—have 
adopted the scheme only “in self 
defense” because they had to “face 
the facts of: life.” 


® The brief quotes an official of 
Dominion Stores Ltd. as saying the 
company “hopes that the effects of 
all-out trading stamp competition 
will precipitate government ac- 
tion.” 

(Dominion Stores, Thrift Stores, 
Loblaws and Steinberg’s—major 
food chains—officially jumped on 
the stamp bandwagon here last 
week. Until then, the Independent 
Grocers Alliance chain, working 
with the Gold Bond Stamp Co. 
plan, had the rich Ottawa Valley 
market all to itself.) 

The retail merchants’ statement 
obtained immediate and wide pub- 
lication in the Canadian press, 
partly because of the wide interest 
in the stamp battle in Ottawa and 
partly because of its source. The 
association represents 40,000 inde- 
pendent merchants across the 
country. 


The investigation revealed that 
stamp plans had spread “like 
wildfire” since last year. At least 
29 plans now are in operation in 


Canada, including six in the Mari- | 


| 


The brief calls attention to the 
“legal difficulties which render the | 
present law ineffective” and the 


“inherent evils” of trading stamps 
in their effect on Canada’s social 
and economic outlooks. 


® Main points in the brief: 


e Trading stamps are a means of 
levying tribute on the retail trade 
and forcing retailers to pass the 
cost on to consumers. 


e They lead to improvident buying 
and confusion of values and are 
not a legitimate method of adver- 
tising. 

e Merchants can find themselves 
in the stamp business and not in 
the grocery business. 


e The schemes are designed to di- 
vert the buyers’ attention from 
basic considerations of quality and 
price. 


e The plans present “an added 
peril to the cost of living.” 


e It is essential to the national 
interest “to make the prohibition of 
trading stamps completely effec- 
tive.” 


Reviewing trading stamp opera- 
tions in Canada, the brief points 
out that “even most merchants in 
various sections of the country are 
opposed to them. However, they 
state they cannot afford to jeop- 
ardize their competitive position 
by remaining outside such schemes 
while their competitors reap the 
early harvest.” 

The brief cites an Indiana 
University business school study 
which gives the estimated volume 
of stamp plan business in the U. S. 
as between $605,000,000 and $805,- 
000,000. In Canada the potential 
annual market is between $240,- 
000,000 and $360,000,000, it adds. 

Unredeemed stamps have been 
estimated at 20% to 30% of the 
total stamps sold. Unredeemed 
stamps are unearned profits for 
the stamp promoter, according to 
the brief. The retailer always pays 
for his stamps; there are no re- 
funds or rebates for non-redemp- 
tion. 

“Net operating profits of food 
stores are so low that increased 
costs cannot be absorbed,” the as- 
sociation’s statement says, “but 
must be passed on to the consumer, 
becoming a tax of 2% or 3% on 
the country’s food bill.” 


NO ACTION BY CANADA 
SEEN BEFORE MID-’57 
Orrawa, Ont., Oct. 24—The bat- 
tle of the trading stamps in Can- 
ada will probably move to the 
cabinet level in the next few 
weeks, but whatever the outcome, 
the stamps will remain in circula- 
tion at least until mid-1957. 
Justice Minister Stuart Garson 


time provinces, the brief declared. |accorded representatives of the Re- 


tail Merchants Assn. a two-hour 
interview here Monday. 
But the main reason the stamps 
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OFF TO DINE—Here are two of Stouf- 
fer Corp.’s ads based on “famous 
quotations.” The 100-line ads are 
being run in Chicago newspapers 
and the Wall St. Journal for the 
rest of 1956 on a test basis. Calkins 
& Holden, Chicago, is the agency. 


will be going strong until the mid- 
dle of next year is the mechanics 
of the Canadian Parliament’s op- 
erations. 

Mr. Garson has asked the mer- 
chants’ group to provide informa- 
tion supplementary to the brief al- 
ready submitted. The minister’s 
officers then will huddle and study 
the recommendations. 

If the cabinet decides to recom- 
mend amendments to the criminal 
code, this can only be done when 
Parliament convenes, probably in 
late January, and it is doubtful 
that the bill’s three readings—if 
there is a bill—could be completed 
before May or June. 


Liberty Net Wins Court Award 

Federal Judge Allan K. Grim, 
Philadelphia, has approved a set- 
tlement of $100,000 to be awarded 
the now defunct Liberty Broad- 
casting System, settling a two- 
year-old suit brought by Liberty 
against the National Football 
League. Liberty had filed a $2,100,- 
000 suit against the league, charg- 
ing that member teams would not 
allow the network to broadcast 
games. It filed suit for $700,000; 
treble damages are allowed under 
the Sherman and Clayton anti- 
trust acts. 


You can call on 
30,000 tonnage buyers 
of metals 5 times each 
week by advertising in 


Since 1899 The Metal 
Industry's Daily Newspaper G 
| 18 Cliff St., New York City 38 
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FIRST 9 MONTHS —1956 
Total Advertising Pages* 


. 4,354 
3,291 


LIFE 


THE MEW VOREEGR . ... 15 » = « OA 


4. THE SATURDAY EVENING POST 2,572 


i a ce ee arenes Te 


5. 


|) a ra: 
2,315 


7. U. S. NEWS & WORLD REPORT 


@. PORTUNE .. - ws ee sito se 1408 


*Source: Publishers Information Bureau 
(excludes trade, technical, and industrial publications). 


ee 


| It is written in the PIB* record’ 


books that, for the past 8 years, 
Business Week has led in total 
advertising pages, not only 
among all general-business 
magazines, but among general- 
news and consumer magazines 
as well. You advertise in Busi- 
ness Week when you want to 
influence management men. 
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40 
| Printing Companies Merge 
| 


|ments, sales staffs and production 
facilities. 
operate under its own name and 
in its present plant. Francis A. 
Young Sr., president of Mail & 
Express, has been elected board 
chairman of Guide-Kalkhoff-Bu 
and Charles E. Schatvet, presiden 
of G-K-B, has been elected vp of 
Mail & Express. 


Two Form TV Company 

David O. Alber, pr man, is 
going into the television program- 
ming business. He has set up a 
|new company, Digest Productions, 
|in partnership with Edward Fields, 
| president of Edward Fields Inc., a 
|carpet company. Digest Produc- 
| tions will have offices at 44 E. 53rd 
|St.. New York. Its first project 
will be a filmed situation comedy 
series called “The Press Agent.” 


It only takes ONE in Green Bay to move goods and services... 


THE GREEN BAY | 
PRES AZETTE 


Phil McClosky + Manager 
Advertising 


<4 colors or baw) 


GREEN BAY -WISCONSIN 


General 


There are two sides to most situations... 


And there are two sides to the 
DELAWARE VALLEY 


Market fact. The well-heeled residents of 
South Jersey pay no State income tax, no 
State corporation tax, no State sales tax, 
no city wage tax. In two words—they're 
loaded. And you're sure to reach them via 
the COURIER-POST and the TIMES. 


To tell your story profitably on the booming 
New Jersey side of the Valley, the media 
you must use are the CAMDEN COURIER- 
POST and the TRENTON TIMES — the key 
dailies serving an area in which “all buying 
and selling are local." 


It pays to COURIER-POST 


Esteblished 1875 


cross the 


Delaware aes 


Established 1883 


RR RE RT 


Represented nationely by GEORGE A, McDEVITT CO., INC. 


Each will continue to. 
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Four Roses Finds 
Guide-Kalkhoff-Burr and Mail & 
| Express Printing Co., both ot Nw Newspaper Color Is 


York, have merged their manage- | 


‘Made for’ Image Ads 


New York, Oct. 23—One of the 


| most widespread uses of full-color 


newspaper advertising in the li- 
quor industry is being made cur- 


rr,|rently by Four Roses Distillers 
{| Co. for its Four Roses whisky. The 


campaign, which began in Septem- 
ber, will continue through Decem- 
ber. 

Extensive schedules are being 
used in 13 cities. The four-color 
ads are backed by b&w advertise- 
ments which run in the intervals 
between the appearances of the 
color ads. 

For these ads, newspapers are 
being used in St. Louis, Dallas, 
Fort Worth, Denver, Oakland, Los 
Angeles, San Francisco, Chicago, 
Houston, Buffalo, Newark, Pitts- 
burgh and Philadelphia. In addi- 
tion, two-color ads are being used 
in Boston, Chicago, Detroit and 
New York. The duplication in 
Chicago is because certain news- 
papers there cannot handle four- 
color jobs. 

Bradley Houghton, advertising 
manager, commenting on the cam- 
paign, emphasized that “current 
advertising philosophy gives great- 
er and greater importance to an 
intangible factor called ‘brand 
image.’ At Four Roses we give 
major credit to this product ‘per- 
sonality’ for the success which our 
whisky has enjoyed over the years. 


® “Undoubtedly,” Mr. Houghton 
said, “the combination of color 
reproduction and a trademark that 
was made to order for the photog- 
rapher’s color camera have played 
a great part in building the Four 
Roses brand image. 

“Our problem has been to har- 
ness intensive local advertising 
force to the Four Roses color ad- 
vertising character. We think we 
have solved the problem through 
the use of full-page, full-color 
newspaper advertising in major 
marketing areas. 

“In addition, the extra advan- 
tage this program contributes is 
the spectacular merchandising tool 
we obtain through equipping our 
salesmen with reproductions of 
color newspaper copy, which helps 
to stimulate retailer cooperation.” 

Young & Rubicam is the agency. 


Franklin Adds Webster 
Franklin Advertising, Milwau- 
kee, has been appointed to handle 
advertising for the Webster Elec- 
tric Co., Racine, producer of Tele- 
talk intercommunication systems, 
oil hydraulics, oil heating equip- 
ment, phonograph tone arms and 
cartridges and Ekotape tape re- 
corders. Reincke, Meyer & Finn, 
Chicago, is the former agency. 


Revco Boosts 1957 Line 

Revco Inc., Deerfield, Mich., will 
announce its 1957 line of Bilt-In 
refrigerators and freezers in New 
York on Nov. 8 at a press review. 
Revco’s 1957 consumer and trade 
ad budget wili be increased by 
30%, with a schedule breaking in 
January in national magazines. 
Fuller & Smith & Ross, Chicago, is 
the agency. 


‘Technician’ Changes Name 

Effective with the November is- 
sue, Technician, New York, chang- 
es its name to Electronic Techni- 
cian. According to the publisher, 
the word “electronic” was added 
to provide a title that is more 
specifically descriptive. No other 
changes are planned. 


Bram Opens Agency 

Milton Bram, formerly director 
of advertising of Huntington Mfg. 
Co., has opened his own agency te 
be known as Bram & Associates. 
The agency is affiliated with Dis- 
ney Color-ad Inc., 320 S. Franklin 


'St., Chicago. 
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Measurement Is Important To Good Advertising, Too . . 


MACHINE DESIGN has pioneered in providing its 
advertisers with adequate tools for measuring 
the effectiveness of their advertising. Some of 
them are: 


1. Regular STARCH Reports 
Since 1952 these reports have been avail- 
able—not occasionally, but regularly. During 
1956 there will be 13 STARCH reports on 
13 different issues of MACHINE DESIGN. 


AD-GAGE Reports 


On all issues not studied by the STARCH 
organization, MACHINE DESIGN provides AD- 
GAGE reports on every ad in each issue. 
This service, available at no cost to adver- 
tisers, gives a quick and accurate check of 
advertising performance. 


Studies of READER REACTION 


Reader reaction to the editoral content of 
MACHINE DESIGN is measured by the number 
of individual requests for every article pub- 
lished. Tabulations of reader interest are 


available to anyone interested. They show 
advertisers how to follow the editors’ lead 
. . . What to provide in their advertising to 
be of greater interest to design engineers. 


DESIGN ENGINEERS PROBLEM SURVEY 


Since 1946 MACHINE DESIGN has conducted 
a continuing panel-type survey of the rela- 
tive importance of major design problems 
as a planning guide for the editors. This 
survey also helps in copy preparation by 
providing important information on the 
needs of design engineers. Extra copies of 
the reports are always available at no cost. 


There are other methods of measurement, too. 
The man from MACHINE DESIGN will be happy to 
tell you about them—or drop us a line in Cleve- 
land and we'll send you copies of any of this 
material. 


Remember, no other design publication provides 
these “extras” in advertising measurement, just 
as no other design publication can deliver as 
large a reading audience of design engineers. 
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Hitchcock Rogers Black 
FELLOWS—Will Rogers Jr. chats with officers and directors of the 
Northwest Daily Press Assn. during a recent visit to Minneapolis. 
With him are Paul Hitchcock, publisher of the Tribune, Hibbing, 
Minn.; James A. Black, NDPA president and advertising director 
of the Fargo Forum, and Marshall Johnston, NDPA director and 
advertising director of Public Opinion, Watertown, S.D. 
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Advertising Must Teach Canadians How to 
Enjoy Growing Economy, Rechnitzer Says 


Toronto, Oct. 23—Canadians/| its responsibilities to the consum- 
will be so prosperous in the next! ing public. 


Concentrate in 
the Target Market _ 
with the Drug leader 


The San Francisco Call-Bulletin published more lines of retail drug 
advertising in the first five months of 1956 than all other San 
Francisco daily newspapers combined. 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


The most for your money where it counts the most .. . 


SAN FRANCISCO 


CALL-BULLETIN 


decade that they will rely increas-. 
ingly on advertising for guidance | 
in wise spending, leaders of the 
Dominion’s agencies were told. 
last week. 
Without that guidance the Ce-| O 
: nadian consumer would be caught © 
in confusion between his own sky- | 
rocketing purchasing power i 
the 95% increase in foods and 
services, Einar V. Rechnitzer, pres-| 
ident of the Canadian Assn. of Ad- | 
vertising Agencies, told the group’s | 
members at their annual mocting. 
Testimony before the Gordon| 
Commission, a government group 
assessing the economic future of. 
the country (AA, Oct. 15), indi-| 
cated that Canada would aot 
ence not merely an expanding} 
economy but an “exploding one,” | 
said Mr. Rechnitzer, who is also! 
president of MacLaren Advertising 
Co. While this happened, he said, 
the task would fall to advertising | 
i to persuade millions of consumers | 
moving into high-income brackets | 
to embrace most advantageously a/| 
richer way of life. 


s ‘For example,” said Mr. Rech- 
nitzer, “in the 1966 Canadian 
population of twenty million peo- 
ple there will be a liberal sprin- 
kling of three—not just two—car 
families.” 

Mr. Rechnitzer underlined the 
association's strength by revealing 
that its member agencies placed 
$150,000,000 in national advertis- 
ing during 1955. 

He concluded by reminding his 
audience that advertising in Can- 
ada could realize its tremendous 
possibilities only if it also accepted 


Ward's Baltimore 
Store Sets Up Radio 
Production Line 


BaLtrmore, Oct. 23—Montgom- 
ery Ward & Co.’s store here last 
week put on an unusual sales pro- 
motion demonstration to sell ra- 
dios. 

During a four-day radio festival 
customers were able to watch 
the complete production of Ward’s 
four-tube Airline radios from bare 
chassis to final packaging. About 
200 sets were produced each day. 


= The promotion was worked out 
with Wards by Esquire Radio 
Corp. of Brooklyn, which sent 
skilled workers to man the produc- 
tion line. 

Baltimore schools and commun- 
ity groups were invited to view 
the production line. Miss Mary- 
land was the official hostess. 

Joining in the festival were 
Baltimore Radio Station WITH, 
which broadcast daily from the 
store, and WAAM-TV and WBAL- 
TV, which featured the event in 
news broadcasts and several other 
shows. 


Whe falhbhe ~ and casters as most shops), more everything than any other 


traditionally fine craftsmanship . . . giving you the highest quality typography, 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


Pris 


“The better to serve you 
with, my dear.” 


tt! 


Yes, B&C has it!!! More proof presses, more Linotype, 


more Monotype (probably three times as many keyboards 


ad shop. This wealth of equipment augments B & C’s 


the finest service available anywhere. : 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 


1147 West Jackson Blud., Chicago * MOnroe 6-5200 


Largest facilities in America... for complete typographic, 
electrotype, newspaper mat, film positive service 
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the 
biggest 
single 
selling 


force 
in Canada 


500,000 MORE THAN THE NEXT PUBLICATION 


2 OUT OF 3 OF ALL THE ENGLISH-SPEAKING URBAN FAMILIES 


ADVERTISERS SPENT $6,100,000 IN WEEKEND IN 1955 


1.450.000 net paid circulation 


IN THE UNITED STATES, O'MARA & ORMSBEE HAVE THE FACTS AND FIGURES 
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Local Foreign 
Agencies Good 
Sense: Parker 


JANESVILLE, Wis., Oct. 23—One 
of the biggest budgets in inter- 
national advertising—it’s well 
over $1,000,000—emanates from 
this small midwest town, home 
base of the Parker Pen Co. 

Parker pens are the most widely 
advertised writing instruments in 
the world and Parker outsells all 
other pen manufacturers. 

Goaded by the ballpoint inva- 
sion, Parker has been going 
through a period of adjustment. 
It has come out with its own ball- 
points, but the mainstay of its 
business—here and around the 
world—remains the fountain pen, 
particularly the famed “51” model 


| 


| 


| 


and now its new self-filling “61.” 


s Parker is a good example of the 
old thesis that an early start pays 


off. It began selling its pens over-| 
seas more than 50 years ago via) 
As overseas) 


the export route. 
markets grew, Parker grew with 
them by opening local plants to 
serve them. Today, the company 
has seven companies overseas— 
(Continued on Page 55) 


Radio Advertising 
Makes Slow Gains 


in West Germany 


FrRANKFurRT, Oct. 23—Radio ad- 
vertising s introduced to Ger- 
many eight years ago. While it has 
proved popular, it is still only a 
shadow of the system developed 
in the United States. 

Advertising over the air waves 
is confined almost entirely to 
spots. Experimentation with spon- 
sored programs is just beginning. 

Nine stations—which call them- 
selves networks—make up the en- 
tire West German broadcasting 
industry. Six of them carry ad- 
vertising. 


s The German radio stations are 
run by autonomous public corpo- 
rations, set up during the Allied 
Occupation. They are responsible 
not to the federal government but 
to the nine states which make up 
the republic. Traditional European 
distrust of advertising has mili- 
tated against expansion of com- 
mercial broadcasting. 

The six stations carrying ads 
reach a total listening audience of 
21,000,000 through the 6,800,000 
radio sets in their maximum cov- 
erage areas. This leaves about half 
the population uncovered by radio 
advertising. There are more than 
13,000,000 registered radio receiv- 
ers in West Germany today. 

Radio has become so important 
to German advertising that book- 
ings for time slots must be made 
months in advance. Would-be ad- 
vertisers are rejected daily. 


= But what radio men in Germany 
call commercial radio is a far cry 
from the system known in the US. 

Commerciai messages are crowd- 


(Continued on Page 56) 
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FROM MANY LANDS—Harvester ad running this year in Spanish- 

language books invites prospects to “choose a world-famous IH 

tractor” from any one of five countries—Britain, France, Germany, 
Australia or America. 


Toward World Prosperity 


that’s sold 
and serviced 


in your country! 


With Internationa) Harvester, you get 
the tractor you want, wherever you 
Want it, built the way you want it for 
your 

You get a wo:ld-tamous tractor 


= 


and how te solve them. | 

You get the t, pe of engine that uses 

the fuel most convenient for you. There 

are special wtiachments and features 
to meet special crap requir 

Parts are made by International 

Harvester, reoly when needed. Main- 


you want and need. 
See your local [H dealer for details 
and arrange for a demonstration. 


INTERNATIONAL 


He HARVESTER 


(TERNATIONAL MABVESTI® TAPORT COmPanyY, 
109 1 SICRIDER AVENUE OuCAGO! Hh ou tA | 
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Vast Foreign Network Reaps Sales 
for Harvester Most Everywhere 


Tight Coordination 
Keys Success and Nets 
21% of Total Profits 


Cuicaco, Oct. 23—International 
Harvester Co. has always consid- 
ered the world as its oyster. 

Cyrus Hall McCormick, an en- 
thusiast of international selling, 
went to London in 1851 to demon- 
strate his reaper at the Crystal 
Palace Exhibition of Industries of 
All Nations. 

Scorned at first (the London 
Times called his reaper “a cross 
between a flying machine, a wheel- 
barrow and an Astley chariot’), 
Mr. McCormick soon demonstrated 
the superiority of his “extravagant 
Yankee contrivance” over existing 
machines. 


® The old McCormick Harvesting 
Machine Co. took the reaper into 
markets all over the world. In his 
lifetime—he died in 1884—Mr. Mc- 
Cormick marketed 12,000 machines 
outside of the U.S. He found his 
biggest markets in Europe, Austra- 
lia and New Zealand. 

The stage was thus set for In- 
ternational Harvester, the product 
of a five-way merger at the turn 


of the century. 
Today, IH does a prodigious 
worldwide business in trucks, 


crawler tractors, construction 
equipment, farm tractors and farm 
implements of all kinds. It has 18 
|subsidiary companies overseas. 
These subsidiaries, in turn, have 
|56 company branches and manu- 
facturing facilities at 11 locations. 

To cover the markets which do 
not have subsidiary companies, IH 


1 


Trend to Overseas 
Management Shows 
Decided Upsurge — 


By Milton Moskowitz 
New York, Oct. 25—Another | 
bumper year for American com-_ 
panies marketing abroad is fore- 
cast for 1956. 
Mid-year figures on commercial | 
exports and latest reports on the 
flow of U.S. capital overseas testi- 
fy to the growing stake American 
business has in foreign markets. 
In the first six months of 1956, 


Latin America 
Biggest Market 
For HIP Goods 


New York, Oct. 23—Kolynos 
toothpaste, which disappeared 
long ago as a dominant seller in 
the U.S. market, has garnered an 
enviable position for itself in Latin 
America. 

Kolynos is one of the 100-odd 
products merchandised overseas, 
principally in Latin America, by 
Home Products International, a 
subsidiary of American Home 
Products. It leads all other denti- 
frices in sales in South America, 
according to company officials, 
and Brazil alone accounts for more 
sales of Kolynos than the U.S. 

Home Products International 
(HPI), which also operates in the 
Far East and to a limited degree 
in Europe, coordinated about $35,- 
000,000 in sales for the parent 
company during 1955, almost dou- 
ble the 1950 volume. This year, 
HPI figures to top this record by 
15%. 


s Foreign markets account for 
22% of the total American Home 
Products volume. HPI and its af- 
filiates do 65% of this foreign busi- 
ness. The London subsidiary, In- 
ternational Chemical Corp., con- 
trols sterling area operations. 
HPI handles only consumer 
products of the Whitehall Phar- 


(Continued on Page 54) 


(Continued on Page 64) 


day, in one way or another. In 


marketing programs. 


panies the reins are held more 


agency with associates abroad. 


Central Control and How It's Maintained 


An estimated 2,500 American companies market abroad to- 


AGE presents reports on five of these companies. Examination 
of the reports reveals differences and similarities in foreign 


All of the companies profess to give their overseas subsid- 
iaries considerable autonomy in marketing—but in some com- 


case, some type of central control is maintained. 

More often than not, some degree of control is exercised 
through the advertising agency. 
ordinates through an international agency with offices abroad. 
Remington Rand’s marketing is coordinated through an export 


both am export and an international agency. Parker Pen, how- 


this special section, ADVERTISING 


tightly than in others. In every 


International Harvester Co. co- 


American Home Products uses 


International 


Advertising 
Section 


Plant Facilities, Exports Hit High 


exports mounted to what the De- 
partment of Commerce called “ex- 
traordinarily high values,” reach- 
ing a total of $8.3  billion—$1 
billion more than in the previous 
six months and $1.3 billion more 
than in the first six months of 1955. 


# Exports of American companies 
hit a new high of $14.2 billion in 
1955. This year they appear to be 
headed for a plus-$16 billion rec- 
ord—an advance of 15% over ’55. 

This, of course, only covers over- 
seas sales of U.S.-made products. 
Foreign subsidiaries of American 
companies do at least a $30 billion 
annual volume and all signs point 
to an even greater growth in this 
area of foreign marketing. 

Figures recently released by the 
Department of Commerce show 
that in 1955, private U.S. foreign 
investment increased by $2.4 bil- 
lion, bringing the total invested 
abroad to $29 billion. Of the $2.4 
billion invested in 1955, $1.6 billion 
went into foreign branches and 
subsidiaries of American compa- 
nies. 


® As a result, at the end of 1955, 

American investment in foreign 

branches and subsidiaries had a 
(Continued on Page 57) 


Lady Yank Runs 
Nippon Agency 


Toxyo, Oct. 23—“‘Most Japanese 
executives are not aware of the 
part that an advertising agency can 
play in their promotion and sales 
and hence don’t require the serv- 
ices that an advertising agency in 
the United States can give them. 

“They recognize, especiaily if 
they are selling consumer goods, 
that a certain amount of advertis- 
ing is necessary, but their chief 
concern is to get it done as cheaply 
as possible. Price is the major fac- 
tor, quality is secondary and hence 
rebates and discounts are pretty 
much the order of the day in 
Japan.” 

This capsule view of the Japan- 
ese ad business was given to 
ADVERTISING AGE by Rose C. Fal- 
kenstein, managing director of Fal- 
con Advertising 
Agency. Miss 
Falkenstein and 
Falcon occupy 
rather unique 


positions in the 
expanding ad- 
vertising indus- 


try of this coun- 
try. 


@ Miss Falken- 
stein was trans- 
planted from 
Madison Avenue. 


Rose Falkenstein 


Before World War II, she held var- 


ever, has dispensed with the use of an international agency 
and depends on local agencies abroad to handle its work. Borg- 
Warner International Co. recently appointed a small midwest 
agency with no export experience to market its hundreds of 
products, which it does through a variety of means. 


| ious jobs, from media director to 
| copywriter, in New York agencies. 
|She came to Japan in 1945 as a 
|member of the Women’s Army 
Corps after having taken the 
Army’s Japanese Janguage course. 
(Continued on Page 62) 
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ufacturers, the future looks even | 
|brighter. The Latin American re- | 
|publics, he points out, have more | 
ithan 3.3 billion acres of arable 
land—three times as much farm 


Farm Equipment 
Cross oads Now land as the U.S. has—and only 
|40% is currently in production. 


Kansas City, Mo., Oct. 23—How | : : 
; 4 , | Based on personal interviews 
oe Latin American farm | conducted in Central and South 
Well 1} b |America, Mr. Langan’s booklet 
to ell, it was big enough last year ‘contains 32 pages that cover the 
of ya ~ addons in sales \fundamentals of selling in these 
- S.-made farm equipment. |markets. It is slanted toward the 
It is| a growing market. The|,2eqs of companies which are 
number of tractors on Latin Amer- planning to enter the market. 
ican farms grew from 20,000 in 
1930 to 200,000 in 1955. Some 22,-|— Latin American agriculture is 
000 tractors were imported last/at a crossroads today. The big 
year from the U. S. trend is toward farm mechaniza- 
|tion. Many farmers right now are 
= The magnitude and potential|buying their first tractors. Pro- 
of this market are pointed up by | ductivity per farm worker has in- 
Emmett P. Langan, vp and adver- |creased by 27% in the past 10 years 
tising director of Agricultura de/|but is still only 20% of the U.S. 
Las Americas, in a new booklet, average. 


Gaucho-Land at 


can Farm Market.” |proach is effective in this situa- 

Mr. Langan notes that while|tion? Mr. Langan suggests that) 
Latin America is already the best |the market conditions call for in-| 
export farm market of U.S. man-|fcrmative rather than competitive | 


Deakin Stranger 


~ ” “ =. la “Dow ” erpi 
“Sales Guide to the Latin Ameri-| What kind of an advertising ap- NSA err Bees ene ms Under,” Cat ler 


Tractor executives journeyed to Peoria to spend three months con- 
fetring with sales training, sales development and advertising divi- 
sions of the parent company. G. G. Deakin is manager of Caterpil- 
lgf Tractor Co. Ltd., Desford, England, and D. C. Stranger is 
advertising manager of Cater- 


his 


CARLOS TITO C. LIMA “NEEDS 
MORE INFORMATION ON TOOLS” 


Lima is Plant Manager and partner of Instaladora 
Fluorescents, a leading manufacturer of fluorescent 
lighting equipmeft in Rio de Janeiro. He’s a worth- 
while prospect for industrial equipment, supplies, and 
materials. 


In his job, he says, “I need ideas — a technical man 
must keep up with industrial developments and new 
equipment. I feel I need more information on tools, 
work programs, how to get better production in a 
shorter time.” 


Lima has been reading INDUSTRIA regularly for 
ten years. He depends on the magazine for the im- 
portant job of improving the operation of his plant. 
Why? Because INDUSTRIA — and only INDUS- 
TRIA in its field — devotes all its efforts to serving 
operating management men in Latin American manu- 
facturing and power plants. 


And that’s another reason why more operating man- 
agement men pay to read INDUSTRIA than any 
other U. S. industrial export magazine. Your adver- 
tising gets more coverage in INDUSTRIA. 


MceGRAW-HILL INTERNATIONAL CORPORATION 
330 West 42nd Street, New York 36, New York U.S.A. 


| pillar of Australia Pty. Ltd. 

They're being briefed by W. K. 

Cox, sales promotion manager, 

and B. M. Powell, advertising 

manager, both of Caterpillar 
Tractor Co. 


copy. 

“Most advertisers,” he _ says, 
| will find it advisable to follow the 
'example of the manufacturers of 
electric refrigerators when this 
appliance was introduced in the 
U.S. 30 years ago. Their advertis- 
ing and sales promotion stressed 
the advantages of electricity over 
ice refrigeration in terms of better 
food storage, convenience, lower 
costs, sanitation, etc. 


= “The idea had to be sold first. 
An educational effort of similar 
vein is indicated to make the Latin 
American agriculturist anxious to 
switch to modern methods and 
buy the machines and products 
essential to such methods.” 

The burgeoning Latin American 
\farm market has attracted a host 
of American companies. Among 
their prime advertising tools are 


zines published in the U.S. Ap- 
VERTISING AGE asked Mr. Langan 
to name some of the leading ad- 
vertisers in this market and he 
cited the following: 

Tractors, implements and har- 
vesting machinery: International 
Harvester, J. I. Case, Ford, Oliver, 
Massey-Harris-Ferguson, Caterpil- 
lar and Cockshutt. 


® Specialty farm equipment lines: 
Gehl Bros., New Holland, New 
Idea, Brillion Iron Works. 
Tires: Goodyear and Firestone. 
Motor oils and lubricants: Tex- 
as Co., Amalie, Tidewater and 
Standard Oil of California. 


Piston rings: Perfect Circle and 
Ramsey Corp. 

Agricultural chemicals: Ameri- 
can Chemical Paint, Pennsalt, 
Phelps Dodge, Monsanto, Dow, 
American Cyanamid. 

Sprayers and dusters: John 
Bean division of Food & Machin- 
ery Chemical Corp. 


= Fertilizers: Mathieson Pan- 
American Chemical Corp. and 
Phillips Chemical. 

Irrigation equipment: Peerless 
Pump, Johnston, Jensen Bros., 
Dempster, Shur-Rane, W. R. Ames, 
Irrigation Development Corp. 

Stalk cutters and pasture mow- 
ers: Caldwell Bros., Wood Bros., 
Servis Equipment. 


® Crop storage and drying equip- 
ment: Black, Sivalls & Bryson, 
Hess Pan-American, Butler, Heil. 
Milk storage tanks: Creamery 
Package and Cherry-Burrell. 
Mr. Langan also reports that 


American pharmaceutical houses 


Advertising Age, October 29, 1956 


|have stepped up their promotion 
|of antibiotic feed supplements and 


other veterinary products. Color 
spreads are being used by Merck- 
Sharp & Dohme International, 
American Cyanamid, Pfizer Inter- 
national and the Eaton Laborato- 
ries division of Norwich Parmacal 
Co. 


s Finally, U.S. cattle breeders 
through their associations are pro- 
moting their stock to Latin Amer- 
ican farmers and ranchers. Among 
those running programs are breed- 
ers of Santa Gertrudis, Brah- 
man, Brangus, Hereford, Jersey, 
Milking Shorthorn and Holstein- 
Friesian. 


Signal Productions Formed 

A new company, Signal Pro- 
ductions, 5 E. 51st St., New York, 
is entering the tv and commercial 
film production field. The princi- 
pals are George Tompkins, for- 
merly of Lennen & Newell, and 
Richard Donner and Charles 
Green, previously of George 
Blake Enterprises. 


internationally-circulating maga-|§ 


Readers 


MAKE THE 


Leaders 


AND IN MEXICO, 
THE LEADER IS 


* 


ead 
INDUST 


To determine industrial read- 
ership in Mexico, an inde- 
pendent research organization 
conducted a survey among 
executives of the largest Mex- 
ican Industrial Manufacturers. 


Results of this survey are now 


in. They prove conclusively 
that: 


American Exporter 


publication. 


We will be glad to send you, 
upon request, a copy of this 
important new survey. Simply 
write to 


AMERICAN EXPORTER 
PUBLICATIONS 
386 Fourth Avenue 
New York 16, N. Y. 
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CO-CREATIVITY... 


WHY THE HUMAN URGE 

TO MAKE A SIGNIFICANT 

CONTRIBUTION 

IS BEING ENCOURAGED 
"A AND DIRECTED 

AT M°CANN-ERICKSON... 

AND HOW THIS : 

CO-CREATIVE APPROACH 

IS BUILDING CAMPAIGNS 


THAT COMMUNICATE 


FOR ADVERTISERS WORLDWIDE. 
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REATIVE THINKING HAS FOUND A NEW DIMENSION. 


It is firmly rooted in the human desire to belong, to contribute, to be part of 


the team. 


It widens and enriches the process of ideation; coordinates many minds in 
the basic operations of planning; provides integrated solutions for complex 
and ramifying problems. 


It summons to one place, at one time, all the unique talents and specialized 
abilities of the modern advertising agency; gives knowledge a forum and 
experience an expression. 


We call it Co-creativity. 


Co-creative thinking endows the whole planning process with a new and 
more vital significance. 


It encourages each individual to identify himself with the idea. This is a 
human grace-note in the symphony of ideation—one which can make all the 
difference between wailing discord and a resounding triumph. 


Successful creativity usually follows a well-defined pattern. The first step is 
immersion in factual data. Hence the creative process actually begins when 
the first facts are gathered. Research people must see in imagination a picture 
of the problem, for their findings will kindle the creative fire. 


The next step is to seek new relationships between elements. Perceptions are 
sifted, sorted and juxtaposed until suddenly, somewhere, the master switch is 
thrown and the new design shines out, clean and clear. 


If this is the anatomy of the idea—this split-second ignition of a group of 
rearranged perceptions—then why can’t the same process take place across 
several minds at once? Why can’t it be applied earlier—and include not just 
artists and writers, but representatives of each creative function? 


It can—and it does every day at McCann-Erickson. 
| ¢ 


Co-creativity is, we believe, the professional planning approach to every 
matter of moment in this momentous business. 


* * * 


TODAY, THE MOST TANGIBLE EXPRESSION of the Co-creative principle at 
McCann-Erickson is the Product Group on each account. 


4, a Rr ae PLN IES:  o ] 4 met a * D 7 s Tih va Phe . * oe: oa Sy ae ee ee oe vie. ~~ en = See 
2 Ae e i, ee aM ae ot x  dhagaty aie eae 3 MC. Tt : z ee teen i a ig eat ea. > A yet ea. ae ao ner ie ds oieaad > aa 7; 
§ Oy Ne pe < | * < f : oa re bb 
; oe ; 
v2 : 
peal 

ie 

Recher: 

— aie 

oe ee : - ° 

ee 54 5 "ey + ~. 

(ae ‘ . See Se a 

ie ear . Pi. ee <> 

i i.” “2 oe aie 

‘oe ' = i oe. =- =... aan oD 

air “lat : 4 of 4 —_ ‘) - 

ks \ p try, = F ates. pe 

<7 ‘ c— j is > m 

ee |} aan . j : ul B 

Se Deseo 5 ‘ ‘an ‘ 
Bap - \ | rs —S———- , : 
Pa ‘ee —— > : i. 2 “Pie. i . j ee 

Pe a ia ‘ . Ey =—_—_- 

< ne Aa * Coo = =x ix 7 eo : a . 
1a ra; Oe. ; ay « - - = . ~ 2 a4 . \ yt: > 

eee Es ‘s j cd Jeohans oe ee : . : \ . ~ < 
RsS mm de i. ae BaP. : SN bg a le A = 
—- zi - = Lives Pee . 4 “a Gultey : | re i OE 
on. Fe. oe a ase A 

i 4 —— — Ss “e. — \, —_ i ox * ~ a ' ’ a 2 
eal + ae D —— —s — - ) C ~ 4 , 4 es y . ‘1 

ae Bye) ie = ~ —— 4 : \ aa 

ae a Seek ee — ’ —> M2 »* ; :. 

ie | ee 4‘ Pere « =—_—v iat : ; 

° ahs 2 tet . 2 } : s < 1 een ee ae CTny ae 

i, i) : ; ‘ : 
mat = . t ye ow eo “ * | * e..** — 2 

J a ~~ - - . 
i € , u w Sal —— ae ' ; aed on . / kik 
a 

ce 

a a 

2 ale 

i em 

# Fae : 

eee 

ue: 

ene 

at 

Bee: 

Nias Site 

pears fr 

ee a 

eis 

1p 

aa 

ear « 

ar - 

I ee 

ee ae 

| ee 

oe 

1 ae 

aie > 

Be - 

et oe : 
ak oe 2 

ee. 

ae 

a e. 

saan a a . 
or: \ 

a ae 

“i 

aan, * 

 |s ee j 
aie A, ™ 

Pee : 

i 

OT aa 

ue 

ma 

ee Sk 

» | 
oe 

<r e 

Lae 

. 

Ot 

Bie ng 

eg es 

aie 

a 

SF 

ina bs, 

9 

* 

a <<, 
aia ! 
ae 

ee 

tog ry 

[aan 

oe 
A 

oe 
i - iE 

61% 

a a 

Ae 

ae 

ae. 

lee 

ai 

me eee 

oe 

oe. 

oe 

ee 

ue: : ES 

ei. | 
ees. 

ieee 

wee 

hag 

iy 

aks 

al a 

Tide 
oe it 

ts in ce Aa wy cite tall iat ‘eee PSS ea : ae ee ae ‘ me CH ws Ses re ee ee 
pat = et ay eee eg tee Oe ae ae te Os Be i eee a ie 
RES oe an aatis fi eis — ee a lr oe Ul 
3) ate ah, ae Opt Pint J ‘B es Re - tee So oe % oa Regen) ee ih ea Re : Ae See ae ie ; elite 
ELE LIENS EE EE a ENR SST SS TRC 8 Gk A eds cl. el : i eae St e or ‘ aes. = 


This group brings together with the Group Head and Account Executive the 
specifically assigned representatives from the various functions: Copy-Art, 
Television-Radio, Research, Media, Merchandising, Sales Promotion and 
Public Relations. 


The Product Group is more than just a good way to release and channel 
creative talents. It is provably effective. It is keyed to the imminence and 
urgency of our business. It enables us to create to a time schedule, and to be 
professional in so doing. 


The Product Group principle is as well adapted to the overseas offices as to 
the domestic ones. In each case it focuses the general judgment of the office 
upon the specific situation. In each case it allows Co-creativity free rein to 
think and plan before the work is done. 


Co-creativity assures that the question of what to say about the advertiser’s 
product will be thoroughly analyzed and a decision arrived at before we 
determine how to say it in words and pictures. 

A Product Group drawing up the blueprint for action on a client’s adver- 
tising program is an inspiring demonstration of basic democracy in the 
advertising business. 


Each recommendation made by this team is a Co-creative decision and hence 
a Company responsibility. 

Each plan is designed to deliver a balanced service, in which every function 
will play its full part. 

Always we proceed on the basic assumption that advertising has one ultimate 
purpose—to build capital values for stockholders. 

This, then, is what Co-creativity means to us. It means minds alert, informed, 
purposeful, aiming at clarified objectives. 

It means mutual respect and tolerance; a fair hearing for every viewpoint; 


free play for imagination and resourcefulness. 


It means that the chain reaction of the idea process is multiplied and mag- 
nified, stimulating the energy potential of constructive thought into the 
powerful thrust of new and ever greater achievement. 


* * * 
“NOTHING IS MORE POWERFUL THAN AN IDEA WHOSE TIME HAS COME.” 


So said Victor Hugo nearly a century ago, and every day confirms it anew. 
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IN UNITED STATES 
New York 
Boston 
Atlanta 
Cleveland 
Detroit 
Chicago 
Louisville 
Houston 
Dallas 

Los Angeles 
San Francisco 
Portland 


IN LATIN AMERICA 
Buenos Aires, Argentina 
Rio de Janeiro, Brazil 
Sao Paulo, Brazil 
Curitiba, Brazil 
Porto Alegre, Brazil 
Santiago, Chile 
Bogota, Colombia 
Cali, Colombia 
Havana, Cuba 
Mexico City, Mexico 
Monterrey, Mexico 
Lima, Peru 

San Juan, Puerto Rico 
Montevideo, Uruguay 
Caracas, Venezuela 


IN CANADA 
Toronto 
Montrea! 
Vancouver 


IN EUROPE 

London, United Kingdom 
Paris, France 

Brussels, Belgium 
Frankfurt a. M., Germany 
Cologne, Germany 
Dusseldorf, Germany 
Hamburg, Germany 
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Our age is ruled by concepts. The world itself is torn by the clash of view- 
points as to the meaning of man and his destiny. 


The issue is clear. It is whether free men, thinking together, planning to- 
gether, can build a better life than the mobilized millions of robot regimes. 


But who can tell*whether the time of an idea is at hand? What single mind 
can encompass all the myriad trends and tendencies, social and economic 
and political, that are shaping our era? 


Faced with problems of such magnitude, the communicator must organize to 
meet them. He and his colleagues will seek Co-creative answers. 


Some of the greatest ideas in history have been Co-creations. Freedom, for 
instance. And Justice. Democracy is by its very nature Co-creative. Everybody 
has a right to have his say. 


These ideas are always growing—always finding fresh meanings in more 
minds. And as they expand and sweep to higher summits, we need more and 
more Co-creators to help us give them new and broader interpretations that 
will meet the challenge of change. 


Such Co-creative activity requires that people shall first settle on common 
symbols and points of reference. Then they can start with agreed assumptions 
and reach agreed conclusions. ° 


In the process, men of all lands and latitudes find that they have more—much 
more in common than they have to divide them. 

We who take messages worldwide conceive it to be our duty as communi- 
cators to locate and use those points of contact and agreement. And the 
result is Co-creativity on a grand scale—the meeting of many minds across 
the miles. 
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Advertising Age, October 29, 1956 
Aussies Get 
Commercial TV 


Sypney, Oct. 23—Since Sept. 16, 
when Sydney’s commercial station, 
TCN, beamed its first regularly 
programmed telecasts, Australians 
have digested their first ty meal— 
and found it good. 

The man in the street and ex- 
perts alike have been impressed | 
by the quality of the picture and 
entertained by the new medium. 
Sales of tv sets have risen. One 
manufacturer alone (there are 28 
in Australia) says demand for his 
sets since TCN’s transmission is 
now nine times his rate of supply. 

Television has become a part of 
Sydney’s life. Neon signs adver- 
tising the programs decorate the 
skyline and tv antennas are fast 
becoming a part of suburbia. Pubs 
and clubs have installed sets and 
tv parties have become fashion- 
able. 


® The big Australian advertisers, 
in common with those of other 
countries, are not overly-eager to 
rush into large-scale campaigns 
until they are convinced of tv 
standards and a capacity to “sell 
the goods.” But there are signs 
that the tempo is rapidly quicken- 
ing, and proof that national ad- 
vertisers soon will use tv here in 
a big way. 


‘has bought the film in 70 markets | 


It was recently announced that 
as of Nov. 1, TCN, Sydney, and | 
HSV, Melbourne, will transmit 
the following shows sponsored by | 
national advertisers: “Robin Hood” | 
(Lever Bros. & Peek Frean); “Big | 
Town” (Lever Bros.); “Kraft Tel- | 
evision Theater” (Kraft Foods) 
Ltd.); “Father Knows Best” (Cad- | 
burys), and “Rin Tin Tin” (Kel-| 
log’s). 

Station ATN, Sydney, which will 
open on Dec. 2 with a 40-hour | 
week, will stress “live” Australian | 
programs. But it will also show | 
several American features, includ- | 


! 


ing “The Burns and Allen Show” 


and “Susie,” starring Ann Sothern. 
® The two-city coordination in ad- | 
vertising—on ATN and its associ- | 
ated Melbourne station GTV, and. 
on TCN and HSV—is the chief. 
factor in opening up national ad- 
vertising on Australian television. 

As in the U.S., advertisers may 
buy station time to sponsor a pro- 
gram, or to make spot announce- 
ments. 

The cost varies quite a bit. Thirty 
minutes of station time between 
7 p.m. and 10 p.m. costs £120 
($270); 15 minutes may cost £80 
($180). These costs are for time 
alone and do not include the cost 
of the program. Rates for spot an- 
nouncements vary from $26 for 
10 seconds in off-peak time to $38 
for 10 seconds, and $118 for one 
minute in the peak time of 6:59 
p.m. to 10 p.m. 


Crowell-Collier Names Purcell 

Robert M. Purcell, who formerly 
headed his own tv consultant com- 
pany, has been named to take over 
active direction of KFWH, Los An- 
geles, under the company’s new 
ownership. He has been appointed 
vp and acting general manager of 
KFWB Broadcasting Corp., which 
is now a wholly owned subsidiary 
of Crowell-Collier Publishing Co. 
Mr. Purcell also will be assistant 
to the president of Crowell-Collier 
for radio and television. 


Two Add ‘Rosemary’ 

Two more regional sponsors have 
joined the syndicated lineup for 
the “Rosemary Clooney Show,” 
which is distributed by MCA-TV, 
New York. Blatz Brewing Co. is 
carrying the film in Wisconsin. H. 
P. Hood & Sons is presenting the 
program in the New England area. 
Kenyon & Eckhardt handles both 


accounts, 


MCA-TV Adds Films 

MCA-TV, New York, has added | 
two more shows to its film syndi- | 
cation list. They are “If You Had | 
a Million,” selected from shows 
seen on CBS-TV under “The Mil- 
lionaire” title, and “State Troop- 
er,” an adventure series starring 
Rod Cameron. “State Trooper,” 
which will be available for show- 
ings starting January, 1956, al- 
ready has picked up substantial 
sponsor support. Falstaff Brewing 
Co. (Dancer-Fitzgerald-Sample) | 


and another brewer, C. Schmidt & 
Sons (Al Paul Lefton Co.), has 
contracted for the show in six mar- 
kets. 


Van Cleve Joins Lesly 

Russell Van Cleve, formerly di- 
rector of publicity of the Illinois 
Agricultural Assn., Chicago, has 
joined the Philip Lesly Co., Chi- 


cago and New York pr company, 


Agricultura oS 
aieeetoutcom REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


as an account executive. 


THE 1957 AMERICAN EXPORTER 


To more than 765,000 merchants 
and business men in 150 foreign 
countries, the Annual Buyers’ Guide 
Issue of American Exporter is the 
complete, year-round guide to American 
exports, a ready reference whenever 
they need to buy U. S.-manufactured 
products. To them, the Buyers’ 

Guide means SERVICE. 


The Guide lists hundreds of American firms Ps 
that manufacture products for export—nearly 1500 
such firms will be included in the 1957 issue, 
classified under some 500 industrial headings. 


More than that. The 1957 Guide, bigger and better 
than ever before, is published as part of the January 
issue of American Exporter, which will include a 
full-scale editorial report on the latest U. S. products 
in all Buyers’ Guide classifications. And this special 
issue will arrive overseas at the beginning of the 

new buying year. 


U.S. INDUSTRY... 


THE GUIDE MEANS SERVICE, TOO! 


T0 


...a world-round, 
year-round Service! 


ANNUAL 
BUYERS 
GUIDE 

1sSUE 


ee Se 
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pawe ais 64..... 
Over the years, the growth of the Buyers’ 
Guide attests to the outstanding service 
that it renders to both importers and 
exporters. 


and government offices— 


Ameri i i increasi . 
ean products now mph 0% a and, to fill requests from 


e All areas where U. S. brand names are helping to build 
good will, understanding and leadership for American 


business firms all over the 
world for additional copies. 


Through this issue, coco guyane’ eulom °°°°°: 
advertised products are placed before : EXTRAI : 

e The widest possible number of leading overseas firms Every year 2,000 extra co : 

Products of all that are now buying from the United States. of the Guide are published : 
and bound se yforuse ; 

advertisers are @ All markets, great and small, where the demand for by trade missions, consulates : 


industry. 


EDITIONS IN ENGLISH AND SPANISH. 


AMERICAN EXPORTER 


386 FOURTH AVENUE * NEW YORK 16, N.Y, 
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Coondinniies Sells 
Remington Shaver 
in 100 Countries 


New Yor«, Oct. 23—The pre- 
Christmas period is the big sales 
season for electric shavers, not 
only in the U.S. but in countries 
throughout the world. 

Shaver campaigns keyed to the 
holidays were launched this 
month in numerous languages and 
conspicuous in a good many of 
these drives is the Remington) 
Rand international division of 
Sperry Rand Corp. 

Since it began making shavers, 
Remington Rand has soid more 
than 17,000,000 units in world 
markets (including US.). It 
claims to be the rid’s largest 
producer although the claim ‘is 
challenged by Philips of Eindho- 
ven, the Dutch electronics giant 


and an old hand at international 
selling. Philips makes the identical 
boast in its advertising. 


= Between them, Remington and 
Philips probably account for more 
than half of the electric shavers 
sold in the world. They are strong 
competitors in country after coun- 


try. 

J. S. Chollar, one of the three as- 
sistant general managers of Rem- 
ington’s New York-headquartered 
international division, directs the 
shaver marketing program and he 


The company’s first overseas shav- 
er manufacturing plant went into 
operation in Scotland in 1948. This 
plant served the British market 
jand also exported to sterling area 
|countries and Europe. 


® As its overseas markets grew, 
Remington opened additional 
plants to serve them. In 1951, 
shaver factories were established 
in Germany and the Saar, the lat- 
ter to serve France. An Australian 
plant began making shavers in 
1952 and last year Remington Rand 


has little doubt that Remington | opened three more shaver plants— 
Rand is outdistancing its Dutch |in Copenhagen, Naples and Buenos 
rival. Mr. Chollar reports that in| Aires. 

many markets outside of the US. | In addition to these overseas 
Remington now has a decided edge production facilities, Remington 
over Philips and is increasing its|;Rand has assembly plants func- 
lead every day, despite a price dis- tioning in many locations, distrib- 
advantage (the Philips shaver/uting subsidiaries in 33 countries 
generally sells for $5 to $15 less|and distributor representatives in 


than the Remington). 

Remington Rand has been sell- 
ing shavers overseas since 1937, 
but it was not until after World 
War II that the foreign marketing 
program took on major importance. 


| another 67 markets. In Spain, the 
shaver is made under a licensing 
agreement with Remington. 
Remington is chary about re- 
vealing the exact volume of its 
| overseas operations but it is reli- 


HAPPY SHAVING—“Happy Faces” campaign was creathd by Robert 
Otto for Remington Rand and ran in markets all over the world. 
It featured a happy face produced by twisting the electric shaver 
cord. The simple layout of copy and art made for relatively easy 
adaptation of ads into many different languages. 


| 


reports help in the planning. 
While the sales programs are 
monitored by New York, a subsidi- 
ary is free to develop a marketing 
japproach tailored to local condi- 


|ably estimated that the company 
currently sells about as many 
|shavers abroad as it does in the 
| United States. It sold an estimated 
| 1,700,000 shavers in the U.S. last 


|year. Foreign business accounts 
'for 17% of the total Sperry Rand 
volume. 


tions, Jack Chollar says. The over- 
seas branches are not required to 
clear every ad through New York. 


Export sales are also coordinated 
by New York. In countries such 
as the Netherlands and Switzer- 
land where Remington has no 


= Worldwide marketing strategy 
for Remington shavers is set in the 
company’s New York offices. Each 
subsidiary submits its sales and/| production facilities, the shavers 
advertising programs to New York/are imported from a Remington 
for approval and regular progress | plant in another country. By hav- 


“Effective channels of communication 
are vital in foreign market development” 


B. T. EAGERTON 


Vice Pres. Nordberg Manufacturing Co. 
“With the bighly competitive na- 
ture of our foreign markets and 
the broad line of machinery man- 
ufactured by Nordberg for power 
generation, marine propulsion, 
pumping, ore, mineral and ce- 
ment processing, and railway 
track maintenance, it is impor- 
tant that we use effective chan- 
nels of communicating to indus- 
trial management and govern- 
ment officials overseas. Our ad- 
vertising program in MAN AGE- 
MENT DIGEST over the years 
is indicative of its assigned role 
in the continuing development 
of our key markets.” 


Nordberg, too, is keenly aware of the tre- 
mendous sales opportunities available all 
over the free world. And like so many 
other leading companies, Nordberg finds it 
profitable to use MANAGEMENT 
DIGEST to contact men at the manage- 
ment level in business and industry. 


For MANAGEMENT DIGEST devotes al/ 
its efforts to presenting a balanced content 
of management information. As a result, it 
delivers a concentrated audience of men 
who can buy. 


McGRAW-HILL INTERNATIONAL 


Managemeént Digest FOR 36 YEARS a LEADING NATIONAL WEEKLY AMONG U.S. EXPORT oe 


330 West 42nd Street, New York 36, N. Y. 
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Advertising Age, October 29, 1956 "53 
';has serviced this account since; Remington found agency service | Digest, four editions of Time and | Officina, Life en Espanol, Life In- 
'| 1947. ‘rather poor, it helped a young ad- the following publications: Fifteen |ternational, Management Digest, 
| In countries where Remington man start his own shop. |Nations (a United Nations publica- | Newsweek, Revista Rotaria, Ser- 
‘Rand has operating subsidiaries, Remington subsidiary compa- tion), Guia, international edition |viclos Publicos, Visao, Vision and 
|Otto’s branch office or associate nies place their advertising direct-|of the Journal of Commerce, La} World’s Business. 
jagency is usually the agency for ly with the local agencies. In other 
| the local company. This has come | markets, Remington routes its ad- 


labout in two ways. In entering vertising through Otto and its as- 
|some markets, Remington chose as | sociates. 
jits agency Otto’s branch or asso-| For the 1954-55 sales season, Ot- 
‘ciate. In other cases, where the | to created an international “Happy 
|local Remington company wanted | Faces” campaign that produced an 
| o use another agency, Otto added | overseas trademark for Remington. 
‘this agency as its associate. In this|This was a campaign designed to 
| way, Otto has general supervision |overcome resistance to electrical 
over all advertising. shaving. It featured, as a symbol, 
the electric shaver cord cleverly | 
= Remington prides itself on using | twisted to represent a smiling face. | 
top agencies in each country. In | 
ae Otto’s associate is G.|@ In addition to its heavy use of | ‘pdventiiagy this yeor 
Street & Co., the country’s oldest | local media, Remington Rand runs | ; 
agency. In India and Venezuela, |one of the largest schedules of any | he hg ponent — stoves decisis 
Remington uses Grant Advertis- | American company in the interna-| #@ ie 
ing and in Australia, J. Walter/tionally-circulating media. This| ™@ TION JU 
Thompson Co. These agencies are |schedule, placed through Otto, in- | a 38, 907 AVER. NET PAID (A80) CIRCULA : 3 
exceptions to the general rule be-/|cludes institutional copy and pro- | a RE VI ST. A R rea i 4 
cause Otto, as a matter of policy,|motion of its office equipment, ¢ OTAR TA ws 
« does not maintain relationships | which also enjoys worldwide sales. 4 = 
with any branch of an American For the current year, Remington | 
agency. In one country, where|is using 13 editions of the Reader’s 


Caemihemen Prefer Remington 


: ‘Tht ee 


pave. 


INTERNATIONAL LANGUAGE—Reming-_ 
ton Rand is using this ad in 
European markets for its electric o_o 
shaver. Brief copy minimizes 
translation problem and speeds up| 
local adaptation. Robert Otto Ad-| 

vertising is the agency. ‘ 


€ ing plants in different countries, 
Remington gains important flex- | : 
ibility: Dollar-short countries can | 
buy Remington shavers with Ger- | TA a E s A i’ So a WwW A R DB 

i man marks, Italian lira, British 4 


pounds or Danish kroner. 


ws 


i‘ ® Remington electric shavers are 
advertised today in approximately 

100 countries. The Remington in- THE SUNDAY AZINE OF LATIN AMERICAN NEWSPAPERS 

ternational division, which mar- 


kets a wide range of office ma- GOES To 


| chines as well as shavers, spent 


$4,225,000 on advertising in the ; 
d il. - 
Faaee F ES : sapeseunns GOLOR, ROTOGRAVURE 


pects to spend $5,500,000. From 
half to two-thirds of the promo- 
tional budget for shavers is spent 
«i tember through December. 
; To take one country as an ex- \ 
ample, France was covered with 
700 shaver ads in the year ended 
' last April. Remington placed 65 in- 
sertions in 10 consumer magazines, 
132 insertions in 11 business pa- 
pers, 55 ads in seven Paris dailies 
and 288 ads in 36 provincial dai- 
lies. 


a 


Solu 


NEW format! 
NEW glomour dress! 
NEW advertising impact! 


s With market conditions varying 
from country to country, it is rare- 
ly possible to create an across-the- 
r world program for electric shavers. 
' “What is good in one market to- 
2 day,” Mr. Chollar points out, “may 
not be good in another market un- 

til two years later.” 

Remington has found that sales 
themes successfully tested at home 
generally prove to be successful 

wherever they are used. The 
| “peach fuzz” promotion, for ex- 
i ample, has been put to work, to 
4 good effect, all over the world. 
Also, in many countries, Reming- 
ton has sold shavers by offering a 
14-day free trial, liberal credit 
terms and trade-ins on old shavers. 
All of the promotional tech- 
niques developed in the American 
market are made freely available 
to the overseas companies. 


HABLEMOS enters the Home and is read by the Fam- 
ily. Through its deep penetration of key markets it 
brings the sales or institutional message of your prod- 
ucts or services directly to the people who buy or use 
them! HABLEMOS delivers a BIG market every week C. 
and can do a BIG job for you! 


Write or call for your copy of the preview issue e: 
of HABLEMOS in rotogravure and for full information about it! ot 


® In addition to its close coordina- 
tion on a company level, Reming- 
ton foreign marketing is tightly 
r controlled on the agency level. The 
agency for the international divi-| 
sion is Robert Otto & Co., with| 
i branch offices in four countries} 
and associates in 60 others. Otto! 
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Vast Foreign Network Reaps Sales 
for Harvester Most Everywhere 


(Continued from Page 45) 
maintains a network of 450 distrib- 
utors scattered over 112 countries. 
And to complete the sale, a vast 
dealer organization functions un- 
der distributors and _ subsidiary 
companies. For example, in France, 
where Harvester has one of its 
strongest operations, there are 
more than 3,000 IH dealers. 

1H, which currently has an equi- 
ty of $250,000,000 in the net assets 
of overseas properties, began man- 
ufacturing abroad more than 50 
years ago. The first foreign factory 
was established in Canada—at 
Hamilton, Ont.—in 1903. This was 
followed by plants at Norrkoping, 
Sweden, in 1905; at Croix, France 
and Neuss, Germany, in 1910; and 
at Lubertzy, a town near Moscow, 
also in 1910. (IH’s entire Russian 
investment was wiped out by the 
1917 revolution.) 


THE TEXTILE 


INDUSTRY 


All industries are growing in Latin- 
America but none so fast as the long 
established textile industry. A rapidly 
expanding native population plus the 
pressures of an enormous adult immigra- 
tion have created a demand for clothing, 
household linen and other textile prod- 
ucts that is forcing fantastic growth on 
the textile mills. Their purchases in the 
United States for textile machinery alone 
have exceeded 30 million dollars annually 
for many years. Besides that they buy 
motors, compressors, water and air con- 
ditioning equipment, dye-stufts and chem- 
icals in impressive quantities. 


There are several ways to approach this 
market but none offers quicker recog- 
nition of your trade mark nor readier 
acceptance of your products than the 
magazine which, itself, has had the ac- 
ceptance cf the market's most important 
buyers for many years. 


As a guide to buying the United States, 


most mills consult 


a 


@ technical magazine for manufac- 
turers that helps you tell your story 


in the buyers’ language. 
; BS a 


“ PUBLISHING CO., Inc. 


| 570 7th Ave., NEW YORK 18 


International Harvester is a 
publicly-held company and the size 
of its foreign business is no secret. 
In fiscal year, 1955, when most} 
of the forétgn companies had the 
largest volumes in their histories, 
sales of subsidiaries totaled $414,- 
000,000 (the parent company did 
a $1 billion volume in the United 
States). 


® The Canadian division led the 
toad — sales my epee gr Epd SHOWING OVERSEAS—International Harvester exhibited at Greece’s 
See Eee ae Oe ae "| International Trade Fair, held earlier this month in Salonika. The 


000,000. The IH in Aus-| om 
tralia did 4 $51, 000 000. aoeee | center of the exhibit is the familiar IH red pylon, which Harvester 


The subsidiary in Great Britain| uses as a world-wide trademark in displays and “prototype” build- 
registered sales of $34,000,000, ings. Dealers and distributors outside of the U. S. have erected sev- 
mostly in exports. Germany’s IH|. eral hundred “prototype” buildings featuring the tall pylon. 


company had sales of $23,000,000, ial 
also mainly in exports. The Mexi-|an increasingly larger share of;is done locally by the subsidiary 


can subsidiary had sales of $13,-|IH’s foreign business, exports are | companies. The 18 overseas affili- 
000,000 and the Swedish company, | still an important factor. In 1955, ates are generally allowed to op- 
$6,000,000. for example, approximately 10% erate under their own steam. Many 
Dividends remitted to Chicago | of U.S. plant sales came from ex- of them, it should be remembered, 
by the foreign subsidiaries totaled | port, bringing in $119,000,000. This | are actually older than the export 
$1,860,000 in 1955, representing percentage has remained fairly | company itself! Policy matters and 
21% of the total net income of In-| stable over the past 10 years, de-|major programs are reviewed in 
ternational Harvester. spite the growth of local manufac- | Chicago but advertising campaigns 
Foreign marketing at IH is a| turing. |do not have to be submitted for 
highly organized affair. It is co-| In addition to developing foreign | approval. 
ordinated through the Internation-| sales for U.S.-made machines, the 
al Harvester Export Co., which|company coordinates export sales|s Centralization of the entire for- 
was created in 1925 to act as a/of the overseas subsidiaries, giving | eign sales operation is maintained 
sales and distribution intermediary | distributors various sources of sup-| on the advertising agency level. 
between the parent company and/ply. A distributor thus enjoys the In 1947, Harvester left J. Roland 
the overseas affiliates and distrib-| flexibility of buying IH products Kay Inc., Chicago, a strictly export 
utors. The export company buys/ in a variety of currencies—dollars, agency, and appointed McCann- 
its goods from the parent company | francs, German marks, pounds, Erickson Corp. (International) to 
and resells them overseas to affil-| sterling, Swedish kroner, depend- handle its overseas advertising. 
iates and distributors. ing on which plant he orders from.| Today, McCann handles IH ex- 
In the world marketing scene,| port advertising out of the US., 
s IH Export Co. is mainly con-| International Harvester is a very | and the agency’s foreign offices in 
cerned with the sales of IH prod-| large and active advertiser. How- France, Britain, Germany, Argen- 
ucts across national borders. While | ever, a good part of this promotion tina, Cuba, Brazil, Mexico and 


Testing Canada? 


If you are developing new products, new markets or new adver- 
tising techniques . . . ° 


Then Test London! 


through the pages of 


The London ise Bees 


Considered by Advertisers and Advertising Agencies alike as 


CANADA'S NO. 1 TEST MEDIUM IN CANADA'S NO. 1 TEST CITY 


© Readers of the London Free Press consistently mirror the reactions and 
buying habits of people across Canada. 

¢ National advertisers have found the London Free Press to be most 
cooperative in test campaigns with such aids as stock checks, split runs, 
promotional cooperation and all the extras which give a “‘crispness"’ to 
the whole campaign. 


¢ London is a pure test market with only one newspaper to buy. 


Let us discuss your campaign in your office. Complete mar- 
ket information is available on request. Just write for our 
comprehensive brochure or ask us to drop in to see you. 


THE LONDON FREE PRESS THOROUGHLY COVERS CANADA'S 
7th Market.... Another reason why you find this medium 
on the basic list for Canadian advertising campaigns! 


a bAckawanna 4.5563 
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Uruguay each service the local IH 
subsidiary. R. R. Dunwoody, in 
McCann’s Chicago office, is the 
contact man on the account. 

In countries where McCann does 
not operate, IH generally tries to 
use a McCann associate. Earlier 
this year, J. Walter Thompson Co. 
bought its way into the IH agency 
roster when it acquired Philippine 
Advertising Associates in Manila. 
This agency was an associate of 
both McCann and JWT. In Austra- 
lia, where IH is a major advertiser, 
the company generally prepares its 
rect or through a placement bu- 
own advertising and places it di- 
reau. 


s Fitzhugh Granger, manager of 
merchandising services for Inter- 
national Harvester Export Co., su- 
pervises the overseas promotional 
activities. He has been with Har- 
vester since 1923, with seven years 
time-off for service with the Co- 
ordinator of Inter-American Af- 
fairs in the State Department. He 
has worked abroad 17 years. 

Overseas distributors and deal- 
ers are provided with a multitude 
of merchandising aids from Chi- 
cago. These include sales cata- 
logs and brochures on every 
product in the IH line. As a public 
relations gesture, the company 
publishes a _ professionally-edited 
house organ, “Horizons,” which has 
a circulation of 42,000 in four lan- 
guages. ‘ 

International Harvester Export 
Co. also runs a regular advertising 
program over its own name. Mr. 
Granger told AA that the com- 
pany’s expenditures on space range 
from 35% to 40% of the total pro- 
motion budget. In 1956, IH Export 
Co. will place a total of 378 ad- 
vertisements directly from Chicago. 
They are running in some 40 pub- 
lications, most of them circulating 
internationally. Mr. Granger broke 
down the schedule as follows: 

1. Consumer publications—Life 
en Espanol and Life International; 
Mecanica Popular; New York Her- 
ald Tribune; Newsweek; Caribbean 
and southern hemisphere editions 
of Reader’s Digest; Time Atlantic, 
Time Latin American and Time 
Pacific; Vision. 

2. U.S.-published trade maga- 
zines—American Automobile, Au- 
tomovil Americano; American Ex- 
porter, Exportador Americano; La 
Hacienda, Agricultura de las 
Americas; Sugar Journal, Mundo 
Azucarero, Sugar; Servicios Pub- 
licos.*Transporte Moderno; Ca- 
mines y Construccion Pesada, 
Ingenieria Internacional Construc- 
cion, World Construction; World 
Mining, World Petroleum, Oil 
Forum, Petroleo Interamericano 
and World Business. 

3. Foreign books—Al Savad, In- 
dian & Eastern Engineer; Marches 
Coloniaux, Revue Colonial Belge; 
Planter’s Journal & Agriculturist; 
Road International, Road & Roads 
Construction; West Africa, West 
African Review; Road Internation- 
al, 


® To assist overseas distributors, 
IH runs two types of cooperative 
advertising programs. One _ is 
termed “coordinated,” under which 
the company places a stipulated 
amount of advertising in a-partic- 
ular country through McCann and 
the distributor agrees to do an 
equivalent amount of advertising. 
The second is “participating,” un- 
der which the company establishes 
a given amount of funds each year 
for a distributor to share on a 50- 
50 basis his local advertising re- 
quirements. 

The second plan gives the dis- 
tributor maximum flexibility. He 
does all the planning and the prep- 
aration of the advertising. Invoic- 
es must be approved, however, by 
the local IH company representa- 
tive. Under the “coordinated” plan, 
the distributor is relieved of a great 
amount of advertising planning. 

Mr. Granger says both plans are 
currently being used satisfactorily. 
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Local Foreign 
Agencies Good 
Sense: Parker 


(Continued from Page 45) 
in Britain, France, Canada, India, is reconsidering this policy and in’ 
South Africa, Rhodesia and Mexi- the future the company may re- 
co. The Canadian plant, estab- enter these publications. 
lished in 1923, is the oldest. The, According to Parker, markets: 
French plant, opened a few years | throughout the world have been 
ago, is the newest. flooded with cheap ballpoints in| 

In addition to these, Parker has the past five years and Parker has, 
other overseas  establishments,|@d to do some fancy stepping to) 
mainly licensees making Quink in|Stay in the race. Never a great, 
Italy, Brazil, Spain, Argentina,|CO™petitor in the low-priced} 


Denmark and the Philippines. In| field, the company has conceded) 
some of these arrangements, 


circulated internationally. With, 
the exception of some of the local | 
national editions of the Reader’s| 
Digest, Parker doesn’t use any of 
‘them and hasn’t for four or five 
years. Mr. Parker says the com- 
pany is not buying in this medium 
|because its products vary from 
|country to country, necessitating 
‘a local approach to each market. 


| However, he conceded that Parker | ------- 


. — — a — 


wigag ‘sl’ 


deed te hie) che te ete 
i 


IN MALAYA—Parker naintains sev- 
eral translation bureaus in the Far 


©. 55 
quality theme. In Britain and its eye on now is Germany. Parker 
'France, Mr. Parker reports, Park- exports only token quantities to 
er may not be the leading unit Germany at the present time and, 
seller, but it does occupy first while it would like to expand its 
place in monetary volume. As in operations there, it faces some 
the U. S., the Parker market over- huge obstacles in the dominance 
lseas is a gift market, with the of the German manufacturers who 
great proportion of its sales com- have a well-rooted brand accept- 
ing from graduation, birthday and | ance and who dominate and con- 
‘seasonal gifts. Parker, of course,|trol local 1etail outlets. 


-- plays this up in its advertising. | 
|The 


line, “The world’s most|# Mr. Parker estimates that the 
wanted pen,” resounds in Parker company's biggest asset in today’s 
‘advertising all over the world. |market is the name it has built 

In selling in the European mar-|up over many years. Having sold 
ket, Parker has come up against in world markets for half a cen- 
some big, tough competitors. In|tury, Parker has old-line relation- 
England, there is Biro, the com-|ships with distributors and a name 
pany which holds most of the|that signifies quality to the pen 
patents on ballpoints; in France|buyer. This is an asset that is 


sme ow  * and neighboring countries, Bic has | difficult to assess and also difficult 


to overcome. 
Noting that the Sheaffer Pen 
Co. is currently trying to de- 


made a tremendous impact with 
its low-priced ballpoints and is 
the undisputed leader in these 


this market to its competitors, | 
Parker takes a royalty on sales.|While concentrating its fire OM past to translate ads into some 
the middle-priced and high-priced | three or four dozen Oriental ver- 


n markets. | naculars. This ad is for the “51” in 


Parker’s foreign business has 
advanced to the point where it 
now accounts regularly for 50% 
of the company’s total sales vol-| 
ume and a substantial percentage 


= This has meant a stepped-up Punjabi, one of the languages spo- 


advertising program based on a) ken in Malaya. 


markets; in Switzerland, there is 
Carand ’ache; in Sweden, there is 
Ballograf; Germany has Mont 
Blanc and Pelikan. 

| The big market that Parker has 


velop overseas markets, Mr. Park- 
er says he wishes the company 
luck but does not envy their job. 
He points out tnat in opening up 
markets, it is sometimes necessary 


of net profits. With overseas sales 
of such magnitude, it is not sur- 
prising to find that the interna- 
tional end of the business is some- 
thing more than a stepchild. The 
company is divided into two sales 
divisions, one for the domestic ‘ 
market and one for the interna- 
tional field. George S. Parker, 
grandson of the company’s found- 
er, is export advertising manager 
and oversees one of the largest! 
export ad departments of any) 
American company—15 persons, 
all told. 

Janesville has general supervi- 
sion over Parker’s worldwide ad- 
vertising program. Within thist 
framework, however, local subsid-| 
iaries are given considerable au-| 
tonomy over the ad campaigns in| 
their markets. The chief feature) 
of the current Parker advertising 
in world markets is its heavy re- 
liance on local media. Mr. Parker 
estimates that 90% of Parker's | 
overseas advertising now goes in-| 
to local newspapers. 


® This advertising for the most 
part is placed locally. Unlike the 
majority of American companies 
marketing overseas, Parker does 
not employ a U. S. agency to - 
handle its international advertis- 
ing. This policy dates from 1955, 
when Parker broke a 14-year re- 
lationship with J. Walter Thomp- 
son Co., the agency which former- 
ly handled Parker both here and 
abroad. 

Following the split-up with 
Thompson, Parker went about se- 
lecting leading local agencies ov- 
erseas to handle its account. In 
Britain, Basil Butler Ltd. was re- 
tained; in France, Techhor was 
picked; in Canada, Henry Hay- 
hurst Ltd. got the account. 

Mr. Parker explained to AA 
that the company tried to pick) 
what it felt was the “best agency 
available in each market.” He em- 
phasized that Parker holds no 
grudge against the American in- 
ternational agencies. “We use 
Young & Rubicam in Mexico and 
McCann-Erickson in Argentina,” 
he pointed out. At the same time, 
he added, Parker feels that with 
strong nationalist movements 
afoot in many parts of the world, 
it makes good sense to deal with | 


local people. decisions. 


® Parker’s philosophy is to inte- 
grate itself within a country. It 
has found that local agencies. 
know the score on media, can 
sometimes get better rates than a/| 
U.S. agency working through an) 
affiliate and are well equipped to 
handle the acvount. Furthermore, | 
Mr. Parker noted, the Parker ac-) 
count is a prized one and a local} 
agency will go all out for it be-| 
cause of the prestige attached to 
the account. 

Parker’s local-emphasis bias al- 
so shows up in the company’s ab-| 
sence from the pages of the! 
American magazines which are! 


In Brazil, the men who “get into huddles” over business 
are likely to end up doing just that. It’s the custom of the 
country when they meet to talk very much téte-a-téte, 
Even eavesdroppers can’t tune in. 


. .. in Brazil and over the world for business 
executives to keep their world at close range with 
the International Editions of Time. 

Along with leaders in government and the pro- 
fessions, they like the facts TIME’s incisive reporting 
brings them every 

And they use time's facts (from its advertising 
as well as editorial pages) to make well-informed 


week. 


It’s the custom of the country... 


TIME’s advertising pages can help you make your 
product the custom of the country. For wherever 
in the world you do business, you'll find one of 
time's four English-language editions reaching 
your best customers and prospects. 


Whether you choose one or ali four to work for 
you, you pay only for those you use. All carry the 
same current news as Time’s U.S. Edition; only 
the advertising differs. 
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to spend between 40% and 50% of 
estimated sales on advertising to 
make an initial impression. And 
this barrage must be kept up until 
the public knows you are in the 
market to stay. Parker, fortunate- 
ly, no longer has this problem. 

Parker does not use percentage 
of sales as a guide to advertising. 
It estimates what the total de- 
mand will be in a particular mar- 
ket and appropriates the funds 
which it feels is necessary to 
achieve this goal. Parker exports 
pens to all markets of the world, 
principally from four  places— 
London, Janesville, Canada and 
France—with the American plant 
still accounting for the bulk of 
these sales. 


® Different markets require dif- 
ferent approaches. For example, 
the “Made in U.S.A.” label does 
not have much importance as a 
sales aid in the industrialized 
countries of Europe. In Britain, a 
“Made in Britain” pen carries as 
much prestige as the one made in 
the United States. And Parker, 
which has been there for 32 years, 
is considered by many Britons to 

be a British company. 
On the other hand, in the Far 
East, still a strong market for 
po Ba Ee enough European 


WHAT'S ° 
advertising to seep you in 
the picture? “Advertisment 
THE Parade"’ offers you up-to- 
date information about every 
LATEST type of advertisement at a 
Send your subscribtion 
EUROPE? now for the General Edi- 

tion, only $22.80. 


single glance every month. 
Each 
Please note my order for | year's subscription 


of the best new display ad- 
vertisements selected from 


issue contains 1,000 
newspapers and magazines. 
General edition. 


To: Advertisment Parade, fn 
62 Oxford Street, London W.t. 


Parker, the “Made in U.S.A.” label| 
counts for much. Mr. Parker says| 
that 90% of the Parker pens sup-| 
plied to the Far East come out ot 
Janesville. Piracy of the “51” pen 
label has been a constant annoy-| 
ance to the Parker pen people and) 
somewhat of a tribute to the os 
tablishment of this label as a sign| 
of a quality pen. Over the years, 
Parker has spent thousands of dol- 
lars to protect its name in markets 
throughout the world. 

At Janesville, Parker has facili- 
ties to translate advertising and 
correspondence into Spanish and 
Portuguese. French translations are 
done in France and several other 
bureaus operate in the Far East 
for translations into some three or 
four dozen oriental vernaculars. It 
is a far-flung operation and gets 
careful attention from Janesville. 
Distributors and overseas compa-)| 
nies are visited frequently. Mr. 
Parker says an advertising agency 
would not be selected in any coun- 
try without a visit from an execu- 
tive from Janesville or London. 


® Parker does not use its overseas 
markets as a dumping ground for) 
obsolete products. For one thing, | 
the pen business moves so quickly | 
that it couldn’t do this if it wanted) 
to. On the other hand, Parker has 
used overseas markets as testing 
grounds for products later intro- 
duced in the U. S. The Parker! 
“51,” for example, was sold in| 
Brazil for two years before it en-| 
tered the American market. 


Birdsall Joins Export Publishing 

Frank A. Birdsall, formerly ad- 
vertising manager of Inter-Amer- 
ican Orange-Crush Co., Evanston, 
Ill., has joined Export Publishing 
Co., New York, as a sales repre- 
sentative. Export publishes Servi- 
cios Publicos and Transporte Mod- 


erno,. 


‘Radio-Advertising 
Makes Slow Gains 
in West Germany 


(Continued from Page 45) 


ed into special “commercial hours” 
which run from 10 minutes up to 
one hour, depending on the station. 
The spots are generally inter- 
spersed with music. 

Radio Free Berlin and South- 
west Radio carry the heaviest 
commercial schedules—720 min- 
utes a week. Radio Bremen carries 
the shortest schedule—360 min- 
utes a week. 


® Commercials run longer than in 
the U.S.—up to five minutes on, 
the Bavarian Network, for exam- 
ple. 

Radio Berlin is typical of com- 
mercial radio here. Much like the 
British Broadcasting Corp., Ger- 
man stations operate on a two or 
three-program basis. They carry 
light music, quiz shows and mys- 
teries on one frequency, while an- 
other concentrates on “heavier” 
programs, such as symphony con- 
certs, lectures, literary discussions 
and lengthy political comments. 

On its first program Radio Ber- 
lin carries spot announcements 
from 6:40 a.m. to 7:50 a.m., 11:45 
a.m. to 12:14 p.m., and 5:30 p.m. to 
§ pm. Mondays through Satur- 
days. Those three shows are called 
Werbefunk, translated only as 
“Radio Advertising.” 


® Berlin’s second frequency runs| 
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German Radio Goes Commercial 


Coverage by RADY STATIONS 
ie WESTERN “GERMANY 
Wethng tine to. commerciabs” 


Map by H. K. McCann Co., Frankfurt 


GROWING—Although commercial radio is only eight years old in 


Germany, the medium is growing 


in popularity and vigor. Now six 


of the networks accept advertising for from 360 to 720 minutes per 
week. Radio represents about 2% of German advertising. 


commercials from 8:10 a.m. to 9:15| pattern; singing commercials and ,000, based on 673,000 sets in its 


a.m., 
6:30 p.m. to 7 p.m. each day. Com-| 
mercials on these 


“advertising | are on a per-second basis. 


12:45 p.m. to 1:15 p.m. and| rhymes are gaining popularity. 


tremendously. All| 
The 


Rates vary 


hours” are separated by musical | cheapest rate is on Radio Bremen’s 


recordings 
minutes. The spots themselves av-| 
erage about two minutes in length. 
They are based on an American 


running up to four! morning ad show—a five-minute 
affair—where the advertiser pays 
approximately $2 per second. Bre- 
men claims an audience of 1,700,- 


en 


ya and visAo now reach more than 
150.000 leaders (net paid OCC) 
throughout Latin America. Current 
audience surveys and studies of Latin 
America executive groups show a con- 
centrated primary coverage of Latin 
American business, industry, govern- 


ment and agriculture. 


For details, write 


cr i ata | 
y; 


od WS | 


Street, 
Publishers 


*Based 0" - 
uding 97-6 4 
1956. 


New York 19 
of LATIN AMERIC. 


| maximum coverage area. 

Southwest Network’s rate on 
Saturday nights, from 6:30 p.m. 
to 7 p.m., runs from $7 to $8 per 
second. Southwest claims 7,000,- 
000 listeners and 1,300,000 sets. It 
has the widest range and the beef- 
iest transmitters in the country. 


@ On the average, morning rates 
are $3 per second, afternoon and 
evening rates are $4, and the Sat- 
urday night prices usually are 
jacked up to about the $5 bracket. 

German networks can deter- 
mine the number of receivers in 
their coverage area pretty closely 
because each set owner has to pay 
a monthly fee of 50¢ to the post 
office or his radio is lifted. 

Newest move in the German 
radio industry is the sponsored 
show or “special program.” All six 
networks now have adopted this 
setup, but it is extremely limited 
in scope. 


* 


x 


® Only Radio Berlin allows spon- 
sored shows during the daytime. 


These can be 15-minute or 30- 
}minute programs and the amount 
}of time given over to commercials 
lis decided by special arrangement 
|with the advertiser and station. 
The price is also unlisted, and is 
determined by the nature of the 
show and the amount of adver- 
tising. 

Southwest Radio has introduced 
a sponsored show section within 
its regular advertising hours that 
runs from five-minute to 20-min- 
ute special shows. Announcements 
can take up to 20% of the show 
time and the rate is $3 per second 
for the entire package. 

Bavarian Network offers a five- 
minute sponsored show at 7 p.m. 
on Tuesday, Wednesday and 
Thursday nights, on which one 
second of advertising costs $10. If 
they wish, advertisers can take the 
entire five-minute period for their 
commercial. The other stations all 
permit “sponsored shows” within 
the time limits of their regular 
advertising hours. 


® Although to the American con- 
cept, commercial radio in Ger- 
many appears limited, listeners 
may spend most of the morning 
switching from one station to the 
other and get nothing but commer- 
cials. 

In central Germany—Frankfurt 
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Ad Expenditures Approximate 
$550,000,000 


Bonn, Oct. 23—Statistics compiled by the Economic Ministry 
here show that West German advertisers now spend roughly 
$550,000,000 a year on advertising. 


Radio advertising, introduced 


pers. 


for 2% of this total. The lion’s share—43.5%—goes to newspa- 


West Germany ranks third behind the U. S. and Great Britain 
in volume of advertising expenditures. 


only eight years ago, accounts 


for instance—listeners can pick up | 


of advertising on the Southwest 


four of the six networks which! Network (Baden-Baden). 


run commercials without much 
trouble. 

Frankfurt housewives can listen 
to the Bavarian network from 
6:45 a.m. to 7 a.m.; to the South 
German Network (Stuttgart) from 
7:10 a.m. to 8 a.m.; Munich again 
from 8:10 a.m. to 8:25 a.m.; and 
from 8:25 a.m. until 9 a.m. on the 
Hessian Network (Frankfurt). 
Then there is a break until 10 a.m. 
when they can pick up 90 minutes 


DOCTORS 


Whether you sell autos or air-condition- 
ing, pharmaceuticals or pens, doctors 
in Latin-America are among the best 
prospects you have for your products. 
With 15,000 interesting copies a month, 
América Clinica delivers the doctor audi- 
ence, solidly, and helps to support other 
promotional activities at amazingly low 
cost. América Clinica’s strength lies in 
its close attention te the profession's 
interest. It reports the latest develop- 
ments in diagnosis and treatment in a 
brief, factual manner which gives the busy 
doctor maximum information in a min- 
imum of time and keeps him current on 
the progress of his profession. At $5.66 
per thousand pages (full run) it offers 
the lowest rate in the field and split 
runs are available at slightly higher rates 
for the promotion of products which have 
less than full distribution. It is the only 
professional magazine published here in 
Spanish with recognized medical affilia- 
tions, long-established reader acceptance 
and continuous auditing. 


AMERICA 
CLINICA 


an excellent Export Advertising me- 
dium for any product prescribed by 
or sold to doctors. 


ANMUNEMLAN 
PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 


# From 1 p.m. to 2 p.m., Frank- 
furt, Munich and Stuttgart carry 
advertising, and at 6:30 p.m., 
Southwest Network comes back 
on with another half hour. 

Radio officials have released 
surveys which indicate that there 
are German listeners who switch 
from one advertising hour to an- 
other. The good music is consid- 
ered one of the big attractions. 

Most German stations carry 
only national advertisers. The sta- 
tions’ wide range and the close 
proximity of even the largest 
cities—Stuttgart is only 120 miles 
from Frankfurt and the same dis- 
tance in the other direction from 
Munich—makes local advertising 
impractical. 


= The price is too high, too, for 
small firms. A one-minute spot 
runs close to $180 on Radio Munich 
in the mornings, and in the Ger- 
man economy that is quite a chunk 
of money. 

Some big retailers and certain 
national .mail order houses are 
turning to radio, but it is still in 
limited use. 

German television is organized 
in much the same way as radio, 
but has no advertising as yet. Be- 
ginning Nov. 3, however, the Ba- 
varian Network will make avail- 
able an evening half-hour (from 
7:25 to 7:55 p.m.) to advertisers. 
There will be nothing but adver- 
tising during this time and the 
rates have been pegged at $70 per 
minute. Bavaria has a population 
of 9,000,000, but there are only 
45,000 sets in use. 

Several of the other stations are 
currently toying with the idea of 
opening tv to advertisers. West 
Germany now has about 500,000 
tv sets in use. 


Carl Leeds Adds Two Accounts 

Carl S. Leeds Co., New York, has 
been appointed to handle advertis- 
ing for Murlyn Recording Co., 
New York, producer of phonograph 
records, and for Aluminum Mfg. 
Co., New York, maker of alumi- 
num windows. 


Daniel Joins Magnavox 

Robert K. Daniel, formerly sales 
manager of Hotpoint Appliance 
Sales Co., Detroit, has been ap- 
pointed retail advertising manag- 
er of the television-radio-phono- 
graph division of Magnavox Co., 
Fort Wayne, Ind. 


Borden Joins Donahue 

Robert E. Borden, formerly pr 
director of Top Value Enterprises, 
Dayton, has joined the Donahue 
Organization, Chicago public rela- 
tions and fund-raising company, as 
public relations director. 


Hoag Joins Wherry. Baker 

George J. Hoag, formerly unit 
sales manager of Procter & Gam- 
ble in the New York and Chicago 
areas, has been appointed director 
of merchandising of Wherry, Bak- 
er & Tilden, Chicago. 


Chittick Adds Publisher 

Walter S. Chittick Co., Phila- 
delphia, has been appointed to 
handle advertising for Industrial 
Maintenance Publishing Co., Phil- 
adelphia. 


on oe 


U.S. Marketing Nut Ripens Overseas: 
Plant Facilities, Exports Hit High 


(Continued from Page 45) 
book value of $19 billion, compared 
to $7 billion at the end of World 
War II. 

These investments are bringing 
returns, too. In 1955, earnings from 
U.S. private investments abroad 
rose nearly 20% to a new high of 
$3.1 billion—the most substantial 
increase since 1951. Of this total, 
$870,000,000 was reinvested over- 
seas. 

American investors poured more 
than $300,000,000 into Latin Amer- 
ica during 1955. A record $52,000,- 
000 went for manufacturing invest- 
ments in Mexico. Private U.S. 
investments in Latin America have 
increased by 38% since 1950. 


# In Europe, some $200,000,000 
was invested in manufacturing 
plants in 1955. 


The trend toward overseas man- 
ufacturing has become very pro- 
nounced. Speaking on this subject 
recently, Harvey Williams, general 
manager of the international divi- 
sion of Avco Mfg. Corp., noted that 
“Geographically, the opportunities 
to export American-made products 
have been and are diminishing, de- 
spite the fact that the total dollar 
value of our exports is increasing.” 

Mr. Williams pointed out that 
import restrictions resulting from 
dollar shortages have made it “dif- 
ficult, if not impossible” to export 
to “Great Britain, Brazil, Argen- 
tina, The Philippines, Indonesia, 
Australia, New Zealand, India, East 
Africa, France and other coun- 
tries.” 


Williams said Avco and 
American companies are 


@ Mr. 
other 


57 


circumventing this impasse by 
manufacturing abroad. He named 
General Motors, Ford, H. J. Heinz, 
National Cash Register, Interna- 
tional Business Machines, Revlon, 
Eastman Kodak and Union Carbide 
as examples of companies which 
today sell more units in foreign 
markets “from foreign manufac- 
turing sources than they do from 
American-made exports.” 

As for Avco, Mr. Williams said 
at least one of its products is now 
made in each of 11 foreign coun- 
tries. He reported that in the past 
two calendar years the overseas 
production of Bendix washers and 
Crosley refrigerators is up 82% 
and 207%, respectively. He report- 
ed that Avco has moved from 12th 
to third place in the marketing of 
refrigerators in Italy during the 
past three selling seasuns. 

In France, said Mr. Williams, 
housewives now buy three times as 
many Bendix washing machines as 
they did in 1954. He further stated 
that Bendix holds first place in the 
automatic washing machine mar- 
ket in Brazil and that Crosley ranks 


THIS ROAD WILL SAVE 
$25 MILLION A YEAR 


It runs from Cochabamba to Santa Cruz in Bolivia. 


Completion of the project will reduce the import of food prod- 
ucts because native growers will be able to transport their 
products to market. As much as $25 million a year will be 
available for other imports. 


- 


’ 


Results like that are being achieved regularly. So you can 
understand why all over Latin America more construction is 
in progress than ever before. You can understand, too, why 
the opportunities for sale of U. S. construction equipment, 
supplies, and materials is great. 


If your objective is to sell more goods to the Latin American 
construction market, you'll be interested in CONSTRUC- 
CION’s objective. It is to publish a magazine that has the 
highest readership among Latin American construction men. 
If we're successful, that means, of course, that you have a 
better chance of getting your sales story across to these buying 
influences. 

How is CONSTRUCCION doing? The best answer probably 


is that more Latin American construction men pay to read 
CONSTRUCCION than any other U. S. industrial export 


® (onsiruccin 


McecGRAW-HILL INTERNATIONAL CORPORATION 
330 West 42nd Street, New York 36, New York U.S.A. 
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SAM_PRANCISC y 


In the United States 


The Grant domestic network serves over 150 clients from nine 
strategically located offices. Each office is an integral part of its 

own business community. Each has complete facilities for every kind of 
client service. Each serves local clients and grows with their growth. Each 
works closely with all other Grant offices to provide exceptional on-the-spot 
service on a local, regional or national basis. A Grant client thus has the 
benefit of the services of all Grant offices as may be desired or required. 
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The Gran{ 


An Original Concept of A & 
for More Effic: 


Currently operating in thirty-six key 
cities of the world on a local, regional, 
national and international basis. 
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. And Throughout the World 
The Grant international network of wholly owned and fully staffed 


offices serves some 650 clients in foreign markets around the 
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their customs, their markets and their buying habits. These offices operate 
in such a close relationship that any part or all of the network may be 


globe. Every office is a self-sufficient, 100%, GRANT office, manned by 
utilized for the client’s benefit wherever the marketing needs arise. 


Grant men and women who know their own countries, their people, 


There is abundant evidence that 
the Grant way of working produces 


exceptional results. Inquiries invited. 


TISING, INC. 
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second in refrigerator sales in 
Australia. 


= “In 1956,” Mr. Williams added, 
“we expect that one-seventh of 
the Avco major appliances sold in 
overseas markets will come from 
our American factories. Six-sev- 
enths of those will have been made 
abroad.” 

Paradoxically, these overseas 
manufacturing operations are con- 
tributing substantially to the 
swelling U.S. imports. In 1955, for 
example, nearly 25% of commer- 
cial imports into the U.S.—$2.6 bil- 
lion out of a total of $11.5 billion 
—came from subsidiary plants of 
American companies. American 
companies operating in Latin 
America produced one-third of 
that area’s exports to the U.S. in 
1955, 


Schwartz Joins Burtt 

Ronald Schwartz, who formerly 
operated his own business as a 
sales promotion specialist, has 
joined the staff of George Burtt 
Advertising, Hollywood. 


HOSPITALS 


Directed specifically to hospital persou- 
nel, EL HOSPITAL saturates the institu- 
tions which are large, bulk buyers of 
pharmaceutical products and surgical 
supplies. But that’s net all. in Latin 
America, hospitals are the heaviest buy- 
ers of institetional laundry equipment. 
They feed more people every day than 
all the hotels in their respective areas. 
Consequently, hospitals are a prime mar- 
ket for ranges, food conveyors and res- 
taurant size food processing equipment. 
They buy elevators, power plants and ail 
types of construction products. 


Because EL HOSPITAL is the only journal 
published in Spanish exclusively tor hos- 
pital people, it gets the closest attention 
of administrators, medical directors, hos- 
pital pharmacists and service department 
A heads. It is followed closely in every 
Latin-American Ministry of Health. 


Local distributors report immediaie re- 
sponses when their names are identified 
with products advertised in EL HOS- 
PITAL. Reader inquiries provide an im- 
portant source of live leads for sales. 


A HOSPITAL 


THE INTER-AMERICAN 
HOSPITAL JOURNAL 


Pamasn CO., Inc. 


. ~ es, 


570 7th Ave., NEW YORK 18 
 tAckawanna 4-5563 


FIRST TASTE—Swedes got their first glimpse of commercial television 


recently at the U.S. Pavilion at St. 


Erik’s Fair in Stockholm. Banned 


by law from regular programming, the commercials were telecast 
via RCA closed circuit tv, using live models throughout. The Office 
of International Trade Fairs, U.S. Department of Commerce, worked 


Sample Commercials 
Shown Swedes on 
Closed TV at Fair 


SrocKHoLm, Oct. 24—Swedish 
advertising people got unexpected 
extra value from the U.S. exhibit 
at St. Erik’s Fair this year, as 
thousands of their countrymen 
had an opportunity to discover that 
commercials can be an informative 
and interesting part of tv pro- 
gramming. 

Admen have been unhappy 
about the fact that Sweden’s in- 
fant tv service is non-commercial. 
When they learned that the US. 
would include closed circuit tele- 
casting in its exhibit at the trade 
fair, they informally urged the ex- 
hibit managers to make the pro- 
gramming complete right down to 
the commercials, so that Swedes 
could get a chance to see what a 
real commercial service is like. 

The closed circuit telecasts had 
been planned as a headline fea- 
ture of the U.S. exhibition, housed 
in a new $150,000 glass and stain- 
less steel pavilion used for the 
first time this year. 


® Like the U.S. exhibit at a num- 
ber of other trade fairs this year, 
the general theme of the display 
was “do-it-yourself.” Nearly a 
dozen U.S. manufacturers pitched 
in to provide examples of leisure 
time activities, from sewing to 
home workshops, which have cap- 
tured an increasing amount of at- 
tention in U.S. homes. The display 
is planned and managed by the 
Office of International Trade Fairs, 
U.S. Department of Commerce. 
For the display of U.S. tele- 
vision, RCA shipped a completely 
equipped tv studio to Stockholm, 
together with 13 monitors, to be 
located at strategic spots through- 
out the fair grounds. As at other 


fairs where tv has been used, the 
RCA crew planned to improvise 
the programming, telecasting the 
demonstrations under way at vari- 
ous exhibit sites within the pavil- 
ion, or producing special “shows” 
utilizing available local talent. 

The proposals to include com- 
mercials, however, added a new 
challenge. Instead of sending for 
representative U.S. commercials 
already on film, the exhibit man- 
agement decided to improvise its 
own commercials, “selling” the ar- 
ticles which were on display in the 
pavilion. 


® Since it had no advertising staff 
to draw on, it called in the seven- 
man Trade Mission which had 
been sent by the U.S. government 
to provide Swedish business men 
attending the Fair with the answers 
to their questions about how to 
buy or sell in the U.S. market. 

This “team,” which included 
Paul H. Bolton, president of the 
American Public Relations Associ- 
ation and of the National Associa- 
tion of Wholesalers, had been tour- 
ing Swedish industrial cities for 
three weeks in advance of the 
Fair. Mission members recom- 
mended that the U.S. go “all out” 
in an effort to demonstrate how tv 
commercials fit into the U.S. way 
of selling goods and supporting 
high quality tv service. 

Sometimes the commercials 
were handled by experienced Swe- 
dish actors and actresses. Other 
times, members of the exhibit staff, 
or their wives were recruited. In 
one commercial for Chase & 
Sanborn coffee, a “chit-chat” type 
breakfast commercial featured 
Mrs. Bolton, and Mrs. Niels A. Ol- 
son, of Arlington, Va., wife of the 
U.S. official in charge of the ex- 
hibit. 


s A Plymouth car, which had 
been made available to the Trade 


U.S. EXHIBIT—This new $150,000 glass and stainless steel pavilion 

housed the U.S. exhibits at St. Erik’s Fair in Stockholm this year. 

Hooded structures in the foreground are tv monitors covered to 

keep out the rain. Swedes saw their first tv commercials via RCA 
closed circuit programming. 


with RCA to improvise the commercial shows. In the first picture, 
Mrs. Paul H. Bolton and Mrs. Niels A. Olson, wives of U.S. officials, 
volunteer to dramatize a Chase & Sanborn commercial. In the sec- 
ond, Swedish performers are on camera and in the third, “Do-It- 
Yourself” for kids gets a big audience of small and large fry alike. 


Mission team by Chrysler Corp., 
crept into several commercials. So 
did the DeWalt home shop tools 
which were on display, as well as 
the “do-it-yourself” sewing exhib- 
it set up by Singer Sewing Ma- 
chine Corp. Butterick provided a 
particularly telegenic item that 
featured frequent style shows with 
beautiful models. The semi-pro 
copywriters also found themselves 
working on such accounts as Rem- 
ington Rand’s electric typewriter. 

Final figures showed that rough- 
ly 80% of the 360,000 people who 
attended this year’s St. Erik’s fair 
visited the U.S. booth, and other 
thousands stood transfixed before 
the monitors set up outside the 
building and elsewheré on the 
grounds. Swedes who see no en- 
tertainment features on their tv 
were clearly impressed. 


= During the time the team was in 
Stockholm, Mr. Bolton was invited 
to speak before the Stockholm Ad- 
vertising Club, the first American 
to appear on that platform in five 
years. In his talk, “How to Use 
Public Relations to Give Added 
Velocity to Your Sales,” he ex- 
pressed a belief that commercial 
television would advance merchan- 
dising by 25 years. Members of the 
club laughed appreciatively when 
he told how American children 
hum and sing jingles about well 
known American products. 


Howard Joins Filmways 

Hampton W. Howard, formerly 
vp of industrial sales of Roland 
Reed Productions, has been ap- 
pointed sales manager for indus- 
trial and special purpose films for 
Filmways, New York. 


Reilly, Brown Adds Account 

Reilly, Brown & Tapply, Boston, 
has been appointed to handle ad- 
vertising of Murray division of H. 
A. Johnson Co., Boston, for its new 
line of ice cream and dessert top- 
pings. 


Droege Joins Campbell-Ewald 

Paul Droege, formerly an as- 
sistant account supervisor of Mac- 
Manus, John & Adams, has been 
appointed a copywriter in the 
creative department of Campbell- 
Ewald Co., Detroit. 


Perrine to ‘Nation's Business’ 

W. Brett Perrine, formerly as- 
sociated with Outdoor Life and 
Esquire, has been named to the ad- 
vertising sales staff of Nation’s 
Business in New York. 


Metzger Joins Chemstrand 
Albert W. Metzger has been 
named advertising coordinator for 
Acrilan by the Chemstrand Corp., 
Decatur, Ala. Mr. Metzger was 


formerly advertising manager for 
Alexander Smith Inc., New York. 


One of its meanings in 
Webster's Collegiate Diction- 
ary is: “An inclination to put 
the most favorable construc- 
tion upon actions and hap- 
penings, or anticipate the best 


possible outcome.” 

We “anticipate the best 
possible outcome” for export- 
ers this year—not based on 
optimism, but on facts. For 
exports are in for a record 
year in 1956. Based on statis- 
tics, total commercial exports 
should be at least 25 per cent 
ahead of last year. 


Coming back to “opti- 
mism”, Franklin Johnston the 
late publisher of American 
Exporter put it this way: “/ 
just cannot be a pessimist 
about exports. Every time I 
decide to reform and become 
ultra-conservative, some man- 
ufacturer shows me his ex- 
port figures and I become ex- 
cited once more.” 


Tn] S—441 OO KS ON OTS 


We are excited—and happy 
too—over prospects for our 
Buyers Guide issue, the 
January, 1957 American 
Exporter. This is a fine way 
to start off your export sales 
plans for 1957—which will be 
another banner year for ex- 
porters. 


This Buyers Guide is the 
only complete export direc- 
tory. It will be 64 pages with 
600 different product classi- 
fications for our 1,400 regu- 
Jar advertisers, with 8,400 
separate listings. 


© All advertisers are 

listed. 

© Editions in English and 
Spanish, (our 79th 
year) 

© Closing date for adver- 


tising is November 20, 
1956. 


AMERICAN EXPORTER / 


386 Fourth Avenue, New York 16, N. Y. 
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MORE EQUIPMENT ADVERTISING LINAGE 


THAN ANY OTHER INDUSTRY PUBLICATION 


SUPERMARKET NEWS CARRIES 


MORE PREMIUM & PROMOTION ADVERTISING LINAGE 


THAN ALL OTHER INDUSTRY PUBLICATIONS COMBINED 


SUPERMARKET NEWS CARRIES 


GROWER & SHIPPER ADVERTISING LINAGE 


ALMOST EXCLUSIVELY AMONG ALL INDUSTRY PUBLICATIONS 


These three classes of advertisers have one thing in common: 
They can measure almost immediately the quality and quantity 
of response to their advertising. = 


They know Supermarket News delivers the readers they want 
to reach .. . the decision-making executives of the nation’s chain 
and independent supermarkets, voluntary and cooperative 
group headquarters and wholesale grocers. 


In planning your 1957 trade advertising program, put 
Supermarket News in the number one position . . . the place it 


holds in the industry: 


SUPERMARKET NEWS A Fairchild Publication 
7 E. 12th Street, New York 3, New York 


© 


RU ee es ce a es ~ 


} 
i) 
4 
‘ > : 
| a 
Pes . a : 
‘ iets x ae r : ss ) 
ek me a BE el .s 
i 7 A a Pe ts ae * no ; e 
:. = — ae | 
_ a ane . 
. ‘ hs . Sa 
> = ’ ‘oe 4 => 
4 —, fad us | ae 4 
ff - OM | 
, , i oS g | 
ie, 2 5 | 
, eid 2% ~ . ) ee i 
er -_ 
> Cee , _* : 
— 2 , 5 > Dig | : 
ee SEES SSS SS ssi tn sll acta sl a cuca dali cttdneeidaecabarmsinctalaieesne onrieesibi , : 
” ; 6,..4;% + eo Fy a 
othe —. ne °  % hs 2 
ey vad A \ ai te 
Ln Reap wa “ Z .- 3 ~: 
.> "£02 a | 
= e SPE — ” 
~~ ye aa Pe . | 
le Se | 
f > = » * 3 
ug pe = ea - 
? ; “y * ; oh 
7 @ aX Ty) A * 
. ' ey G . rik sd ; | 
5 > aN : 7 : 
» Vag 7 Xt a} 4 on ~ 4 b 
4 ¥ ; (60: a d 5 w 41 
. , - : 
OT 7 ai g 
wD , . i aR ’ se | Ss } 
“8 Ga aha 
- F 
et 
eee EE LL CE Ok a 
=> wie ‘se TAY. : | 
r A , 4 . 
pak ee ee ree ; Py hid ’ i c<ty 
ee = ae 
i eae oe - e | a | 
‘ oe ae S 
Sedan “g - i a. 
—m 4.7 .% "sue YJ : 
GA 04 47 | i ‘ 
re ee : 
steed ne : J . r 
~=5 wm. , 
ong . « a ’ : 
ee 
re 
ee 
S » : 
| Sememaret Nes —— 
=i ——- | s 
\ ary | | | | | 
\il 2 


ready to be launched, one of Miss 
Falkenstein’s partners had dropped 
out. A short time later, the third 
partner ieft for home. This left 
Miss Falkenstein to carry on alone 
—and she has, quite successfully. 


# Falcon was incorporated in the 


Lady Yank Runs 
Nippon Agency 


(Continued from Page 45) 

Following her discharge, she 
stayed on in Japan, working as a 
civilian in government occupation 
agencies. She and two other Amer- 
icans who had come to Japan with 
the armed forces hatched the idea 
for an advertising agency. 

They felt there was a need for 
an agency which could double in 
brass: Handle Japanese clients in- 
terested in overseas markets and 
foreign clients (particularly Amer- 
ican ones) interested in the Japan- 
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JAPANESE COPpY—American-owned 
Falcon Advertising Agency, Tokyo, 


handles numerous American ac- 
counts. This ad for Goodyear is 


one of many it will place this year, 
for a total billing of some $1,000,-_ 


ese market. They were encouraged | 
in their planning because they’ 
thought existing agency service in | 
Japan left much to be desired. 


By 1949, when the agency was 


“Advertising Pays Better 
Where Theres Better Pay § 


-Tax' Figures Prove Area’s Wealth 


Most recent study by Wisconsin 
Taxpayers Alliance shows Neenah- | 
Appleton-Menasha in 2nd, 3rd and | 


llth places respectively 
spendable income: $147 million. 


in per | 
capita wealth in the state. Annual | 


Basically staple and high-wage in- | 


dustry, plus outstanding ie ac- 


tivity keep this nae wns 
move- 


And helping to mold 


ment is the POST-CRESCENT with | 


95% coverage of the market’s 106,067 
people. 


Wisconsin's first paper in editorial — 


content and second paper in adver- 
tising volume got that way deliver- 
ing results. 


United States. It is one of the two 
American-owned agencies in Ja- 
pan, the other being J. Walter 
Thompson Co., which recently 
bought out its affiliate here. 

Falcon has had a good seven 
years. Miss Falkenstein now runs 
a shop of 30 Japanese nationals, 
most of whom have been with the 
agency for three to four years. 
There are seven artists and six 
copywriters. Clients are offered a 
full public relations service. 

The agency now handles more 


than 60 accounts. It has established 
associate relationships with agen- 
cies throughout the world, thereby 
gaining access to many British and 
American companies selling the 
Japanese market. All of the lead- 
ing export agencies in the U.S. use 
Falcon as an associate. 


® Seven of Falcon’s major ac- 
counts today are: Scandinavian 
Airlines, Air-India International, 
Nippon Goodyear, Canon Camera 
Co., Lockheed Aircraft Corp., 


- 
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Remington Rand Japan Inc. and| strong trend toward the independ- 


20th Century-Fox (Far East) Inc. 
The agency expects to bill $600,- 
000 this year. This places Falcon 
somewhere in the middle among 
the 300 advertising agencies op- 
erating in Japan. The largest agen- 
cy, by far, is the fabled Dentsu 
(Nippon Dempo _ Tsushinsha), 
which employs some 2,000 persons 
and bills about $50,000,000. 
Japanese agencies are still in the 
process of emerging from the space 
broker stage. While there is a 


ent, fully-staffed agency, Miss Fal- 
kenstein points out that rebating 
persists because of the holdover of 
prewar practices, under which ad- 
vertisers prepared their own ad- 
vertising and simply used the 
agency as a placement office. 


s Miss Falkenstein told AA: 
“Many firms still require no serv- 
ices other than the securing of 
space from an agency.” 

Miss Falkenstein cited three 


What happens to each year’s January ELECTRICAL MERCHANDISING? 


Our Statistical 
-_ and Marketing Issue 


always gets lots of hard use! 


What makes a copy of this particular issue look so beat-up and marked- -— 
We'll tell you! 


As the authoritative ‘‘fact book’’ of the appliance- radio-TV Industry, our Statistical and 
Marketing Issue is read, re-read, referred to, reprinted and generally run ragged. It is, 
in fact, the Industry's Annual Report. 


Why? 


Because everyone in the appliance-radio-TV business needs and reads the business 
. information found in this issue and nowhere else! 


Your advertisement can get the same intense readership. You can build up your dis- 


tribution fences. You can cut selling costs. 


All by scheduling your advertisement in the January, 1957 Statistical Issue. 


Mind you, we won't promise your ad will look neat and smooth and clean and flat... . 


not after the months of thumbing-through this Statistical and Marketing Issue always 


gets. Indeed . . . 40% will still be in use next September . . . after eight morfths of hard 


usage. 


All we do promise is a big dollar’s worth of reading and use! Make your space reser- 


vation now . . . copy to set closes December 1, complete plates, December, 5. 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N.Y. 


Electrical Merchandising ALONE covers the market ALONE 
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Advertising Age, October 29, 1956 


other problems: 


e Japanese companies tend to 
spread out their advertising among 
a number of agencies and media 
salesmen, even on only one par- 
ticular product. “If, for example, 
the nephew of one of the directors 
of a firm has started a small agen- 
cy,” she says, “in most cases you 
can be sure he will get some of the 
firm’s 


nepotism is rife because of the’ 


e Advertising is placed on a 
month-to-month or day-to-day 
basis, instead of planned on a year- 
ly budget. This, says Miss Falken- 
stein, makes it “impossible for the 
agency to plan a coordinated cam- 
paign and follow it through.” 


e There is no Audit Bureau of 
Circulations. “One really has to 
badger most publications to get 


business. This form  of| any figures at all,” complains Miss 
Falkenstein, “and when they are) 


basic lack of understanding of ad-| given out, it has been our experi- 


vertising as a tool of business.” 


ence that the figures are shame- 


lessly padded.” 


s With all these problems, Japan- 
ese advertising has been enjoying 
a phenomenal growth. When Fal- 
con opened for business, total an- 
nual expenditures on advertising 
ran to ahout $10,000,000; they hit 
$166,000,000 last year and are ex- 


|pected to reach $180,000,000 this 


year. 


McCarty Names Two VPs 
William J. Thomas and William 


F. Brooks have been appointed vps 


of Milburn McCarty Associates, | 


New York public relations com- 
pany. Mr. Thomas, formerly a 
Young & Rubicam vp, joined Mc- 
Carty in 1953. Mr. Brooks, former- 
ly a National Broadcasting Co. vp, 
joined the company earlier this 
year. 


ABC-TV Gets Program 

Corn Products Refining Co., New 
York, will sponsor “Press Confer- 
ence” on ABC-TV, starting Oct. 


Se Ie 
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28. C. L. Miller Co. is the agency. 
The show formerly had a brief 
run on NBC-TV. 


Scott Reports Gains 

Scott- Paper Co., Chester, Pa., 
has reported new highs in sales 
and net income for the first nine 
months of 1956. Sales for the peri- 
od totaled $200,089,016, with a net 
after taxes of $16,489,064. Figures 
for the comparable period in 1955 
were $184,992,678 and $15,948,967. 


Bell & Gossett Names Henke 


H. R. Henke has been appointed 


to the new position of marketing 
manager of Bell & Gossett Co., 
Morton Grove, Ill. The company 
manufactures hot water heating 
systems, pumps and heat exchang- 
ers. 


Cone Joins Bert Garmise 
Arthur L. Cone Jr., formerly cir- 
culation promotion manager of the 
Journal of Commerce, has been 
appointed copy chief of Bert Gar- 
mise Associates, New York mag- 
azine sales promotion company. 


21.4% 


OF SOUTH CAROLINA'S 


GEN. MDSE. 
SALES 


AMOUNTING TO 


$ 55,134,000. 


are in the COMPACT 


{ in SOUTH 
St CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture and Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. 


Write us or WARD-GRIFFITH for 
information and for assistance in 


selling your products in the 
Greenville Market. 


Daily Circulation 
99,084 
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Latin America 
Biggest Market 
For HIP Goods 


(Continued from Page 45) 
macal Co., American Home Foods 
division, Boyle-Midway Inc., and 
Dennison division, all subsidiaries | 
of American Home Products. 

American Home Products has 
been marketing overseas ever) 
since the company was formed) 
in 1926. Kolynos, like many an-| 
other of its product lines, was al- 
ready established in overseas 
markets when American took over 
in 1928. Dr. Newell Sill Jenkins, 
founder of the Kolynos Co. in 1908, 
established a factory in London 
the following year. 


s Warren Simonson, assistant to 
the president of AHP and formerly 
president of HPI, told AA the 
company is doing less export busi- 
ness and more local manufactur- 
ing abroad each year because of 
the growth of import restrictions. | 
HPI, for example, now does only 
10% of its business through export 
of ' U.S.-made products. 

With the expansion of its over- 
seas markets, American Home 
Products has plans for increased 
manufacturing facilities, not only 
in Latin America but in Europe 
and the Far East. A new plant was 
recently completed in Cali, Colom- 
bia. Erik Pfau, president of HPI, 
recently visited Europe to survey 
the possibilities for new plants. 

In the Far East, HPI works 
through distributors in the Philip- 
pines, Hong Kong and Siam. 


® Colgate-Palmolive Co. is AHP’s 
principal competitor for the dental 
cream business in Latin America. 
Walter Sauer, advertising director 
of HPI, claims that Kolynos out- 
selis all other toothpastes in 
South America. He told AA this is 
especially true in Brazil and Ar- 
gentina, both major markets. Mr. 
Sauer concedes that Colgate tooth- 
paste has the edge in Central 
America. 

Mr. Sauer pointed out that in 
addition to the Colgate rivalry, 
HPI faces considerable competi- 
tion from local brands. In the 
toothpaste field, he mentioned 
Gravi in Cuba, Gessy in Brazil 
and Germany’s Odol in Argentina. 

Despite the centralized control 
of advertising programs and budg- 
ets from HPI headquarters in New 
York, branch managers and dis- 
tributors are given a great deal of 
flexibility in determining local 
campaigns and selection of media. 


# “Conditions vary from country 
to country,” Mr. Simonson said. 
“This works against too stringent 
‘a control from New York.” 

HPI, with an over-all ad budget 
running about $8,000,000 in 1956, 
concentrates in radio, according to 
Mr. Simonson, with a ratio of 
about three-to-one over newspa- 
pers. 

Budgets are based on a review 
of past sales history of a particular 
product. “As a rule,” Mr. Simon- 
son said, “we put between 15% an 
20% of sales into advertising, with 
most of it earmarked for radio; 
because we can reach a much 
larger audience through this me- 
dium. Illiteracy is still very prev- 
alent in Latin America. 

“Take Guatemala as an exam- 
ple. The largest newspaper there 
circulates 50,000 copies daily. Ra- 
dio reaches at least four times 
that audience.” 


s HPI uses two agencies to co- 
ordinate its international adver- 
tising program: Dillon-Cousins & 
Associates and McCann-Erickson 
Corp. (International). McCann 
handles advertising for package 
consumer drugs and cosmetics. 
Dillon-Cousins handles the food 


and household products advertis- 


Borg-Warner Is 
Decentralized 
Here and Abroad 


CuIcaGo, Oct. 26—Sprawling 
|Borg-Warner Corp., which pre- 
sents a fascinating business study 
|of decentralization in its domestic 
| operations, carries that reputation 
|into the world marketing field 
through Borg-Warner Internation- 
al Corp. 

Early in its history, the parent 
‘company, Borg-Warner, got into 
the export business. Founded in 


* 1928, Borg-Warner inherited the 


BIG SELLER—Kolynos lost its dom- 
inant position in the U. S. but 
gained first place in South Amer- 
ican markets. Over 100 products 
are marketed abroad by Home 
Products International, a subsidi- 
ary of American Home Products. 
Foreign markets account for about 
22% of the parent company’s total 
sales. 


McCann has offices in nine 
Latin American countries to serv- 
ice this business. Dillon-Cousins 
has offices only in New York and 
Mexico City but has built up an 
important network of affiliates, 
particularly in Central America. 


s “We in New York develop a 
basic campaign idea,” explained 
Mr. Sauer. “The idea is sent out 
to all our branches and distribu- 
tors in the rough for their indi- 
vidual revision and study. If they 
feel it necessary, the campaign can 
be molded to meet the conditions 
encountered locally. 

“The grand design of the cam- 
paign outlined by McCann and 
Dillon-Cousins in New York is 
modified on the local level to fill 
local needs. This is the prime pur- 
pose of having local agency affili- 
ations throughout our overseas 
markets.” 

The agencies servicing HPI 
have had long continuity on the 
account. Louis Dillon, who runs 


the Mexico City end of Dillon-| 


Cousins, comes from a prominent 
Latin American family—his fa- 
ther was once president of Ecua- 
dor—and he formerly worked for 
McCann in South America. Mc- 
Cann brought him to New York 
in 1944 to work on the HPI ac- 
count. 


s After the war, Mr. Dillon suc- 
cumbed to a flattering offer from 
Foote, Cone & Belding, which was 
just moving into the international 
business. Mr. Dillon took the HPI 
food and household products ac- 
counts to FC&B with him. The 
drug and cosmetic lines remained 
at McCann. 

In 1951, Mr. Dillon walked out 
of Foote, Cone with his HPI busi- 
ness to form his own agency. He 
later brought in Richard Cousins, 
an HPI account man at McCann. 

Mr. Dillon’s connections south 
of the Rio Grande are extremely 
good, an important factor in the 
international ad business. Dillon- 
Cousins has put together a for- 
midable network of agencies in 
Central America. Organized for- 
mally as Publicistas Centroameri- 
canos Asociados (P.C.A.), member 
agencies currently bill more than 
$1,000,000 annually, handling, in 
addition to the HPI food and 
household products, the coveted 
Colgate-Palmolive business. 


= Venezuela is one exception to 
the division of accounts betw 
McCann and Dillon-Cousins. In 
this country, McCann handles the 
entire Home Products business. 
McCann has four offices in Bra- 
zil and in addition to the important 
Kolynos business the agency han- 


international affairs of some of the 
companies out of which it was 
formed. In 1934, Borg-Warner In- 
ternational was incorporated and 
has flourished ever since. 

From its original status as an 
exporter, B-W International shift- 
ed into a far more complex scheme 
of things. Today, the company 
holds from 20% to 100% of the 


stock in subsidiaries in Argentina, 
‘Australia, Brazil, Britain, France, 
| Germany, India, Japan, Mexico, 


| 
‘dies Gessy, sometimes called the 
\“P&G of Brazil.” (There have 
‘been rumors recently that Procter 
'& Gamble is negotiating to pur- 
‘chase Gessy.) However, there is 
|no product conflict, because Gessy 
has assigned its toothpaste to J. 
Walter Thompson Co., with Mc- 
Cann handling the soaps. 
International Chemical Co., Lon- 
don, coordinates AHP sales in the 
| sterling area and most of Europe. 
| There are two manufacturing 
iplants in Britain (London and 
Worcester), one in Dublin, two in 
South Africa (East London and 
Johannesburg), one in Australia, 
one in New Zealand and one in 
Bombay, India. 


® Advertising in International 
Chemical is much the same as 
with HPI. Programs are formu- 
lated in London, but considerable 
local autonomy is given the affili- 
ates and distributors in each coun- 


i try. 

International uses three agen- 
cies in London: C. E. Mitchell, 
|General Advertising Co. Ltd. and 
Stottiswoode Advertising Ltd. In 
Australia and India, J. Walter 
Thompson and L. A. Stronach, re- 
spectively, are handling. 

In New Zealand the agency is 
Dormer & Beck, Auckland; in 
South Africa, Van Zijl & Van Zijl, 
Johannesburg. 

Wyeth Laboratories Interna- 
tional, the ethical drug division of 
AHP, handles all of its advertising 
through a house agency. 


Wright, Campbell Moves 
Wright, Campbell & Suitt, Chi- 
cago, has moved to 152 E. Superior 
St. The agency has recently been 
appointed to handle advertising for 
the LaSalle National Bank, Chase 
Mfg. Co., manufacturer of Aerosol 
bombs, and Speed Writing School. 


Westinghouse Names Currie 
Arthur A. Currie, formerly vp 
and general manager of Adams 
Distributors Co., Boston, has been 
named assistant general sales man- 
ager of the television-radio divi- 
sion, Westinghouse Electric Corp., 
Metuchen, N.J. . « 


Forms Charlotte Agency 

Advertising Inc., Charlotte, N.C., 
has been incorporated with an au- 
thorized capital of $100,000. Prin- 
cipals are Charles A. Kincaid, 
Ernest Magness and H. I. McDou- 
gle. 


Aldridge Moves Office 

A. E. Aldridge Associates, Phil- 
adelphia, has moved its offices to 
the Benson in suburban Jenkin- 
town. 


TEAMWORK—Borg-Warner International is into just about 


every 


kind of overseas operation imaginable—exporting, licensing, man- 

ufacturing, distributing and as representative of other American 

marketers. The world scene is controlled from the company’s Chi- 

cago headquarters. President Rowland Burnstan here confers with 

his general sales manager, Gerhard N. Rappich, and Richard Grose, 

account exec of Mayer-Klann-Linabury Advertising, Benton Har- 
bor, Mich., which handles the entire account. 


New Zealand and Sweden. All of | 


these operate under a licensing 
agreement, even those which are 
wholly owned. Only one-third of 
International’s business today 
comes from exports. 


s In addition, B-W International 
markets in 69 other foreign coun- 
tries through distributors or 
branches. In some cases, the com- 
pany owns its distributors outright, 
but, for the most part, they are 
locally owned companies that may 
handle lines other than Borg-War- 
ner. International’s sales have 
grown 400% since 1946. 

Heading up all overseas opera- 
tions is Rowland Burnstan, presi- 
dent of Borg-Warner International. 
Mr. Burnstan has directed the 
company for only two years but 
his previous business history is in- 
triguing and varied. 

Holder of degrees from four uni- 
versities, including Heidelberg in 
Germany, he has taught economics 
both here and abroad, was presi- 
dent of Indian Motocycle Co. and 
Lawrance Aeronautical Corp., and 
was managing director of Pepsi- 
Cola International from 1950 to 
1954. 


s Mr. Burnstan’s business philoso- 
phy is that product knowledge is 
subordinate to general marketing 
knowledge, particularly in foreign 
dealings. Although his most recent 
experience before coming to B-W 
was with Pepsi-Cola, he finds this 
no handicap in marketing appli- 
ances, auto parts and hardware. 

About 80% to 90% of the com- 
pany’s overseas business is in ap- 
pliances (Norge and York) and au- 
tomotive parts; the remainder is 
in heavy hardware or industrial 
goods. Although Mr. Burnstan has 
made few changes in the basic 
marketing structure of the com- 
pany since taking over as presi- 
dent, he has tightened up some 
controls, replaced some distribu- 
tors and plans to expand opera- 
tions, particularly foreign manu- 
facturing. 

One problem, he says, that fre- 
quently faces American marketers 
abroad is that local distributors 
handle many manufacturers’ lines. 
Consequently, they are inclined to 
neglect one or another in order to 
concentrate on the most lucrative 
ones. 


® Borg-Warner meets this prob- 
lem by taking on the overseas 
marketing of other manufacturers. 
At the present, it markets for 25 
American manufacturers, includ- 
ing McGraw Electric (Toast- 
master), and thus offers a dis- 
tributor a more complete line and 
one on which he is more apt to 
concentrate. 

Two other Chicago executives 
constitute the top management 
team. Alonzo Kight is vp and pro- 
duction manager and Gerhard N. 
Rappich is general sales manager. 


The two work closely together, ac- 
cording to Mr. Burnstan. 

“Our system,” he told AA, “is 
for the sales department to set 
quotas and check back with the 
production people in order to keep 
to a timetable.” 


@ The salesmen are divided into 
three basic groups: One represents 
automotive components; the sec- 
ond, appliances, and the third, 
heavy hardware and _ industrial 
products. This is in line with the 
foreign distributors, who usually 
fall into one of those classifications, 
although it is not unusual for a 
distributor to handle more than 
one category of products. 

B-W’s advertising is handled by 
Mayer-Klann-Linabury, Advertis- 
ing, of Benton Harbor, Mich. The 
account moved from Gotham-Vla- 
dimir in February, 1955. 

Account executive Richard 
Grose says that the agency never 
had an export or overseas account 
before it landed B-W. But he 
sees nothing unusual about this. 
“There’s far too much mystery at- 
tached to advertising in a foreign 
country,” says Mr. Grose. “We 
treat it just as we would a domes- 
tic account.” 


@® The agency has a “working 
agreement” or associate relation- 
ship with agencies in 20 countries, 
and will add more as they are 
needed. So far, most of the B-W 
advertising has been placed direct 
from Benton Harbor, and Mr. 
Grose says he will continue to do 
so where it’s practical. 

In some markets, layouts, stats 
and English copy are sent to the 
Borg-Warner office or distributor 
and the ads are prepared locally. 
However, says Mr. Grose, there’s 
no general rule, and he simply 
adapts the system that fits the oc- 
casion. 

A heavy schedule in seven issues 
of the Reader’s Digest Internation- 
al, 10 trade magazines published in 
the U.S. and five published abroad 
round out the present campaign. 
Local advertising in newspapers 
and other media is part of a mar- 
keting program worked out for in- 
dividual areas based on sales fore- 
casts. In some cases, the foreign 
office handles the entire job and 
appoints its own agency. 


s Mr. Burnstan noted that com- 
petition is getting tougher in some 
foreign countries. He named 
France, Germany and Sweden as 
examples. For this reason, B-W In- 
ternational will shortly open a 
fully staffed office in Brussels to 
act as a central marketing base for 
northern Europe. 

The Brussels staff will be com- 
posed partly of Americans and 
partly of Europeans. They will 
concentrate their activities mostly 
on the “sore spots,” and additional 
emphasis on advertising is ex- 


pected. 
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NUMBER NINE IN A SERIES 


SUFFRAGETTES IN CONVENTION: 1888 


“The right of citizens of the United States to vote shall not 
be denied or abridged by the United States or by any State 
on account of sex.” With these words, the 19th Amendment 
to the Constitution was proclaimed as law on August 26th, 
1920 ... another step in America’s march towards Freedom 
and Union. 


Through the earnest and sincere efforts of such able and well- 
known women as Elizabeth Cady Stanton, Lucretia Mott, 
Susan B. Anthony and Carrie Chapman Catt, the United 
States became the only country in the world where the voters 
themselves gave the franchise to women. And thus it was 
that women took their rightful place alongside men in the 
American scheme of things . . . in business and industry, in 
government and the professions, in the arts and sciences . . . 
keeping pace with America’s rapid. growth. 


These women fought for equal rights with an intensity, an 
identity of purpose, that knew no turning aside. And as a 
result, every American who today has reached his majority 
has the rare privilege of being able to vote . . . something 
non-existent in most other countries. You have the right to 
vote . . . use it! Vote for whichever candidate you prefer . . . 
but vote! It’s your birthright and your duty, and your chance 
to use it will come November 6th! 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


During its 37 years of life, The American Legion has consist- 
ently worked for equal rights . . . for everyone. Forging ahead 
with an identity of purpose that was all encompassing in its 


scope, The Legion has ranged far into many fields—child wel-. 


fare, veteran legislation and rights, Junior Legion baseball, 
hospital welfare work, charity—in fact, into everything that 
makes for a true Americanism. 


Today, The American Legion’s strength approaches three mil- 
lion, plus the very strong Women’s Auxiliary of one million... 
women who work at the side of their menfolk in the many 
welfare activities of the Legion. Here is America’s largest 
identifiable audience of purpose, dedicated to the perpetuation 
of the American way of life. 

The American Legion Magazine is their outlet for expression, 
the voice of The Legion. To the astute advertiser, whose stake 
in true Americanism knows no limits, this represents a chance 
to strike a telling blow at one of America’s most valuable mar- 
kets; a chance to reap benefits from the very unusual word-of- 
mouth advertising that is available through the closely-knit 
membership of this great organization. It makes sound dollars- 
and-cents to "She Sk ats 


LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19.N.Y. 
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Clothing, Home Furnishings Makers Tie in . 
with RCA Victor ‘Compatible Color’ Ad Motif 


CAMDEN, Oct. 23—Fifteen major 
manufacturers in the clothing, ac- 
cesories and home _ furnishings 
fields will feature products de- 
signed in “compatible colors” this 
fall in a series of promotions tying 
in with RCA Victor’s “Big Color” 
tv. 

Each of the promotions will fea- 
ture the theme: “Inspired by RCA 
Victor compatible color television.” 
The theme will be promoted in na- 
‘tional and trade ads, cooperative 
newspaper ads, in-store displays, 


window streamers and dealers: 


Co., Perfect Knit Togs, Pioneer | 
Suspender Co., Rabhor Robes, | 
Rayette Inc., Brown Shoe Co. 
(Roblee and Naturalizer shoes), | 
John B. Stetson Co., Superba Cra- | 
vats and Varsity Pajamas. 

The tie-in promotions are being | 
coordinated by Leonard F. Fellman | 
Co., Philadelphia. 


® The campaign will open with 
trade paper ads and direct mail 
pieces, followed by 14,000 display 
cards and 2,500 wrought iron units. 

The consumer ad in magazines 


George Dibert 


mailings, as well as product tags, | being used by RCA Victor will be 
according to J. M. Williams, man-| tied in with the ad in publications 
ager of advertising and sales pro- US¢d by the other manufacturers. 
motion for RCA Victor’s tv divi- 4 complete newspaper service will 


sion. 

The participating companies are | 
Botany Brands, Congoleum-Nairn 
Inc., Foster Sportswear Co., Hud- | 
son Hosiery Co., Linda-Lo Dresses, 
Lo-Bel Co., Majestic Sportswear 


Neutracel: the newest reason why Hammermill Bond 
prints better, types better, looks better 


THE MAGIC OF NEUTRACEL 


Now hardwood’s finer fibers help 


Hammermill Bond fold more neatly 


AVE YOU SEEN the new Hammermill _ stalled to make 

Bond? From the crispness of the 
letterhead, the sharpness of the typing, 
to the final, neater folding of the letter, 
you'll see qualities you like to have in 


your office stationery and business forms. 

New printing methods and new office 
equipment created the demand for 
specific paper qualities best obtained 
by blending different papermaking 
fibers. Now with the exclusive proc- 
ess that produces Neutracel® pulp, 
Hammermill has unlocked the special 
papermaking qualities that nature 
grows in northern hardwoods. 

The new Hammermill Bond, made 
from Neutracel and other bright, sturdy 
pulps, foids more easily and neatly. 
That’s true because Neutracel helps the 
blend of fibers knit together more 
closely and evenly. The result is a 
clearer, more attractive formation—a 
smoother, velvety surface. You get better 
printing, typing, writing and carbon 
copies. And, Neutracel imparts greater 
opacity and bulk to make your letters 
more impressive. 

Only a few months ago, Hammermill- 
invented centrifugal cleaners were in 


Erie 6, Pennsylv 


Printers everywhere 


68 


papers. Many display this shield. 


Hammermill papers 


cleaner than ever beiore. To that im- 
portant development, we now add 
Neutracel, a $6,000,000 step forward 
to bring you Hammermill Bond that 
1) prints better; 2) types better; 3) looks 
better. Ask your printer to show you 
samples. Hammermill Paper Company, 


use Hammermill 


\ 
YZ 


with Neutracel’s finer fibers, costs no more 


be offered distributors and dealers. 

|A ticket announcing the “Compat- 
| ible Color” styling in each Stetson 
hat will be included. 

A national window display con- 
test for the most original window 
trim utilizing the “Compatible Col- 
or” theme will offer an RCA Vic- 
tor color receiver as first prize. 

In addition to the RCA Victor 
magazine schedule, Esquire, Vogue 
and the New Yerk Times Magazine 
will be used. Additional publica- 
tions will be added in the course 
of the campaign. 


Danto Heads Pontiac Coach 
Raymond E. Danto has been 
elected president and chief execu- 
tive officer of Pontiac Coach Co., 
Drayton Plains, Mich., manufac- 
turer of mobile home-type trailer 
coaches. He fills the vacancy 
caused by the death a year ago of 
| Leslie Hutchinson, who founded 
the company in 1947. During the 
| past year a trusteeship has direct- 
'ed the company. Mr. Danto was 
formerly with Robert Heller & As- 
sociates, management consultant, 
and before that was on the busi- 
ness research staff of General 


senior advertising director of Pon- 
| tiaec Coach Co. 


Haviland Joins Anheuser 

Fred R. Haviland Jr., formerly 
director of market development of 
Minneapolis-Honeywell Regulator 
Co., Minneapolis, has been named 
to the newly created post of direc- 
tor of business planning of An- 
heuser-Busch, St. Louis brewer. 
Before his association with Min- 


Motors Corp. He will also act as’ 


Dibert Is Reelected 


ABC Board Chairman 


Cyicaco, Oct. 23—George C. Di- 
bert, J. Walter Thompson Co., was 
reelected chairman of the board 
of the directors of the Audit Bu- 
reau of Circulations at the bu- 
reau’s 42nd annual meeting here 
last week (AA, Oct. 22). 

Also reelected to top posts on 
the board were E. R. Hatton, De- 
troit Free Press, Walter P. Lantz, 
Bristol-Myers Co., and H. H. Rim- 
mer, Canadian General Electric 
Co., vice-chairman; Stanley R. 
Clague, Modern Hospital Publish- 
ing Co., secretary, and E. Ross 
Gamble, Leo Burnett Co., treas- 
urer. 

Eleven other directors whose 
terms of office had expired were 
reelected to the board. A single 
new board member is Kenneth L. 
Walters, consultant on media plan- 
ning for General Electric Co., who 
replaces Frank T. Tucker of B. F. 
Goodrich Co. as a director from 
the advertisers division of the bu- 
reau. Mr. Tucker had declined to 
stand for reelection to the post. 


neapolis-Honeywell, Mr. Haviland 
was with Stewart, Dougall & As- 
sociates, New York, and Foote, 
Cone & Belding and the old Lord 
& Thomas, Chicago. 


Conti Adds Windalume Corp. 

Conti Advertising Agency, 
Ridgewood, N.J., has been appoint- 
ed to handle advertising, sales pro- 
motion, publicity and merchandis- 
ing for Windalume Corp., Kenvil, 
N.J., manufacturer of aluminum 
windows and doors. The advertis- 
ing program will be directed to 
industry, architectural companies 
and contractors. 


impression signs of 


Highway signs of SCOTCHLITE Sheeting give you advertising 
“cream” at skimmed milk prices! Yes, recent surveys prove that 
signs of SCOTCHLITE Sheeting give you highest readership at /owest 
cost! These brilliant, colorful, signs sell your name day and night 
in fair weather of foul! For a free demonstration on how you can 
put extra mileage in your advertising budget, write Minnesota 
Mining & Mfg. Co., Dept. AA-10296, St. Paul 6, Minnesota. 


You milk more out of your advertising 
budget with low-cost-per- 


SCOTCHLITE 


REFLECTIVE SHEETING 


“SCOTCHUTE” Reflective Sheeting is o registered trademork of Minnesota Mining & Mfg. Co, 
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How 


you, too, 
can have 
fun in 


your job 


Jack Randolph gets real worried every « a 
once in a while. He has so much fun in 
his job, he worries what on earth to do on 
his vacations? 


His job is writing the “Wood, Field and 
Stream” column for The New York Times. 

If you’ve ever read it, you’ll know what he 
means. He has as much fun writing it as readers 
have reading it, and that’s a lot. 


But that’s the kind of guy Jack Randolph is. 
He has fun at everything he does, or he 
doesn’t do it, and readers have fun right 
along with him. 


John W. Randolph started having fun in 1904 
in Crowley, La., a rice town in which his id 
father owned and edited a daily newspaper. ( 
As Jack tells it, he didn’t own it long, and the 

family soon found itself in Beaumont, Texas, ey 
then in Oklahoma, then in New Orleans, 
then in Mobile, then in Birmingham, 
“and then I lost track.” 


“Meanwhile,” he recalls, “I had been half- be 
educated here and there, worked on survey 

parties, gone to sea, and failed to learn to 

shoot a good stick of pool. A year at the ; 
University of Alabama and one at George 4 
Washington University proved of little profit 7 
to me and none to the universities.” 


By 1928, however, Jack had decided to follow 

his father’s calling. He started his-newspaper rf 
career as a reporter in Washington. It has . 
carried him all over the country. “Editors,” 

he says, “have been pretty fair and patient; 

they seemed to have been trying to find 

something I could do.” : 


If, behind Jack’s modesty, that’s true, they’ve ae) 
found it—to the great delight of readers — 
in Jack’s assignment to “Wood, Field and 
Stream.” And if you'd like to have fun in your i 
job, you can—by joining Jack Randolph in his. 
When readers enjoy a newspaper, advertisers : 
get more out of it. 


The New York Zimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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McGregor Plans Spring Push 
“New Fashions from New 
Places” is the theme of the 
spring, 1957, campaign for Mc- 
Gregor Sportswear, men’s and 
boys’ sportswear manufactured by 
McGregor-Doniger, New York. The 
campaign, which depicts fashions 
gleaned from all over the world, 
represents an ad budget double 
that of the previous spring. Media 
to be used include Esquire, Holi- 
day, Life, Look, The New Yorker, 
The New York Times Magazine, 
Newsweek, Playbill, The Saturday 
Evening Post, Sports Illustrated 


and Time. In addition, McGregor 
plans an outdoor campaign, its 
first in many years. Grey Adver- 
tising Agency, New York, is the 
agency. 


Canadian GM Makes Batteries 

General Motors of Canada is go- 
ing into the manufacture of a new 
dry charge battery at its plant in 
Toronto. A production of 1,500 a 
day is expected to be reached by 
the first of the year, with am over- 
all 1957 production schedule of 
330,000 batteries. The battery will 
bear the Delco name. 


The Herald-News sells your volume market in more 
than 64,000 homes in Bergen and Passaic Counties 


where households average more than $7,000 


spendable income. 


in 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 


Advertising Age, October 29, 1956 


Network Presidents: ABC Has Had Only Two 
But Other Nets Have Seen ‘Em Come and Go 


New York, Oct. 23—The life of 
a broadcast network president can 
either be an introduction to days 
of comparative security or the 
prelude, to a hell-for-leather fu- 
ture. It all depends on who you 
are and what network you work 
for. 

At American Broadcasting Co., 
for example, Robert Kintner, who 
resigned last week (AA, Oct. 22), 
was only the second president in 
the company’s history. With ABC 
since 1944, Mr. Kintner succeeded 
to the presidency in January, 1950, 
when the first president, Mark 
Woods, was named vice-chairman 
of the board. Mr. Woods resigned 
the following year to enter the 
agency business (but apparently 
never did). Originally treasurer of 
NBC at the age of 25, Mr. Woods 
has since moved to the South. 

ABC’s two presidents puts that 
network in first place for the 
least amount of top bananas. Next 
would be CBS, which had William 
S. Paley at the helm until 1951, 
when he moved up to the chair- 
manship and incumbent Frank 
Stanton took over. At the same 
time, CBS split its radio and tele- 
vision operations, appointing How- 
ard Meegan president of CBS-Ra- 
dio and J. L. Van Volkenburg, 
prexy of CBS-TV. 


® Mr. Van Volkenburg, named in 
July, 1951, still holds the post. Mr. 
Meegan held the radio reins for 


50 LOCAL REASONS ... 
THAT ESTABLISH THE TIMES-STAR 


as CINCINNATI'S DOMINANT EVENING NEWSPAPER! 


Local Advertising Classifications In Which The TIMES-STAR Leads The Post 
(Includes Retail, Dept. Store, Automotive and Financial Breakdowns) 


RETAIL CLASSIFICATIONS DEPT. STORE CLASSIFICATIONS 35. Junior Dresses 

1. Book Stores 19. Books 36. Furs 

2. Building Supplies 20. Stationery 37. Boys’ Wear 

3. Men's Clothing 21. Neckwear and Scarfs 38. Men's and Boy's Shoes 

4. Man's and Women’s Clothing 22. Handbags 39. Furniture and Bedding 

5. Main Department Store 23. Millinery 40. Floor Covering 

6. Drug Stores 24. Women’s and Children’s Gloves 41. Curtains and Drapes 

7. Grocers 25. Corsets and Bras 42. China and Glassware 

8. Heating and Plumbing 26. Hosiery 43. Housewares 

9. Insurance 27. Underwear and Negligees 44. Foods and Groceries 
10. Professional 28. Children’s Shoes 45. Institutional 
11. Real Estate 4 wane Shoes a AUTOMOTIVE CLASSIFICATIONS 
12. Men's Shoe Stores . Women's and Misses’ Coats 
13. Women’s Shoe Stores 31. Women's and Misses’ Suits a ee we seein Stations 
14. Sporting Goods 32. Women's and Misses’ 
15. Stationers Inexpensive Dresses FINANCIAL CLASSIFICATIONS 
16. Toilet Goods 33. Women’s and Misses’ Better 48. Banks and Trust Co. 
17. Household Textiles Dresses 49. Stock and Bond Houses 
18. Toilet Goods and Drugs 34. Sportswear 50. Issues i 
Source: Media Records, 8 months, 1956 

CINCINNATI'S 
HOME-OWNED, 

FOLLOW THE LEAD OF HOME-EDITED 
LOCAL MERCHANTS... ° NEWSPAPER ¢ 


PLACE YOUR ADVERTISING IN THE... 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVE: McASKILL & HERMAN, MIAMI BEACH 


just about a year. Now vp of the 
CBS-TV West Coast division, he 
was succeeded in 1952 by Adrian 
Murphy, who retired in 1955. Since 
April of that year, Arthur Hull 
Hayes has been president. 

Mutual Broadcasting System has 
had five presidents since its for- 
mative days in the fall of 1934. 
Actually, it didn’t have any presi- 
dent until 1943—it operated with 
a general manager only until then. 

Miller McClintock was elected 
the first MBS president in October, 
1943, served for one year and re- 
tired from active business. He cur- 
rently resides in Florida. 

In December, 1944, Edgar Kobak 
took over and served almost five 
years, through April, 1949. Now a 
radio station owner and a radio- 
tv consultant in New York, Mr. 
Kobak has been head of the Ad- 
vertising Research Foundation in 
the interim. 


8 Frank White, a man who has 
managed to be president of two 
competing networks in four years, 
succeeded Mr. Kobak in May, 1949, 
lasted until April, 1952. Thomas F. 
O'Neil, then chairman of the MBS 
board, assumed the presidency in 
May, 1952, resigned it in April, 
1956 when Executive VP John B. 
Poor was elected president (Mr. 
O’Neil remained board chairman). 

The oldest of the networks, Na- 
tional Broadcasting Co., although 
it has always had but one head for 
both tv and radio, nevertheless has 
had eight presidents. 

First was the late Merlin Hall 
(Deac) Aylesworth, who guided 
the company for the longest period 
—November, 1926, to Dec. 31, 1935. 
His successor, Maj. Lenox Riley 
Lohr, served four and a half years 
until July, 1940. Now president of 
the Museum of Science & Industry, 
in Chicago, he was succeeded by 
Niles Trammell, president until 
October, 1949. Mr. Trammell is an- 
other one of the Florida contingent 
today, where he is part owner of 
a television station. 


® Joseph H. McConnell was presi- 
dent No. 4 at NBC, but his tenure 
was less than four years, ending 
Jan. 2, 1953. Subsequently, he has 
been president of Colgate-Palm- 
olive Co. and, since June, 1955, 
eres counsel to Reynolds Metals 


Mr. McConnell’s exit was in a 
year in which NBC had four— 
count ’em—presidents in a 12- 
month period. He was followed by 
the migrant Frank White in Janu- 
ary, 1953. Seven months later, Mr. 
White was succeeded, as “interim 
president,” by RCA Board Chair- 
man David Sarnoff. 

Four months after that the in- 
terim ended with the appointment 
of Sylvester L. Weaver. Mr. Wea- 
ver moved up to chairman of the 
board in December, 1955, and 
moved out early in September. He’s 
now in Europe. Robert W. Sarnoff 
has been NBC president since De- 
cember of last year. 

What with having been president 
of Columbia Records before joining 
Mutual, Mr. White has not only 
headed up two networks, but also 
the subsidiary of a third. He is 
presently chairman of the board of 
McCann-Erickson International. 


Three Raise Ad Rates 

Woman’s Home Companion, ef- 
fective with the January issue, is 
raising its rates, with a bew page 
going from $12,880 to $14,425. The 
Southern State Farm Paper Unit, 
consisting of Arkansas Farmer, 
Georgia Farmer and Mississippi 
Farmer, is raising its rates, also 
in January. The combined rate for 
the three publications for a bkew 
page goes from $1,171.80 to $1,- 


474.20. Farm Power has an- 
nounced its b&w page rate will 
be $185 starting with January; the 
current rate is $165. 
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| manufacturing 


2. What percent of Detroit's retail business originates 
in the 6-county ABC Retail Trading Area? 


[| 98% 


3. Which newspaper is Detroit’s best buy? 


[_] Times 


[| 78% 


boxed News 


ee Se |) ee 
Re ae eters Fs Se nate 


Answer to question No. 1 is 
BOTH! Actually, Detroit’s non- 
manufacturing employment is 
slightly ahead of manufacturing 
employment. Even in a high manufactur- 
ing year such as 1955, non-manufacturing 
led by 3%. Detroit today is a diversified 
market, with a total employment of 1,400,000. 


Answer to question No. 2 is 98% of 
Detroit stores’ retail business originates in 
the prosperous, populous 6-county ABC 
retail trading area . . . centered on a 
radius of 50 miles. 


1. What kind of a market is Detroit? 
[_] non-manufacturing 


How well do YOU know 
THE DETROIT MARKET? 


Test yourself. Check your answers to the questions 
below —then continue reading for the correct answers. 


[_] Free Press 


Answer to question No. 3 is THE News, 
of course. THE News not only has the 
largest total circulation of all Michigan 
newspapers, but concentrates this circula- 
tion in the 6-county trading area where 
the buyers are. Proof of its productivity 
is the fact that THE News carries as much 
linage as both other Detroit newspapers 
combined. 


What was YOUR score? If you want 
ALL the right answers to your Detroit 
market and media questions, write THE 
News’ Market Research Department. 


= The Detroit News 


Eastern Office ... 110 €. 42nd St., New York Chicago Office . 
Pacific Office . . . 


THE HOME NEWSPAPER 


Largest Circviation of all Michigon Newspapers (ABC 3-31-56) 
Weekday 459,160—Sunday 573,375 


. » 435 N, Michigan Ave., Tribune Tower, Chicago 
. 785 Market St., Son Francisco Miami Beach.... The Leonard Co., 311 Lincoln Road 
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‘The 


This department is a reader’s 


“Rubber’ Rate Cards Are Not Being Used 
in Radio Sales, Eye and Ear Man Told 


To the Editor: It’s an unfortu- | and sales results, the statement 
nate sentence—in an otherwise fine above is not true. 
article. | The statement COULD be partly 

In your Oct. 8 issue, the Eye and justified on the basis that spot 
Ear Man presents a sound case re-|radio IS a bargain today, when 
garding spot radio as the medium |compared with the higher cost of 
which has an established record|trying to reach customers in any 
for performing sales miracles other way. 
against heavy odds. | But that is not what the state- 

But down about line 25, his type- ment implies. Instead, the implica- 
writer ribbon slipped—and this /tion is that radio stations are run- 
comment crept in: ‘ning on rubber rate cards—and 

“Radio is a wheel-and-deal me- | are wide open for under-the-table 
dium right now, and many spots deals. Such a statement is unfortu- 
can be bought at bargain prices.” | nate for several reasons: 

For the stations that hold com-| 1. Widespread circulation of such 
manding positions in major mar-|a comment in a publication like 
kets, the stations on which adver- | ADVERTISING AGE could encourage 


tisers rely to deliver both audience attempts at chiseling by agencies| values, quickly learns that, no| 


Voice of the Advertiser 


forum. Letters are welcome 


which would otherwise approach | 
the medium in a straightforward 
manner. 

2. Advertisers unfamiliar with | 
spot radio may be led to expect, 
from their agencies, radio sched- | 
ules showing costs widely at vari-| 
ance with published rates. 

3. So far as good radio stations | 
are concerned, the “rubber-rate-| 
card” condition simply does not 
exist. 

Admittedly some marginal radio, 
stations have published rate cards 
that are completely unrealistic. 
Finding it impossible to deliver | 
results for a legitimate advertising | 
dollar, these stations are willing to 
shoot craps under the table for ad- 
vertising nickels. 

But any advertiser who knows | 


Are you sharing in 

the better than 
$50,000.00 volume done 
yearly by 76% of 

the readers of 

this important 
automotive publication? 


| ‘servic cand merchandise sold by 


7S 


top gasoline service stations who can sell 
your product faster..and more profitably. 


SUPER SERVICE STATION’s new “Market Study” report is a 
honest and complete analysis of the activities of the readers of 
SUPER SERVICE STATION. It is not a preference study of one 
brand against another — nor is it competitive. Its aim is to 


show what our readers do, where and what they buy. 


For example, did you know that 38% of SUPER SERVICE 
STATION's readers either own their stations independently or lease 


from private investors, that 35% pump more than 


20,000 gallons of gasoline every month, that 55% provide motor 
, replace shock absorbers, that 62% 
do wheel balancing, that 84% do car washing and that 71% have 
facilities for polishing? Likewise, did you know that 38% are 


tune-up service, that 74% 


equipped with headlight beam adjusters, 25% with an 
electric test bench and 92% 


why it pays to “Super” advertise your line. 


‘THE IRVING CLOUD PUBLISHING CO. 
Gia Fleer, Baity News Building 
Chicags 6, Ittinets 


with a service jack on wheels? 

This is only a small part of the facts you need to have to better 
sell the more than 74,000 receptive readers of SUPER SERVICE 
STATION. A copy of our “Market Study” is yours, at no cost, 
upon request. And keep in mind that SUPER SERVICE STATION'S 
marketing experts have the know-how and experience that can 
help you develop a sounder selling program that can make the 
sales difference at the pump. Ask your SUPER SERVICE STATION 
representative for the “Market Study” and to prove to you 


Gee 
SUPER SERVICE 


me 


prurient I 
a eee $F Eee Ps 


re-slashed, what he buys is no bar- 
gain. 


write: “Don’t contract for maga- 
zine cover positions at the premi- 
um prices quoted on rate cards— 
because when a magazine faces 
closing date with an inside front 
or back cover unsold, you can often 
buy it at run-of-book black-and- 
white rates.” 

Such situations are not un 
mon with magazines stru ng to 
get a foothold. Bu: don’t hold your 
breath until a Post cover comes 
open on the same basis. 

Knock on any time-buying door 
along Madison Ave.—and you'll 
quickly learn that it’s tough 
enough finding availabilities to 
accommodate the many advertisers 
whose plans for 1957 include sub- 
stantially increased use of spot ra- 
dio. 

Rosert E. EASTMAN, 
Executive Vice-President, 
John Blair & Co., New York. 
The Eye & Ear Man’s comments 

are based on day-to-day operations 
covering an extremely broad area. 
“Rubber” rate cards, although they 
may not be universal, are common 
enough to give buyers the feeling 
that bargaining is often important. 


Agency Man Clarifies Stand 
on Good Supermarket Ads 

To the Editor: I’ve been shot 
below the belt! Mr. Woolf, you’re 
just not reading me right (Sale- 
sense, Oct. 1). You are not making 
a fair comparison. Look what you 
did to me! First, the Stop & Shop 
ads, and then the Sipes ads. 

You’ve taken the dare, and gone 
different on me. 

The Stop & Shop ads are the ads 
|which I referred to in my letter, 
and I admit everything I said 
about them. These are ads for ad- 
men, and by admen who do NOT 
know what they are doing. They 
are ads that CAN not, and WILL 
not produce a result where it 
counts, and, that is, in the cash 
register! Just look at them! Unin- 
viting line drawings that leave no 
power of suggestion ...and, if it 
| weren’t for the signature on the 
| bottom, I don’t even think people 
would know who the ads were 
from. 


that is really performing for an | 
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| ety - ART oi@écfors Dream! ¢efuTieuc— So WHAT | 
| ; ae 


matter how the price is slashed and | what it is best qualified to do: ad- 


| vertising. This is advertising that 


‘is both institutional and SELLING 


It would be equally logical to)... 


and it is selling with a capital 
Dollar sign! 

Just look at the two. NOBODY 
can tell me that good supermarket 
advertising should only tell Mrs. 
Consumer WHERE to shop. GOOD 
SUPERMARKET ADVERTISING 
MUST have ALL the ingredients. 
SUGGESTION, because the power 


-| of suggestion to a woman is one of 


our strongest assets. PRICE, be- 
cause price, even though not the 
only thing, is STILL today the No. 
1 factor in supermarket advertis- 
ing, and let’s make no mistake 
about that. INSTITUTIONAL 
SELL, selling about the store, and 
its services that it has to offer that 
make it BETTER than any other 
supermarket in the area. 

NOW, mix them all together, 
and the closest to this you will find 
are in the Sipes ads, pictured on 
the attached. This series of ads is 
COMBINED with the usual listing 
of items. Not separately, not as a 
pretty picture alone, not as an ad 
for an adman, or an ad to satisfy 
a whim, but, consistently, week in 
and week out, in its regular Thurs- 
day advertising Sipes tells a story, 
and beautifully! They don’t run a 
fancy arty ad one day, and then 
back it up with double-trucks and 
full pages in every paper in the 
area the following day. 

Do the Sipes ads Sell? YES! 

Do the Stop & Shop institutional 
ads Sell? NO! It takes page after 
page of price advertising to back 
this up to make it sell. 

So, as I say, Mr. Woolf, I get 
sick and tired of ads for admen! 

I want some day to be able to 
point with pride to advertising in 
the supermarket field that consist- 
ently, in the every-Thursday ad- 
vertising, takes the same time and 
effort to make their ads as beau- 
tiful as they make their modern 
markets today. 

There is really nothing different 
about Sipes. Their ads are com- 
mon good sales sense. Hats off to 
Sipes, and Whitney Ad Agency. 
Good job! 

ZAL VENET, 

President, Howard, Mintz & 

Venet Advertising Agency, 

Irvington, N.J. 


But, look at the Sipes ads! This Criticizes Creative Man's 
is what I mean. Here is an agency | Criticism of Doria Ad 


To the Editor: I am writing you 


account, who lets the agency do/|this letter in regard to the article 
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which appeared in the Aug. 6 is- 
sue entitled, “Andrea Doria Sink- 25-year-old country housewife and 
ing Reminds Readers of ‘Creative | mother of five youngsters suggest- 
Man’ Travel Advertising Analysis.” | ed and inspired the development 
I think the criticism of the Crea- of the Milk Bowl, which has be- 
tive Man was ignorant and shows come the key event in “little” foot- 
his taste in advertising to be stag- ball in the U.S., and which has 
nant and outdated. According to! /poured thousands of dollars into 
his advertising philosophy, an ad/|a camp for crippled children. The 
that is entitled “These Men Have camp provides vacations to chil- 
Built a Ship” must elaborate on dren without regard to race, creed 
the mechanical specifications. I|or color. 
feel that’s being a little too literal | Radio broadcasts and telecasts 
for modern advertising. Moreover, | nationally are available to adver- 
as is known throughout the adver- | tisers for sponsorship. Information 
tising field, it is not necessary—in | may be obtained by writing: John 


The item will tell how a pretty 


fact, it is almost always impossible 
—to cover every tangent of the 
title or subject matter in a given 
ad. If that were the case, advertis- 
ing would become a repeat-ad busi- 
ness, and there would be no need 
for new advertising campaigns. 
(By the same token, ADVERTISING 
AGE would most certainly cease to 
exist if such were the case!) 

On the contrary, I think that the 
Italian Line (and their advertising 
agency) showed much more crea- 
tiveness than Mr. Creative Man. 

I am surprised that AA showed 
such poor taste in republishing the 
article after the sinking of the 
Andrea Doria. But then again the 
Italian Line’s ads seem to be a pet 
target of AA’s criticisms, since an- 
other of their fine ads was ignor- 
antly criticized in one of your is- 
sues in the spring of 1955. 

If Mr. Creative Man owned a 
ship that had staterooms such as 
the one pictured in the enclosed 
tear sheet, I am sure that he would 
play up the fact of the ship’s 


|Monfrey, General Chairman, The 


National Milk Bowl, 1819 South 
Flores St., San Antonio 4, Tex. 
EuGENE C. WEAFER, 
Executive Director, The Na- 
tional Milk Bowl, Bryan, Tex. 


7 » * 
Calls Farm Report ‘Excellent’ 
To the Editor: I didn’t get 
around to reading AA until last 
night and I spent most of my read- 
ing time on your splendid farm 
market section, Oct. 1 issue. You 


71 
and your staff are to be congratu-| This proves to our distributors, vertising medium. 
lated on doing an excellent job. dealers, cooperating manufacturers E. W. THAYER, 
Lucien M. Brovuiterte, |and certainly, to ourselves, that! President, Oakes Consumer 
Vice-President and Secretary, our catalogs are a productive ad-! Catalogs, Chicago. 
Marsteller, oe Gebhardt 
& Reed Inc., Chicago. | cementite iaaaetaimaatiann ane 
* . 7 ' ee . 
Catalogs Are Productive, IN CANADA: 
E. B. Weiss Told | | 
To the Editor: As publisher of | more than *4rds 
Consumer Catalogs, we were natu- | 4 
rfily quite interested in reading of ali major 3 
the article by E. B. Weiss in the 
Oct. 8 issue of ADVERTISING AcE. | goods and heli’ 
There are “pigs” and “pigs.” I) tg 
would like to have you read the| sold ir Toronto : 
attached, which was written in 3 
July, 1955. are bought by 


The more than 2,500 dealers, who 
distributed catalogs this year, each | 
paid for the catalogs. 

The 65 distributors who com- 
prise our program pay a yearly 
fee to be part of it. 

In 1954 over 5,300,000 toy cata- 
logs were distributed; in 1955 more | 
than 5,700,000; and you will note | 
from the certification attached, in| 
1956, more than 6,400,000. 


readers of the 


TORONTO 


* ie oF 


beauty in his advertising. And if 


I were a prospective customer of | 


his ship, I (as countless others) | 
would gobble it up! 


As for your advertising criti- 
r cisms in general (analyses to you), | 


please get someone who knows a 


little bit about advertising to do | 
the criticizing because, as far as. 
I and several others with whom 
I’ve spoken are concerned, by 
criticizing just for the sake of 
criticizing, you are not making 


fools of the firms you criticize—_ 


but of yourselves. 
ALFRED S. COSTINO, 
Cose Advertising Agency, 
Bronxville, N.Y. 
AA readers reminded us of The 
Creative Man’s “prophetic” ques- 


tion about the Andrea Doria. We 
fail to see any breach of good taste | 


in reporting this fact. 


‘No Can Do’ 

To the Editor: First reaction to. 
the enclosed American Can Co. ad: 
“You can lead a steer to water but 


© an 05 ere pi of eit Cas Corry | 
you can’t make it ham.” 
Also suggested for American 

Can, “No Can Do.” 
JIM BROWN, 

Jackson Heights, N. Y. | 

* - 

| 


Milk Bowl Given 
Boost by ‘Coronet’ 

To the Editor: The December is- 
sue of Coronet magazine, due on 
the newsstands Nov. 20, will carry 
a feature story by famed novelist 
Oren Arnold, “Mighty Mites of the 
Milk Bowl.” 


Thank you... 


for the GOLD AWARD 
presented to WHDH 

for the most outstanding 
Trade Magazines, 

Trade Papers Advertising 
in Black and White 


Awarded at the recent 
Affiliated Advertising Agencies 
Network National Conference, where 
over 600 advertisements from 

all over the United States were 
entered in competition. 


P.S. We win gold awards for listenership, too! 
Because WHDH is a habit in Boston. 


dial 850 
50,000 watts 
Represented Nationally by John Blair & Company 
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With the Power and Economy News of the Year’ 


as unit shipments will reach 3,250,000 


Three Join Canada McCann | Appliance Replacement Sales Will Boom as {i shipments will reach 3,290,000 
| “new” units and 32.3% replace- 


Mrs. J. B. Reynolds, who writes | y Ps 
a nationally syndicated advertising | ; 

‘Markets Reach ‘Saturation,’ Says Hotpoint = new" units ane te Ken wor 
Cuicaco, Oct. 23—Hotpoint Co. is, tioners, food freezers and built-in dicts, unit shipments will be up to 


column, has been appointed crea- | 

tive director of McCann-Erickson, | 

Montreal. At the same time, Lion-| predicting that industry sales of appliances. 3,540,000 and replacement units 
el E. B. Walsh has joined McCann | color tv sets will exceed b&w sales Here are some highlights of the| will for the first time exceed 
as account service manager and| by 1962: By that year, the compa- forecast: |“new” units. The percentage break 
Kenneth A. Monro, formerly in| ny believes, total tv unit sales will | will be 58.7% replacements and 


charge of the advertising sales of- reach 9,800,000, of which 5,200,000 © id ne eres een 41.3% new units, the company be- 
fice of Family Circle in Canada,| will be color units and 4,600,000 
has been named an account exec-| will be b&w. 


utive. | Hotpoint makes this prediction 


|in its annual ten-year forecast on 

Puster Joins ‘Poultryman’ |major appliances. The forecast, 
J. Gregg Puster, formerly gener- just released, covers electric 
al manager of the Georgia Poultry ranges, refrigerators, automatic 
Times,. has been named southern! washers, clothes dryers, combina- 
representative of the Poultryman, tion washer-dryers, water heaters, 
Vineland, N. J. Poultryman recent- automatic dishwashers, food waste 


ly inaugurated a Dixie edition. | disposers, tv receivers, air condi- 


junit shipments this year will 
reach 7,200,000, with only 175,000 
| of them color and the rest b&w. By 
1961 the figures will be 9,200,000 
| units shipped, 5,200,000 of them 
| b&w and 4,000,000 color. By 1966, 
|the company believes, unit ship- 
ments will reach 11,000,000, of 
| which 8,500,000 will be color sets 
| and only 2,500,000 b&w. 


|e Automatic w ashe rs—industry 


alert in the 


But | say it's easy 


and relaxing to remain 


business world 


—_— — 


with Ad Age at home 


every Monday night’, 


T. E. AVERBACH 
Director of Sales for 
Swingline, Inc., Long Island City 


Linsky, believes 


says Ted Averbach 
Sales Director of Swingline, Inc. 


“The dynamic president of our firm, Jack 


that all key personnel 


should be kept actively informed about 


what’s going on in the business and adver- 


Attended Allegheny College 


uated from Pulitzer School of Journalism 


at Columbia University. 


Spent 12 years in marketing and mer- 
chandising at the retail level, followed 
by 3 years in an advertising agency, be- 


coming Sales Director for a 


paper convertor for 7 years, and for the 
last 44% years as Director of Sales for 
the world’s largest producer of office and 
commercial staplers and other stationery 


accessories. 


or tising world in order to remain the leader 


in our field. 


“That’s why AA is sent by our firm to the 
home of each new, key employee. 


“Reading the news, scanning the ads, study- 
ing the feature columns at home on Monday 
evenings enables me to work closely and 
intelligently with our own advertising de- 
partment and agency. AA is a provocative 
publication that keeps alert businessmen 
from becoming obsolete.” 


Pittsburgh 


Take a tip from Mr. Averbach and start reading Ad Age each week in 
the quiet of your home. The benefits are many. Your money back if 
you're not delighted with this quick, easy way to keep posted on 


everything importa 


nt in the field of advertising, selling and marketing. 


Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 

Please begin immediately a year’s (52 issues) 
service of Advertising Age. 


My Name Title 

Nature of Business 

[) Home or 

[) Office Address 

City. Zone State. 


C) Bill firm ¥ 


C) $3.00 enclosed C) Bill me 


| 1,750,000, Hotpoint forecasts, with 
| 71.4% new and 28.6% as replace- | 


lieves. By 1966 unit shipments will 
reach the 3,800,000 mark, 84.4% 
for replacement and 15.6% as new | 
units, the company predicts. 


e Electric Dryers—unit shipments 


replacements. The company be- 
lieves unit shipments will reach 1,- 
883,000 by 1961 and 2,400,000 by 
1966. Even in 1966, however, Hot- 
point believes, new units will still 
account for 51.7% of the units with 
replacement units accounting for 
48.3%. Projected just one year be- 
yond, Hotpoint’s predictions would 
envision the electric dryer market 
as primarily a replacement market 
by 1967. 


e Combination washer-dryers— 
this relatively new industry should 
ship about 133,000 units this year, 
Hotpoint predicts. All of them will 
be new units. By 1961 unit ship- 
ments should be up to 527,000 a 
year with only 11.5% of them re- 
placements, and by 1966 unit ship- 
ments should just break the 1,000,- 
000 mark, the company believes. 
But even then, in ten years, 75% 
of the units shipped will still be in 
the new category and only 25% 
classified as replacements. Assum- 
ing that there will be 57,300,000 


wired homes in 1966, Hotpoint be- 
lieves, this will still represent only | 
9.1% saturation of the market. 


e Dishwashers—a bout 413,000) 
units will be shipped this year, | 
96.8% of them as new units. By 
1961 shipments will reach 1,040,000 | 
units a year, with 85.6% of them) 
sold as new units and 14.4% as re-| 
placements. By 1966 the unit ship-| 
ment figure should be up to about) 


j 


ments. 
| 


e Water heaters—unit shipments 
of 875,000 are the prediction for) 


, six wareinie> equutesinaiaaille 
ones Sees 
will be 1,200,000 this year with === 

91.1% new units and only 8.9%! * 


Od 


FUN CAR—Newspaper ads will carry 

the “Fun test” theme for the new 

Ramblers. Magazines will be used 

also. Geyer Advertising is the 
agency. 


company’s forecast, unit shipments 
will be 1,668,000, of which 60.8% 
will be replacements and only 
39.2% new. This would be a satu- 
ration of 23.8% of the market, the 
forecast shows. 


e Refrigerators—unit shipments of 
3,700,000 are forecast for this year 


with 45.5% mew and 54.5% re- 
placements. By 1961, shipments 


should be up to 4,400,000 units, 
76.1% replacements and 23.9% 
new, while the 1966 unit shipment 
figure should read 5,500,000, with 
80.8% replacements and 19.2% 
new. 


Ad Color Book Published 
“Color in Advertising,” by Ernest 
J. Biggs, has been published in 


|New York by Studio-Crowell and 


by Studio Ltd. in London. The 
book covers the subject from “The 
Nature of Colour” and “The Na- 
ture of Advertising” to discussions 
of color’s use in various types of 
advertising and winds up with a 
section on “Reproduction Processes 
and the Future.” The book in- 
cludes a large number of color 
reproductions. It has 160 pages and 
sells for $10. 


Salesmanship Book Out 
“Salesmanship, Helping Pros- 


this year, with 62.9% of them new | pects Buy,” by C. A. Kirkpatrick, 
and 37.1% as replacements. By) has been published in its second 
1957, replacements will exceed edition by South-Western Publish- 
new units by about 5%, Hotpoint! ing Co., Cincinnati. The book is 
predicts, and by 1961, when unit} designed to be used not only as a 
shipments should be up to 1,300,-| textbook, but as a reference book 
000, replacements will account for| for those in the salesmanship 
57.8%. By 1966, aceording to the field. The price is $5.50. 


We Aint So Big 


Our home-printed, home-edited, color on some 
of the pages, Florida Magazine, isn’t as big as the 
NY Times Magazine, but it has more reader in- 
terest in Central Florido, where we grow oranges, 
than any other similar publication. 


. And national advertisers 


WHY AUNT? use it and like it. See here 
WE SENTIWEL STAR are a few: Prudential Life 
LEACS 4271 IN P&O Steamship Amer. Tel. 
CENTRAL FLORIDA and Tel. Nat. Air Lines 
Col Palmolive State 


had 

of N. Carolina and 300 
other national advertisers. 
These include Garden 
Sprays, Tools, Food. and 
Medicine. 

Florida Magazine is 
LOCAL .. . With a colored 
cover each Sunday, carry- 
ing a dignified cartoon of 


“The Man of the Week.” He is always local — 
that is a Central Florida Figure. 

With this fine Sunday supplement, no wonder our 
Sentinel-Star outsells Tampa, Miami, Jacksonville 
papers 4 to | in our five counties. 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 


National Representatives Burke, Kuipers & Mahoney 
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Construction: Henry B. Jockson 
Suontee Oe eb tinea i 
nance: ja 
Sales: E. 8. Smith Realty Co. 
Supply: Tatum Lumber Co. 


Some men fit products to a house with a saw. Other men fit products 
to a house with designs and specifications . . . cut them to size with 
appraisals and mortgage terms. . . pack in their sales appeals... . 
slip them in place with a ready supply . . . and draw them tight with 
purchase orders. 


These other five men, not the men with saws, are your measure of 
sales today. They are the architects who must specify products, the 
lenders who must finance them at full value in the mortgage, the 
realtors who must sell them as part of the house package, the dealers 
and distributors who must promote and supply them, and the 
builders who must actually order them. At any one of their five 
product “fittings,” your sales can be won or lost — for five of every 
six new homes built this year. 


Your advertising can reach and influence all five of these men in 
one magazine — the building magazine created and edited specifically 
to serve the builders of the most homes, their architects, lenders, 
realtors and suppliers... 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Photograph: Gabriel Benzur 


Bualding products are 


MEASURED Fi 


to fit 
today’s house ! 


1. construction 

2. designs and specification 

3. appraisal and finance 
... Serves all 4. merchandising and sales 

5. supply 
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are you hitting your 
Busy Doctors 


hard enough ? 
often enough ? 


Today’s busiest doctors, constantly 
searching for new, authoritative 
medical truths, voluntarily 

turn to the journal geared to 
today’s medical thinking— 
Postgraduate Medicine 


The clarity and directness of 
approach in presenting the proven, 
significant methods of diagnosis 
and treatment, is the reason 
Postgraduate Medicine 
continues to attract— 
at $10.00 a year—an ever 
increasing number of alert, 
active practitioners— 
your busiest doctors. 
When you use 
Postgraduate Medicine 
you concentrate your message 
on these influential 
practicing physicians— 
your busiest doctors. 


DOR. CHARLES W. MAYO 


Editor-in-Chief 


Reaching Your Susiest Doctors 


30,345%* x: sit ABC 


* Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, subject to audit. 


Logan Goger 
REMINISCENT—John A. Logan, president of the Na- 
tional Assn. of Food Chains, and Curtis H. Gager, 
vp, Coca-Cola Co., get details about oldtime equip- 
ment for Coca-Cola used by groceries in times 
gone by from Lawrence W. Robert of the company’s 


bottler sales development department. The display, 
prepared for the 23rd annual meeting of the NAFC 
in Chicago, features earliest bottles, coolers, car- 
tons and ads and illustrates the growth of both Coke 
and self-service in food stores. 


different is automatically better. 


’ ’ 2 ‘ 
Don't Become a Conformist,’ AA Editor pone dg By mcrmpe eager 
worse; the point is that the non- 


Bernstein Urges Student Advertising Women, |conformist makes up he own 


UrBana, Ixt., Oct. 23—A group tion, mass communication media— | mind in each case, and doesn’t let 
of advertising students meeting and now automation—have already the crowd do his thinking for 
here last week were urged to been pushing us all toward a kind him.” 

avoid “conforming” when they of undistinguished sameness and; Mr. Bernstein concluded by en- 
enter the advertising business. /conformity,” he told the group, | joining the students to avoid the 
The group was the Gamma Al-| “and anything that hastens the |“greatest of all dangers of con- 
pha Chi, an advertising women’s process, or makes it more wide-|formity facing advertising people 
sorority holding its convention at) | spread, is in my opinion something|...the absurd notion that the 
the University of Illinois. The to be deplored. workers in advertising should ap- 
speaker was S. R. Bernstein, editor | | proach their tasks with their 
of ADVERTISING AGE. s “And this is why I want to call | tongues in their cheeks, fortified 
Summing up the growth of the your attention to this problem and | by a substantial dose of cynicism. 
U.S. economy and its potential for urge you not to fall too readily in-| “And sol say to you now, as you 
an even greater and more fantastic | to patterns of conformity. And|stand on the threshold of a blos- 
expansion in the near future, Mr. | again, I suppose I must remind | soming career in the advertising 
Bernstein pointed out to the wom- you that you will be forced to con- | business: If you have the slightest 
en students the important role ad- | form in many respects within the | notion that advertising is a racket, 
vertising will play in America’s next few years, and that not all| that you can’t really take it with 
future. ‘conformity is bad. What I am/complete seriousness, that some- 
|urging you to do is to keep your | how you are a sucker if you really 
= However, he warned that with-| mind open and not to shut it tight-_ | believe in its usefulness and its 
out original ideas, advertising ly to new approaches and new | validity—for heaven’s sake get in- 
would not be able to fulfill its role. | | thoughts, and not to be frightened | to some other business quick.” 
“The very first essential is to ‘if you find yourself disagreeing, 

develop the kind of mental attitude occasionally, with what seems like CBS Appoints Eliasberg 

which has always distinguished the an overpowering majority.” | Jay Eliasberg has been named 
entrepreneur and the pioneer—the He went on to point out that acting director of research for 
people who have scorned conform- conformity “consists just as much CBS Television, New York. He 
ity and convention, and discovered in following the latest fad as it has been assistant research di- 
new paths and new methods, not does in sticking with something rector for the network since May. 
by following in the footsteps of old-fashioned. 

others, but by bringing freshness, | ‘Katz Boosts Alan Hahn 
originality and common sense, and | # “And I particularly want you to| Alan Hahn, formerly chief copy 
a scorn of shibboleths and sacred| beware of becoming an uncon- ‘writer, has been appointed radio- 
cows, to their tasks,” he said. scious conformist, sold on the no- tv copy director of Joseph Katz 
“Mass production, mass distribu- ‘tion that anything that is new or 'Co., New York. 


“Well done,” declares one of America’s giant 
meat packers, saluting the rare salesmanship 
of wx1x, Milwaukee’s prime advertising medium. 
L. Carli, advertising manager of Armour & Co., 


Frozen Meat Division, writes: “Having examined 
our first year’s results in the Milwaukee market, I 
am happy to report we have made great strides. 
Our television schedule on wx1x will be renewed... 
and we sincerely hope the next year will be as 
successful as last.” Why not cut yourself a thick 
slice of the select Milwaukee market with a top- 
grade, low-cost schedule on wx1x? 


CBS Owned - Channel 19 - Milwaukee 
Represented by CBS Television Spot Selex 
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WHAT'S WITH THE STUTZ 
AT J. WALTER THOMPSON? 


Come on, buddy, hoist yourself aboard a 
later model. And you fellows at Grant and 
Earle Ludgin. Anybody in your supersonic 
agencies trying to sell goods with an an- 
tique media line-up? There’s a 1956 way to 
do things. Especially when it comes to 
making things move in the marketer’s 
paradise known as DELAWARE VALLEY, U.S.A. 


The 1956 way puts the red-hot Philadel- 
phia DAILY NEws at the top of your list. 


REPRESENTED BY: REYNOLDS FITZGERALD 


Here’s why: combine the bright new NEws 
with either the Evening Bulletin or Morn- 
ing Inquirer. You get up to 94% coverage 
of the City Zone. You shed costly duplica- 
tion. And you get change. 


A hefty hunk of change that buys you 
schedules, with local impact, in lush cities 
like Wilmington, Delaware and Trenton 
or Camden, N. J. Cities in which no Phila- 
delphia paper begins to match “home 


New York - Chicago - Detroit - Syracuse - Atlanta - Los Angeles - San Francisco - Seattle - Philadelphia 


town” circulation. These you get free, 
when you buy Philadelphia the 1956 way. 
Try it... and “see the bright difference.” 


p.s. Color in the NEws? Of course. And at 
prices that let advertisers make a profit 
on the investment. Pay for only 1,000 lines 
instead of 2,400, still get. full-page power 
and prestige. Alone or in combination, in 
color or black-and-white, you need the 
NEws in Philadelphia. This is 1956! 


PHILADELPHIA DAILY 


NEwSsS 
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‘A Research Dept. Might Lose Obiectivity’ . . . 


Stromberger, LaVene, McKenzie 


Stay Creative Through Agency Setup || 


L.A. Agency's Policy: 
Always Be Overstaffed, 


to Handle New Business 


By Philip Seitz 

Los ANGELES, Oct. 23—Three 
years ago, three men, Ted Strom- 
berger, Norval LaVene, and Don 
McKenzie, resigned as account ex- 
ecutives at West-Marquis Inc., Los 
Angeles, to form their own agency, 
Stromberger, LaVene, McKenzie. 

There was no business on the 
books. In fact there were no books. 
But the trio had ideas they wanted 
to try: A principal one was that 
they hoped to be creative admen, 
offering a. “rounded circle of in- 
tegrated advertising.” 

With this in mind, with no ac- 
counts and no assurance of any, the 
partners hired 15 people. They had 
scraped up all their available as- 
sets and had enough funds to go 
six months without income. If that 
point had been reached, “we'd 
have been broke and in hock for 
life,” Ted Stromberger recalls. 

The 12th person hired was a 
business manager. Working as 
planned, the three partners have 


had little to do with the administra- 
tive end. As owners, they meet just 
once a month with the business 
manager and supervisors. This has 
freed them to be “creative admen,” 
according to plan. 


® The agency’s first account, Ja- 
guar distributors west of the Mis- 
sissippi, came into the shop about 
two months after the agency was 
formed. A couple of months later, 
their biggest account, General Pe- 
troleum Corp., was acquired. Next 
came McCulloch Motors Corp. 
More recently the agency has ac- 
quired General Electric Appliances 
Co. in Southern California, Ply- 
mouth Dealers of Southern Cali- 
fornia, and Bake-Wip. 

Today the agency’s billings, con- 
servatively estimated at $3,250,000, 
place it among the top 12 in South- 
ern California. 

SLM doesn’t have a large num- 
ber of accounts and doesn’t expect 
to. It isn’t looking for just any ac- 
count. 

In fact, says Ted Stromberger, 
president, it is sometimes difficult 
to get media representatives to un- 
derstand how the agency wants to 


Norv LoVene 


operate. From time to time a media 
rep has recommended the agency 
to a prospective client; the agency 
has qualified, then, “regretfully,” 
declined the account. 


® Actually, he says, the agency 
isn’t geared to handling a lot of 
accounts. “We always have had 
more people than we need—at least 
two men in the overhead who have 
no primary duties,” the agency 
head says. “Since SLM is not large 
(45 employes) this represents a 
substantial outlay. 

“But when we do get a new 
client, it is not necessary to get 
new personnel, who must learn the 
agency and the client at the same 
time.” 

One fact the agency is proud of 
is that not one man has left during 


ft 


@e | provided. It does not rule out an 


| 


the course of its three years of op- 
eration. 

“Believing in ‘integrated’ service, 
we have more service—and over- 
head—than a small account can 


use or afford,” Mr. Stromberger |. 


says. This leads to the search for 
clients who can pay for the service 


account which is considered as 
having a potential. 


With this kind of operation, the 


agency cannot break even on a 


| $30,000 to $50,000 account. “Not 


with a three-man media depart- 
ment and a three-man production 
department,” he emphasizes. 


s “Integration,” as practiced by 
SLM, covers “every level of a 
client’s selling effort, from a de- 
sign for a postage meter to helping 
him stage a road race.” The agency 
has marketing personnel for as- 
sistance and advising clients on 
distribution problems. It has a 
public relations department, but is 
not seeking pr business. The agen- 
cy does handle public relations for 
its biggest client, General Petro- 
leum Corp., via field representa- 
tives quartered at the company’s 
branch offices. 

There is no research department, 
because it is felt an agency re- 
search department tends to be par- 
tial, or to lose objectivity, Mr. 
Stromberger explains. Research of 
all types is used, but it is pur- 
chased outside. 

Creative consultants are _ re- 


Don McKenzie 


tained, so that the agency’s crea- 
tive staff members can check their 
thinking against that of the con- 
sultants. 

“It is possible to know a client 
too well,” Ted Stromberger feels. 
On the other hand, consultants are 
not hindered by do’s or don’ts. It’s 
easier to pull consultants back 
from ideas that are too far into the 
blue, than to push people into 
ideas, he says. 


s When pitching for an account, 
the creative function and the abil- 
ity of the people in the agency are 
stressed. Since advertising is a 
personal service business, SLM 
names the account supervisor and 
account executive they will put on 


an account and tells what they 
(Continued on Page 80) 


‘Inside Adman’s Office’ Pictures Prove Practitioners Are Fairly Human 


Los ANGELES, Oct. 23—The ac- 
companying “inside documentary” 
photographs were made to refute 
an all-too-common feeling that ad 
plans represent “ivory tower” 
thinking. The candid series was 


BUSY, BUSY, BUSY—Frank C. Meunier, ad manager of General Petroleum Corp., starts 
his day as usual. Alice Jewell (left) begins routine duties, and Mildred McKibbin 
is off to a blazing start. At center, Ted Stromberger, account executive, Stromberg- 


NEW BLOOD AROUND HERE—The presentation didn’t go too well; so the agency spriags 
its ace in the hole—a new copy chief. “This is different,” cries Mr. Meunier, in 


used on slides as part of the pro-|tising manager of General Petrole-| McKenzie, and an unnamed gen- 
um, as he is interrupted in his|tleman referred to simply as “new |leum’s southern division sales pro- 


gram in General Petroleum Corp. 
dealers’ meetings held throughout 
the West. 

The photos depict a day in the 
life of Frank C. Meunier, adver- 


regular duties to consider proposed 
advertising programs presented in 
turn by Ted Stromberger, account 
executive, Stromberger, LaVene, 


copy chief.” 

The “new copy chief” obviously 
is a successful secret weapon; his 
campaign proposal rings the bell. 


Dick McEntyre, General Petro- 


motion manager, planned the doc- 
umentary series as a means of 
increasing dealers’ understanding 
‘of the world of advertising. 


er, LaVene, McKenzie, presents a new campaign to Mr. Meunier. Or rather, hope- 
fully, he submits some “tentative, off-the-top-of-our-head suggestions.” At the 
right, Mr. Meunier suggests to Mr. Stromberger that more creativeness is in order. 


scene at center, as the agency’s hidden weapon proves his mettle. At last, at right, things 
are back to normal. With problems solved, Mr. Meunier returns to familiar tasks. 
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HOUSTON 


in city zone population standings : 
of daily newspaper cities... | 


---as listed in 
Standard Rate 
& Data Service 


600,000 to 1,000,000 
(22 cities) 


Cincinnati, Ohio ...... 883,576 
Milwaukee, Wis. ...... 866,960 
Minneapolis, Minn. .... 804,883 
San Francisco, Calif.... 790,548 
Buffalo, N.Y. ........ 755,948 
Kansas City, Mo. ...... 750,328 
Houston, Tex. ....... 730,465 
Seattle, Wash. 721,000 
New Orleans, La. ..... 720,074 
Denver, Colo. 6,103 
Nassau Co., Long Island 672,765 
Atlanta, MS onus +67 1,646 
Rs Bg ois aa ware 632,637 
Oakland, Calif. ....... 620,963 
SS ON Eee .470 
Louisville, Ky. ........ 2,511 
Jersey City, N.J....... 591,822 
Birmingham, Ala. ..... 4566,423 
Indianapolis, Ind. ..... 551,777 
San Diego, Calif. ...... +519, 498 
Providence, R.I. ...... 4513,275 
Columbus, Ohio . $502,690 


it's File 13 for those old Houston 1950 
population figures. Current population estimate for 
Houston A.B.C. city zone is now 924,318!* Almost 
200,000 more people than in 1950. With this 
26.5% population increase in the Houston city 
zone, one shining truth becomes apparent — 
You Can’t Cover Houston WitHout THE Post. 


"~ THE HOUSTON POST 


REPRESENT EO NATIONALLY 


now FIRST | 


—_— eee eee ee eee 


500,000 to 1,000,000 
(22 cities) 
Houston, Tex. ' $924,318 
Cincinnati, Ohio ... 883,576 
Milwaukee, Wis... 866,960 
Minneapolis, Minn. . 804,883 
San Francisco, Calif. . Ee Se 790,548 
Buffalo,N. Y......... 755,948 “i 
Kansas City, Mo. ... 750,328 ee 
Seattle, Wash. ......... +721,000 ot 
New Orleans, La... .... a +720,074 a 
Degver, Colo. ....... ae +686, 103 ; 
Nassau County, Long Island - 672,765 J 
Aiea Gti s > $671,646 
Miami, Fla............ . 632,637 
Oakland, Calif........... 620,963 
Dem, toe ss ar +609,470 
Louisville, Ky. . . f- +602,511 
Pe a 591,822 
Birmingham, Ala.............. +566,423 
Indianapolis, Ind................ ; 
San Diego, Calif......... epee re 
Providence, R.I. . ‘ 
Columbus, Ohio ........ SS 
The Houston Post has done the best job of ; 
keeping apace with Houston’s rapid population 
growth. It has the largest circulation gain, 1950-56. 
Get the new facts on Houston, where the trend to it 
The Post grows and grows. See your Post salesman 
or your Moloney, Regan & Schmitt representative. 
"poesis anti ee ee inorease is 
ABC " Publisher's statement for $i er 1956. i 


TO COVER THE Z 
HOUSTON MARKET 


BY MOLONEY, REGAN & SCHMITT 
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Boston Agency Moves 

John M. Lord Co., Boston, has 
moved to new offices at 171 New- 
bury St. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


? 
Est. 1888 


PRESS CLIPPING 
Te 
BA? 5371 BUREAU 


165 Church Street, New York 7, N. Y¥ 


Garish Balloons 
and Signs Mark 
Japanese Ads 


By Richard Goben 


Tokyo, Oct. 25—Japan’s delega- 
tion to the 1956 summer Olympics 
at Melbourne next month will be 
greeted by a strange type of kan- 
garoo—a giant, gas-filled creature 
over 40 feet high bearing the 
legend “Aspro Welcomes You.” 

The animal is an advertising 
balloon, built in Japan for the 
Nicholas Proprietary Co. Ltd., of 


... there’s really BIG NEWS 
in Baltimore radio! 


. .. it’s welcome news to advertisers 


now on WCBM. 


. . . it’s important news to all advertisers 
planning a radio schedule in the 
burgeoning Baltimore market! 


. . . now, with programming from the 
Columbia Broadcasting System, 
WCBM is an even better “buy” 


in Baltimore! 


... the latest surveys* prove our 
point. Get the facts today . . . direct 
or from our representatives! 


*Ist or 2nd in 146 out of 212 14-hour 
rating periods Ist—104 times, 2nd— 


42 times 


e. 


5 


» CBS RADIO AFFILIATE 
10,000 WATTS ON 680 K. C. 
BALTIMORE 13, MD. 


Exclusive National Representatives 


THE BOLLING COMPANY, INC. 


Australia, maker of “Aspro,” a 
cold and influenza remedy widely 
known in Japan. The balloon will 


float high over the Nicholas build- | 


ing in Melbourne. 
Most of the Olympic athletes 
probably will find the bulky kan- 


garoo advertisement a bit startling, | 
but to the Japanese it will be only | 


an amusing reminder of some of 
the more elaborate creations that 
have drifted over the skylines of 
their nation’s cities in recent years. 


® Advertising balloons have been 
used in Japan since shortly after 
the start of the century. The first 
creations were pretty drab affairs, 
with simple messages on ordinary 
balloons. But once the Japanese 
mastered the techniques of produc- 
tion, they came up with some eye- 
catching attractions. 


Soichiro Yamata was the man : 


who really revolutionized the ad- 
vertising balloon business. In 1925, 
he came up with a giant inflated 
rubber whale that was Tokyo’s 
first aerial “spectacular.” The 
whale proved immensely popular, 
and Yamata followed with bottles 
of all shapes and sizes for sake and 
whisky brands; a 12-foot tooth- 
paste tube and a huge banana. 

Other companies tried their own 
ideas, and airborne penguins, lions, 
dogs and sewing machines were 
common sights in most major Jap- 
anese cities by the start of World 
War II. 


® The advertising balloons were 
prohibited during the war, and 
American occupation officials 
banned them during the years im- 
mediately following. But when the 
ban was lifted in 1952, the adver- 
tising balloon industry really came 
into its own. 

Mr. Yamata turned out items 
ranging from a plump Santa Claus 
and a cuddly teddy bear to a mon- 
ster gorilla advertising the motion 
picture “King Kong.” One really 
tough job was a panel truck, 26 
feet long, that was built for a 
Tokyo motor company. The edges 
of the hood and frame were set at 
right angles, and had to be held 
in place by specially constructed 
rubber tubes. 

Another company devised a 50- 
foot “flying dinosaur” for a Japan- 
ese movie company that wanted to 
boost its film about a creature that 
rose from the middle of Tokyo Bay 
and rumbled through the city de- 
stroying buildings. 


® As might be expected, the bal- 
loons have caused confusion and 
near accidents from time to time. 


Advertising Age, October 29, 1956 


claims he has perfected a special 
projector which uses a 100,000 kw 
|are light to beam slides on low- 


Pes | hanging clouds. Mr. Sakurai has 


worked on the device for a year 


SH) \and a half and says the research 


AIRBORNE AD—Japanese advertisers 

rely heavily on grotesque balloons 

like this floating above the city to 
promote their wares. 


Crew members of a U.S. Air Force 
B-29 had a wild moment. when 
their plane, coming in for a land- 
ing, almost brushed a flying horse. 
It wasn’t until they landed that 
the airmen realized the horse was 
simply a balloon ripped loose from 
its mooring over a Tokyo depart- 
ment store. 

There are about 30 balloon com- 
panies operating in Tokyo alone at 
the present time, and the business 
is highly competitive. All have had 
orders for weird, highly complex 
displays, and almost all the orders 
have been filled. 

One that wasn’t came from a 
Tokyo night club. The manage- 
ment wanted a balloon shaped like 
a striptease artist—minus costume. 


‘The balloon firm regretfully 


turned down the order. 


= At least one good reason for the 
success of advertising balloons in 
Japan is their low cost. An adver- 
tiser may rent a gigantic, splen- 
didly constructed and imaginative 
balloon for about $28 a day. And 
the elaborate truck made by Mr. 
Yamata’s studio and sold outright 
to the motor company cost only 
$290. 

A far more difficult and scien- 
tific plan for aerial advertising 
may partially, at least, replace the 
balloons before long. Takemaro 
Sakurai recently flashed an ex- 
perimental ad for the Morinaga 
Confectionery Co. into the night 
sky over Tokyo. Mr. Sakurai, a 
professor at Tohoku University, 


cost was about $14,000. 

This emphasis on the air doesn’t 
mean that the Japanese neglect 
more routine forms of advertising. 
The humble sandwich man in the 
U.S. would scarcely recognize his 
Oriental counterpart. In Japan, 
sign carriers frequently are more 
vivid displays than their signs. 
They don rouge, rubber masks, 
brilliantly colored suits and ani- 
mals’ heads. A Charlie Chaplin 
get-up is a prime favorite, and it’s 


-inot unusual to see four or five 


Charlies in a five-block stroll along 


-|Tokyo’s Ginza (gaudy thorough- 


fare). 


® More ambitious advertisers can 
hire a complete marching band 
made up of eight to 10 bizarre 
looking musicians, dancers and 
sign carriers frequently are more 
be hired for as little as $10 for a 
two-hour parade through a shop- 
ping district. 

New businesses announce their 
openings by stationing six to nine- 
foot stands of flowers before their 
doors: The opening of a plush night 
club or a simple sidewalk food 
store will feature the same type of 
flower displays. 

But flair and _ inventiveness 
seem to be limited to traditional 
Nipponese advertising. The Japan- 
ese have lagged sadly in adapting 
Western methods. Newspaper and 
direct mail advertising technics are 
generally crude and amateurish 
compared with American exam- 
ples. Companies organized prima- 
rily to handle advertising were all 
but unknown until the last few 
years. Good ads in Japanese news- 
papers as often as not turn out to 
be direct copies of displays that 
have appeared in the U.S., Britain 
or Germany. 


s Lately, however, the largest 
Japanese firms have encouraged 
the development of newspaper, 
magazine and direct mail adver- 
tising, and the industry is on the 
threshold of what appears to be 
a period of great expansion. 

As one example, Japan’s largest 
newspaper, the Mainichi Shimbun, 
now sponsors regular contests in 
advertising. The newspaper, in 
cooperation with the government 
and 24 leading industrial firms, 
conducts the contest and awards 
prizes for the best examples of 
commercial design in direct mail 
and newspaper advertisements. 


is the key 


to national advertising in gravure 


The secret of fine reproduction for national advertising is, first of all, 
experience in the basic steps and requirements. At C M & H we have been 
producing fine color photoengravings for national advertisers and agencies 

for a quarter century. This experience taught us that the only way 
to match the reproductive quality of fine letterpress in gravure would be 
to specialize in making and proving positives for national 


advertising reproduction. 


This policy is now making C M & H a preferred source 
for gravure positives among advertisers and agencies who know 
from experience the quality of our reproduction both in proof 


and in the publication. 


When you think of gravure for national advertising, think of C M & H. * 


* 


COLLINS, MILLER &2 HUTCHINGS, INC. 


333 WEST LAKE STREET AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 
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LOOK is growing faster today than ever before 


No other major magazine 


can match LOOK’s record 
of consistent growth 


1946 biggest 9 months in LOOK history 
1947 biggest 9 months in LOOK history 
1948 biggest 9 months in LOOK history 
1949 biggest 9 months in LOOK history 
1950 biggest 9 months:in LOOK history 
1951 biggest 9 months in LOOK history 
1952 biggest 9 months in LOOK history 
1953 biggest 9 months in LOOK history 
1954 biggest 9 months in LOOK history 
1955 biggest 9 months in LOOK history 
1956 biggest 9 months in LOOK history 


Circulation 


Ad Revenue 


2,314,927 
2,997,213 
2,905,897 
3,060,257 
3,178,343 
3,238,450 
3,284,065 
3,901,028 
3,876,681 
4 062,994 
4,183,000" 


$4,311,000 

5,979,000 

8,183,000 
10,680,000 
12,262,000 
14,353,000 
14,472,000 
15,453,000 
17,435,000 
19,676,000 
23,194,000 


*Publisher'’s Estimate 


Throughout the dynamic postwar period, only one major 
magazine has grown consistently year after year—every 
year—in circulation and ad revenue. That magazine is LOOK. 


Today LOOK is growing faster than ever before. In the first 
nine months of 1956, compared with the same period last 
year, LOOK recorded the largest year-to-year revenue in- 
crease in its history. Circulation hit an all-time high. And 
LOOK registered the biggest percentage increase in both 
advertising pages and revenue in the major weekly field. 


In publishing as in every business, “success is a journey, not 


a destination.” Growth is essential. That’s why more and 
more advertisers are hitching the great growth power of 
LOOK to their sales teams—and are getting results. As you 
plan your company’s advertising strategy for 1957, and for 
the years ahead, consider LOOK’s record of continuing 
growth—a record unmatched by any other major magazine. 


OOK 


story of 
people 


the exciting 
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Siromberger, LaVene, McKenzie 
Stays Creative Through Agency Setup 


(Continued from Page 76) 
have done. Taking the “integrated” 
approach, sales management as- 
sistance is emphasized, because the 
agency believes it is essential in 
getting the most out of advertising. 

One of the important factors in 
freeing creative personnel from 
administrative detail has been ad- 
herence to an agency procedures 
manual of several hundred pages, 
which covers every phase of agen- 
cy operation and the duty of every 
position in the agency. 

Such a manual improves effi- 
ciency of all employes, speeds the 
indoctrination of new employes 
and results in a minimum amount 
of supervision, says Mr. Strom- 
berger. 

This indoctrination is important, 
for no procedural mistakes are al- 
lowed at SLM. If an order to the 
traffic department is incorrect, for 
example, it will not be processed, 
even if a deadline is missed. Such 
a policy, Ted Stromberger says, 


Ted Stromberger 


tends to “keep people on the 
track.” 


@ Having developed an organiza- 
tion that minimizes administrative 
demands and frees its principals 
for creative work, Messrs. Strom- 
berger, LaVene and McKenzie 
think they can handle any account 
of any size. “An advertising agen- 
cy’s product is ideas. All the 
branch offices and service in the 
world can’t bail out one tired com- 
mercial or one grey ad,” says Mr. 
Stromberger. 

Looking at the advertising scene 
in Los Angeles, he feels that as ad- 
vertising matures, there is an in- 
creasing need for copywriters. This 
need is especially acute in Los An- 

_geles, he says, because until re- 
cently it was not necessary to 
produce good advertising. 

That picture has changed, be- 
cause industry generally is matur- 
ing here, and the establishment of 
branch offices by national agencies 
has raised standards. One result is 
there will be fewer agencies in the 


competitive period ahead, Ted 
Stromberger believes. This will 
take place through mergers and 
absorption of local agencies. 


s SLM principals are optimistic 
about the future, because they feel 
they have succeeded in their objec- 
tive of being creative admen, un- 
burdened by administrative detail. 
Their concept of integrated adver- 
tising has paid off, they believe, by 
making money for their clients. 


e Ted Stromberger joined the ad- 
vertising department of Union Oil 
Co. after his graduation from the 
University of Southern California. 
He started as editor of a company 
publication and worked his way up 
to head Union’s ad department. He 
left Union to join West-Marquis as 
senior vp of West-Marquis. 


e Norv LaVene was graduated 


from University of California at 
Los Angeles. After Navy service in 
World War II, he joined Hixson & 
Jorgensen, Los Angeles, as a pub- 
licity and advertising account ex- 
ecutive. He joined West-Marquis 
in 1946 and was an account execu- 
tive there until SLM was formed 
in 1953. 


e After graduating from Univer- 
sity of Michigan, Don McKenzie 
went to New York, where he was a 
copywriter for G. M. Basford. He 
left there to join General Electric, 
a Basford client. After several 
years with OPA he became adver- 
tising manager for Joshua Hendy, 
San Francisco, in 1943. He left to 
join West-Marquis in 1945, where 
he remained until 1953. 


University Books Publishes 
‘Selling Color to People’ 
“Selling Color to People,” by 
Faber Birren, is a new book about 
the commercial uses of color in 
reaching, influencing and selling 
the American public. It has chap- 
ters devoted to American markets 


| Barnes Joins Charles Bowes 


and the American public, to color | 
styling in volume products and/ 


high fashion ones. It gives the} 4 
principles of color research sup-| @ 


ported by illustrated examples of 


successful practices followed by| Ds 


i 


leading companies. 


Also included is a chapter on) a Me 
color television—not the complexi-| 7 


ties of the process, but its human) 
side. There is data on color appeal, | 
visual illusions, recommended} 
brightness ratios, the control of| 
color in commercial presentations | 
and the practical limitations and! 
possibilities of the medium. “Sell- 
ing Color” has 224 pages, is pub- 
lished by University Books, 404 
Fourth Ave., New York, and sells 
for $7.50. 


Brady Adds Green Bay Food 
The Brady Co., Appleton, Wis., 
has been appointed to handle ad- 
vertising for Green Bay Food Co., 
Green Bay, Wis., pickle packer. 


Robert Lee Barnes, formerly 


copy chief of Dan Ebberts Adver- 
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HAYDON ROSS, formerly fashion pro- 
motion director of Travis Fabrics, 
Waldes Kohinoor Inc. and Monsan- 
to Chemical Co., has joined Alamac 
Knitting Mills, New York, as ad- 
vertising and fashion director, suc- 
ceeding Mrs. Lee Silver Sokolov, 
who is retiring. 


tising, has joined the copy staff of 
Charles Bowes Advertising, Los 
Angeles. 


Totel Spekame Market 
Effective Income: 
Retail Sales: 
Families: 336,300  (Population:; 1,084,600) 


Chronicle reach 3 out of 10 families. 


$1,800,456,000 
$1,313,678,000 


Retail Trading Zone‘ 
Effective Income: $1,108,219,000 
Retail Sales: $ 773,391,000 
Families: 193,600 (Population: 628,100) 
The and Spokane Daily 
Chronicle reach 8 out of 10 families. 


If you’re measuring markets 
by metropolitan afeas, 
better go cautiously 

when you come to Spokane. 


Measuring this big market 
in terms of metropolitan data 
is like fitting diapers 
on the Aga Khan. It 
just can’t be done. 


the isolated 
is one of the 


Why? Because 
Spokane region 
West’s largest 


natural marketing areas 


iy 


--an integrated 
trade entity 
the size of New England 


... but in the very heart of the 
Pacific Northwest 


Walled in on all sides 
by giant mountain ranges... 
and separated from surrounding 


markets by great 


F distances ... it conforms 2% jah, >. 
Test and ideally to the logic xt ge 
know the of geography and 
Pittsburgh Metropoliten Spokane distribution patterns. 
market . .. ery dg peat h li 
a eee Rema * Wcuhscn: enttoms More than a metropolitan area, 
Pittsburgh families available for: The Spoheanew-Review and Spohewe Daily this vast market is composed of 
meager ee ema gum res © fone hundreds of prosperous 
© Opinion Surveys cities and towns and 
Market Survey Bureau Secbiiin enatiaids tts, teen Seles Menegueas, 1956 rich farm communities. 
Cireviation: ABC Audit Report, March 31, 1956 
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P&G Names Giroux, Short 
Procter & Gamble Productions, 
Cincinnati, has named G. R. Gi- 
roux and R. E. Short associate 
managers of programming, effec- 
tive Nov. 1. Mr. Giroux has been 
with P&G since 1952 as West Coast 
program supervisor and will con- 
tinue to be located in Hollywood. 
Mr. Short joined the company in 
1949 as a radio-tv supervisor and 
will continue in Cincinnati. Both 
work with Gail Smith, P&G asso- 
ciate manager of the advertising 
production division, who heads the 
soap company’s over-all tv opera- 
tion, and Mr. Smith will assume 
direct management of P&G pro- 
gramming activities for a time. 


Poorman, Butler Adds One 

Poorman, Butler & Associates, 
Muncie, Ind., has been appointed to 
handle advertising and sales pro- 
motion for Utility Truck, Union 
City, Ind., manufacturer of for- 
ward-control, package delivery 
bodies for Chevrolet, Dodge, Ford 
and General Motors chaszis. 


Bilingual Ads Help 
Total Oil Co. Enter 
African Market 


JOHANNESBURG, Oct. 23—When 
Total Oil Co. decided to go into 
South Africa, it found a market 
sewn up tight by the oil giants. 
These included Shell, Vacuum, 
Caltex and Atlantic. 

Total picked Grant Advertising 
(Pty.) Ltd. of Johnannesburg to 
work up its introductory campaign 
after having interviewed six agen- 
cies invited to make presentations. 

Grant’s first recommendation 
was to bring the service station 
dealers into the picture. Dealer 
publicity is rare in South Africa. 
The result was a strong dealer pub- 
licity campaign, separate from the 
main ad promotion. 

Outlets for Total Oil began to 
open up; Total moved strongly in- 
to South Africa’s important urban 
market. 


® Grant designed oil containers, 


service stations—a “luboil bar.” 

Concurrently with the produc- 
tion of consumer, dealer and trade 
campaigns—which included pro- 
duction of a 180’ full-color film— 
Grant equipped Total with all the 
printed matter needed by an oil 
company and had, at one stage, 77 
separate sales promotion aids in 
production. 

These aids included lubrication 
charts, work tickets, point of pur- 
chase material, dealer and con- 
sumer handouts, instruction data, 
calendars, Christmas cards, press 
release folders, legal notice signs, 
letterheads—everything right down 
to door-jamb stickers that remind 
motorists when they need another 
Total oil and grease job. 


s The door-jamb stickers are an 
example of how attention to detail 
can pay off in sales. In bilingual 
South Africa, where over 60% of 
the population speaks Afrikaan, 
no previous case was known where 
the vital little sales reminder, the 


service station stationery, pennants |door-jamb sticker, was produced 
and something new to the Union’s| in Afrikaans as well as English. 


Also, realizing that revolutions 
start from the top and that break- 
ing the tightly tied-up petrol and 
oil market meant a revolution in 
the habits of South African mo- 
torists, Grant recommended in- 
fluencing men in the highest eche- 
lons of South African life. For this 
purpose a special brochure was 
produced in two languages and 
three colors aimed solely at in- 
fluential, opinion-molding men. 


s When Total decided to tackle 
the South African market it 
planned to establish a beachhead 
in two territories—the English and 
Afrikaans speaking Union of South 
Africa and the separately admin- 
istered English-speaking Rhode- 
sias. The two territories are close 
neighbors but their marketing 
problems vary in important partic- 
ulars, apart from language. From 
the beginning, however, Grant 
planned a two-territory, two-lan- 
guage campaign. 

The success of the campaign is 
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Phil Smith 


— popular Praprreter of 
New Observatory Gorage 


proudly announces 


NEW OBSERVATORY 
GARAGE ic 4 yaa ST., 


now gives you 


TOTAL 


PERFORMANCE 
FOR YOUR CAR! 


Fram teday New Otmervacery Garage preadhy Ggter: tte 
wert femmes vy mee! Geecimetntning 816 TkL Norse Sensor, 
oe red Renee te Ge Bee crete. 


TOTAL MOTOR ons Tt tetagl RN mom ta 
ep (ener ail dren and refill) BW FORA mmr A! 
TOTAL PETROL 6 op brome me Pmemms ome 
JoTAL peiral pumps for sonal pertier 

TOTAL SERVICE byes «nem bem onto of 


own ervee sonal warvue fox your cor’ 


U.S. per capita average)... and 


are well over a billion (8% above the U. S. 


per capita average!) 


Population is over a million... income 
is close to two billion 


(4G above the 


FF §6sales 


Measured by any market index you choose, 


area. 


For not only do Spokane’s two big daily newspapers 


And you sell it all, when 


you sell Spokane! 


it’s four times as big as it’s metropolitan 


--The Spokesman-Review and Spokane Daily Chronicle -- 
furnish complete coverage of metropolitan 
Spokane, they blanket the entire Spokane 


Market, too. 


Throughout one of the largest areas served by 
any daily newspaper in the country, these two 


— 


wea DI) To cover the vast Spokane Market, aa 

i | delivery trucks of The Spokesman- - 
Review and Spokane Daily Chronicle Py 

: | travel a distance equal to three times & 

* “around the world every week. e 


Advertising Representatives: Cresmer & Woodward, Inc. 


big newspapers enter one out of 
every two households! 


More than 2400 carrier-salesmen in 
© hundreds of cities and towns through- 


out the Spokane Market provide 9 out 
of 10 subscribers with home delivery 


service. 


Visk New Observatory Garage today for 
TOTAL POWER ... TOTAL PROTECTION ... TOTAL SERVICE 
TOTAL PERFORMANCE FOR YOUR CAR! 


PROPRIETARY—Phil Smith was one of 

many service station dealers fea- 

tured in Total Oil’s South African 
promotion. 


reflected in the latest report from 
Total Oil; gas and oil sales are up 
to 600%, an average of 150% in 
gallonage. 


Applestein Adds Two 
Applestein, Levinstein & Gol- 
nick, Baltimore, has been appoint- 
ed to handle advertisizg for Mt. 
Zion Kosher Wines, Baltimore. Jo- 
seph Katz Co. is the former agen- 
cy. The agency has also been 
named to handle advertising for 
National Health Aids, Baltimore. 


Chicago PR Companies Merge 
Robert. S. Taplinger & Associ- 
ates and Carl Ruff Associates, 
both Chicago pr companies, have 
merged to form Taplinger-Ruff 
Associates. Mr. Ruff has been ap- 
pointed president of the new com- 
pany and Mr. Taplinger is a di- 
rector. 3 


33,846, 


id TOTAL an D 
AND UNPAID DISTRIBUTION 


Exclusively a monthly 
magazine, Proceedings of 
the IRE is published by and 
for radio-electronics engi- 
neers who are educated to 
specify and buy products and 
services for this highly tech- 
nical industry. Every year 
each IRE member makes the 
$15.00 decision —93.86% re- 
new their membership and 
4 its major service, 12 time- 

and often history making — 
issues of Proceedings which 


keep him completely up-to- e 


date on the newest radio- 
electronics developments. If 
you want to SELL the radio- 
electronics industry, you've 
got to TELL the radio engi- 


neer! The — 
Institute of 
Radio 
@ Engineers 
Proceedings of; the 
Re 


Advertising Dept. 
1475 Broadway, New York 36, N.Y. 


ne 


Ce ec ee eae ec eos 5 a ee oa 3 in oe Pee ee ee ean eo a “e i bs 
2 Sa a eee ae j Gop AR dio ec commenyar Meee Re ae Geers gk: ee Si pag 1 ae 
- > : ree op 
eu 
; 
A : 
\ - . 
| 2 : 
a s 
; \) § 
—_— = F 
Be - 
a ; 
ee | ee _ ee : 
Tl ———————— ———————————————————————————————————————————————————————— ————————————— ——————— 7 - 
—- a) a ®, tiated 53 
[—fiewe i] { a 
ny As 
fae Set Se = 3 SS . tes Ne fate ee a ‘ Fe : == y y i 
= ae ne er rs aie he a Wek. ° Rites FL 
ae ee ae: RR ee i me ae 
a> aaa Ms eth oe: Bi = a: a a eo: ee ae aac ere” i Te.) ae! eo: cee ee . [ : 
a * po 2 oe i ee Soe ee ie “Oh gel % 
ag ye 0 0 tl pe : 
a + - va @ | te Se i iy Mee s el bhai at 
ag ‘ ; § - ee  ¢ meses = a ie. 3 
er : * on ; 4 : : ie ; of : 
7 F . é Fe : 
me: : ee ; : " jen : a : 
. 5 , re em — _ oA. ne : a 
cal . : 
Sts a , 
{PS ; 
(a) = a a 
| _  ti“‘CO’*C!COCOCSC(‘“‘#YS:CW@“Q an ; 
SALE i 
es es | 
—=-—--s : 
' 
ve 
rr 
a =: < 
° 3 | ~ ; 
plier ET 
; 
ee _ ‘ 
= ae ee : 
ae ; ee ie he 
SB THE SPOKESMAN-REVIEW £=3 ce : 
a ye ‘ pe oe ‘ > rei the Inland Empire 4 4 
SPOKANE Daity CHR ae. te E 
a = 4 LE oo Atha 
Fo) a a ‘s E Seon : acetals : Oeee 7 th oe : 
| AIVWANSS : 
- 
. t we. te 
7 . 
Sunday Spokesman-Review carries Metro Sunday Comics and This Week magazine. ee 
' c 
’ ? Ms 
Lote nie ee as ; A ; : i ; ‘ "4 % at oe 2 ties 
See: ee ee ee _ aoe Te eee 7 ee SS es ee “2 
ae Pe eee a ee 060Ull UC ee ee 


Filosa Magazines 
Aim at Youth Market 


New York, Oct. 23—Three 
young men in their 20s have 
formed a publishing company to 
bring out magazines of interest to 
teen-agers and college students. 

Filosa Publications is headed by 
25-year-old Gary Fairmont Filosa, 
president and publisher and a for- 
mer editorial staff member of Es- 
quire. Michael Ziegler, also 25, is 
vp and advertising director. He 
formerly was an account executive 
at Fuller & Smith & Ross. Barry E. 
Cummings, 22, previously an ex- 
ecutive assistant with a group of 
independent New England newspa- 
pers, is exec vp and treasurer. 

Filosa Publications plans to pub- 
lish a group of monthly magazines. 
Teen Age Review, a 50¢ monthly, : 
and Rock & Roll Roundup, a 25¢ ; x 
monthly, are offering a circulation a 
guarantee of 250,000. A group of 
one-shots, in music, sports, etc., Bingham = Buckley 
also is planned, as well as a 50¢| nice wORK—This trio traveled to Florida to act as judges for the re- 
monthly called Campus, tdbe pub-| cent fourth annual art show at the Art Directors Club of Greater 
lished next fall for college men| wigmi, They are Jim Bingham, illustrator; Bill Buckley, art direc- 
oy Memerprone ted at 527 Lexi tor of Benton & Bowles and president of the New York Art Direc- 
ton sm ” _ 3 ‘onal tors Club, and Dwight W. Ziegelasch, vp, Walker Saussy Advertis- 

E ing, New Orleans. 


Modern TV Reorganizes 


**People in this area read and rely on advertising 
in the Roanoke newspapers. More than ever be- 
fore, food retailers are depending on manvufac- 
turers to pre-sell their products. The position of the 
Roancke newspapers in Western Virginia has 
never been more important to advertisers than it 
is today.” 


The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 
> » papers have significant cover- 
age in this key market of 
Western Virginia. 
Write for details to: 


SAWYER, FERGUSON, WALKER COMPANY 
National Representatives 


THE ROANOKE TIMES 


‘THE ROANOKE WORLD-NEWS 


Modern TV, which formerly 
functioned as a division of Mod- 


will henceforth be operated as a, pecially for the Latin taste,” by 


ROANOKE, VIRGINIA 


ern Talking Picture Service, has 
separated from that company and 


separate corporation under the Albert Ehlers Inc. La Prensa and 
new name, Modern Tele-service, El Diario will be used, and there 
at 219 E. 44th St., New York. The! will be 90 radio spots a week over 


company relieves advertisers and; WHOM, WWRL and WBNX. 
agencies of all the details involved Theme of the campaign is “Nada, 
in the shipment of tv commercial | nada como Cafe Caribe.” (Nothing, 
and program films to stations. J. R.| nothing like Cafe Caribe.) 
Ritenour, vp and general man- | 

ager under the former setup, be- | ‘Business Week’ Names Boomer 
comes president of Modern Tele-| John F. Boomer, for the past two 
service. |years assistant promotion man- 


|ager of Business Week, has been 
California Edison Sets Push 


‘appointed midwestern district 
Southern California Edison Co. | manager of the publication, with 
ae plans “an intensive” 15-month ad-| headquarters in Chicago. He re- 
e vertising and promotion campaign | places Arthur Carwardine, who is 
using virtually all media and de-| retiring after 17 years with the 
voted chiefly to electric ranges and | paper. 


dryers. The company is tying in| 


He’s YOUR best salesman in the Tar Heel 
State—WTVD—the No. 1 station for the 
Durham-Raleigh Market. 


How good a salesman is he? Why, every 
day he calls on over 70%, of all the homes 
in the Durham-Raleigh market—more 
than any other station. No other SINGLE 
medium in the market can offer you such 
dominant coverage. 


love him. Every rating taken in the mar- 
ket continually proves this fact—WTVD 
leads all other stations in the Durham- 
Raleigh market in three out of every four 
quarter hours—both Class A and B time. 


So if you're buying Durham-Raleigh— 
and who can overlook a market with 
$2.1 BILLION in buying power—call on 
the Man with the Black Tar Heels. Your 


its campaign with the “Live Bet- 


ter . . . Electrically” slogan of the 


nationwide campaign by electric 
appliance manufacturers and util- 
ities. The budget for this program 
is about $400,000. 


Cate Caribe Drive in N.Y. 
Quinn-Lowe Inc., New York in- 
ternational agency, has been ap- 
pointed to handle a Spanish-lan- 
guage campaign in New York for 
Cafe Caribe, a coffee “roasted es- 


Toni Buys ‘Tic Tac Dough’ 

Toni Co., Chicago, has bought a 
15-minute alternate-week segment 
on “Tic Tac Dough” (NBC-TV) 
starting Jan. 7. North Advertising 
|is the agency. 


‘Named by D'Arcy Agency 

Patricia Moreell, formerly with 
G. Norman Burk Inc., Pittsburgh, 
has joined the public relations de- 
partment of D'Arcy Advertising 
Co., New York. 


Petry man will introduce you. 


And do they like him? ARB says they 


WTVD 


SKILLED HANDS 


CHANNEL ELEVEN | a > 


ABC for Durham-Raleigh NGRAVING 


Call Edward PETRY & CO. 


ELECTRO-MATIC 
ENGRAVING CO. 
A Division of Jahn & Ollier 


Photoengraving 
10 WEST KINZIE STREET 
CHICAGO * DELAWARE 7-1277 


JAHN & OLLIER 
ENGRAVING CO. 
Photoengraving and 

Offset plates 


817 WEST WASHINGTON BLVO. 
CHICAGO * MONROE 6-7080 


*Free Van Gogh print, suitable for framing. Send your name on your company letterhead. 
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Vodka Makers Banish ‘Breathless’ Theme in 
Copy for Sake of ‘Truth,’ Fear of Drys 


By Charles Downes 

New York, Oct. 24—The story 
behind the “breathless” vodka 
story probably will never be told 
completely. But enough of it can 
be pieced together to make a pat- 
tern. 

As previously reported (AA, 
Oct. 22), some vodka marketers 
have banded together and agreed 
to omit the word “breathless” 
from all ad copy after Jan. 1. 

According to industry spokes- 
men the dropping of “breathless” 
themes is a public relations move 
on the part of the industry to head 
off criticism by drys, who are con- 
tending that such copy is socially 
undesirable because it encourages 
on-the-job drinking. 

But apparently there is more to 
it than that. Some of the old-line 
distillers don’t like vodka, despite 
the fact that they have added a 
vodka brand to their lines in the 
past couple of years for competi- 
tive reasons. Many of the com- 
plaints against the “breathless” 
theme in advertising copy, AA has 
been told, originated, not among 
the professional drys, but within 
the industry itself. 


® Recent newspaper stories about 
the marine drill sergeant who led 


his platoon into an estuary at | 


Parris Island, S. C., resulting in 


the drowning of several of the’) 


trainees, played up the trial testi- 
mony that the sergeant had been 
drinking vodka before the fatal 
march. 

This “scared the bejeebers out of 
the vodka people,” AA was told, 
and pressure was brought to bear 
on members of the Distilled Spirits 
Institute, sometimes called the 
“moral watch dog of the industry,” 
to do something about it. 

The “breathless” theme in vodka 
advertising had been under criti- 
cism within the industry for some 
time on several grounds. Among 
these was the complaint that it 
was true in a relative sense only. 
Since vodka is nothing but dis- 
tilled grain neutral spirits, or more 
literally, nothing but grain alcohol, 
it was pointed out, vodka inevi- 
tably leaves an aroma on the 
breath. It may be less than the 
odor of bourbon or scotch, but it 
is unmistakably an alcoholic odor. 
Therefore, it was contended, the 
“breathless” theme was misrepre- 
sentation. 


® Another criticism of “breath- 
less” as an advertising theme was 
that many people got the impres- 
sion it meant that vodka actually 
took your breath away, left you 
breathless, because of its potency. 

Still another criticism was that 
it tended to encourage deception in 
that it implied a person could 
drink vodka without the fact be- 
ing detected on his breath by his 
boss or his wife. 

These criticisms were supported 
by recent publication of a circular 
by the National Temperance 
League, Washington, which dis- 
cussed the rise in vodka consump- 
tion and denounced the advertising 
of vodka as leaving you “breath- 
less.” It attributed an increase in 
vodka drinking to doctors, lawyers, 
dentists and Hollywood actors be- 
cause of this advertising. 


s This mounting pressure of criti- 
cism plus discontent among com- 
petitors within the industry cul- 
minated in the recent action by 
the industry. 

But the catch seems to be that 
the only major distiller who has 
used the “breathless” theme con- 
sistently and effectively has been 
Cc. F. Heublein & Bros., Hartford, 
Conn., maker of Smirnoff vodka, 
which is the largest selling and 
most widely advertised brand. 

Frank C. Marshall, Heublein ad- 
vertising manager, told AA that 


_ Smirnoff will discontinue any ref- 
erence to “breathless” after Jan. 
_1. What the brand’s new theme 
| will be, Mr. Marshall said, has not 
‘been decided. He declined to dis- 
|cuss the matter in detail. 
Smirnoff has been using the 
phrase “It Leaves You Breathless” 
since about 1949, according to Mil- 
ton Goodman, president of Law- 
rence C. Gumbinner Advertising 
Agency. Mr. Goodman is generally 
credited with having done more to 
popularize vodka than any other 
man. The Smirnoff advertising has 
been a major factor in developing 
a vodka market in the US. 
During the war the “Moscow 


Mule,” a combination of vodka 
and ginger beer, was originated at 


a Los Angeles bistro named the’ 


Cock & Bull and became a rage in 
Hollywood (AA, Oct. 20, ’52). 
Heublein entered the market with 
a heavy ad campaign in Los An- 
geles newspapers, using small 
space and frequent insertions. The 
company’s success on the West 
Coast spread eastward. Its adver- 
tising spread from 37 newspapers 
in 27 markets in nine states in 1950 
to 229 newspapers in 194 markets 
in 46 states in 1955, plus in 194 
markets in 46 states in 1955, plus 
extensive use of ads in a dozen 
national magazines. 


® Vodka sales were so small up to 
1950 that the federal government 
did not show them separately. Be- 


ginning in July, 1950, such data gain of 90.9%. The product now 
| was available for the first time. {represents 3.1% of all distilled 

Apparent consumption reached | spirits sales. This compares with 
2,383,105 cases in 1955 compared! gin which represents about 9.6% 
with 1,248,463 cases in 1954, or a/of the over-all market. 


Worth Setting? 
Worth Setting Right! 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 67292 * Chicago 1 
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LUKE CALIFORNIA WITHOUT 


VALLEY OF THE BEES|# 7 


1 MORE BUYING POWER HERE 
THAN IN ALL OF ALABAMA* 


V NOT COVERED BY SAN FRANCISCO 
AND LOS ANGELES NEWSPAPERS 


To tap California's full sales potential, you need coverage in the big, 
mountain-ringed inland market. But remember — people here prefer 
their own strong local papers, the three Bee newspapers. Together, 
these three newspapers give you the key to sales in this important 


* Sales Management’s 1956 Copyrighted Survey 
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Evans Staudt 


ANA HUDDLES—Members and guests at the annual convention of Assn. of National 
Advertisers gather after one of the sessions for informal chats. Steelmen R. W. Saun- 
ders, publicity department of Bethlehem Steel Co., Bethlehem, Pa.; Clayton Cheney, 
advertising manager of Inland Steel Products Co., Milwaukee, and Keith Evans, mar- 
keting and public relations consultant, Joseph T. Ryerson & Son, Chicago, talk over 
conditions in the steel industry. A pensive pose is struck by George Staudt, Hudson 


MERRY DOINGS—The theme of this year’s Beaux Arts ball, an architects’ extravaganza 


WHEE-EE-EEEE—At the 10th annual Beaux Arts ball in New Orleans, with the theme “Les 
Advertisements,” men’s winner was a rooster character depicting “Breakfast at Bren- 


Flynn 
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ONE, TWO, THREE—Chorus line mem- 
bers of the Campbell-Ewald Co. 
Girls’ Club, Detroit, kick high at a 
performance of their musical re- 
view “Skits ‘N’ Skirts,” which 
they presented for the benefit of 
the Leader Dogs for the Blind Or- 
ganization, Rochester, Mich. The 
production, which was written, 
produced and directed by secre- 
taries, stenographers and office 
personnel of the agency, netted 
more than $1,000. 


Freeman Hommett 


Motors Division of American Motors Corp., Detroit; Dick Flynn, vp in charge of 
sales, Drake Hotel, Chicago, and John C. Freeman, president of National Industrial 
Advertisers Assn. Listening attentively to A. R. McGinnis, president of Klau-Van 
Pietersom-Dunlap Inc., Milwaukee, are Richard Hammett, Leo Burnett Co., Chicago, 
and Val A. Schmitz, director of advertising and public relations, American Distilling 
Co., Pekin, Ill. 


resenting “In Philadelphia, everybody reads...” The winner is flanked by Sacks- 
held in New Orleans, was “Les Advertisements.” Shown here is the group winner, rep- dressed ladies and gentlemen and a bourbon contingent. 


nan’s,” a New Orleans restaurant. We’re puzzled by the slinky lassie dancing with the 
Green Giant, but can spot Old Crow, and then come the GerBer twins. 
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ARF Presents Communiscope—New 
Method for Testing Ad Readership 


(Continued from Page 2) 
which the last two volumes were 
released three months ago (AA, 
July 9). At that time, the ARF 
committee made no comments 
upon its findings. 

Today, however, Mr. Dodge— 
speaking in the name of the com- 
mittee—had plenty of comments. 
In its study, he said, PARM found 
that Gallip and Starch (he didn’t 
mention Readex) did “reliable” 
work, but that their methods were 
just not good enough for today’s 
advertising needs. 

The Starch “recognition” meth- 
od, for instance, was judged to be 
“inherently ove r-stimulating”— 
over-stimulating, in that “exposure 
to the advertisement during the 
interview is frequently longer and 
more intense than it was during 
normal reading of the magazine.” 
And “inherently,” in that “there's 
nothing that can be done about it, 
unless the method of measurement 
is radically changed.” 


® Gallup-Robinson’s aided-recall 
method, on the other hand, was 
held to be’ “inherently under-stim- 
ulating.” Explained Mr. Dodge: 
“The clues to recall are so weak— 
they are only cards with product 
and advertiser listed—that an ad- 
vertising impression has to be al- 
most overpowering before it can 
be recalled at all.” 

Mr. Dodge and PARM had 
another objection to the Starch 
method. Advertisers, he suggested, 
mainly want to know, not “what 
people did to the ad,” but “what 
the ad did to people, what impres- 
sion it made, what message it left 
in the mind... 

“But clearly, in a method which 
exposes the ad while it is being 
discussed, no opportunity can pre- 
sent itself to find out what the ad 
originally communicated.” 

The _§still-unveiled Communi- 
scope (the advertisers saw a pic- 
ture of it, but no working model) 
aimed at having the best of both 
methods. As described, it consists 
of a portable slide projector to 
which is attached a timing de- 
vice, plus a tape recorder to take 
down the interview. 


® In action, Mr. Dodge said, it is 
the respondent who flashes the 
picture of each ad tested, though 
the timing mechanism determines 
the length of the flash. The re- 
spondent is then asked whether he 
recognizes the ad, and, if so, 
whether he can name the brand. 
Then comes a more detailed “play- 
back” on exactly what it is that the 
respondent remembers—all tape- 
recorded. 

Foote, Cone & Belding, which 
designed the Communiscope, has 
been testing it for the last two 
months, said Mr.‘ Dodge. ARF’s 
technical director, Dr. Darrell B. 
Lucas of New York University, will 
continue the experiment to work 
out such details as the proper time 
of ad exposure. 

At this stage, Mr. Dodge said, 
the best time of exposure appears 
to be a mere six-tenths of a sec- 
ond. 

Technical details of the new 
method, together with a working 
model of the machine, will be ex- 
posed during the ARF’s annual 


conference in New York, Nov. ais 


he added. 


® In lifting a corner of the Com- 
muniscope curtain, Mr. Dodge of- 


“INTER-LOCKED MARKET" FOR 
PLUMSING & HEATING 
AiR Spey clenenne & VENTILATING 
NT © APPLIANCES 
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fered a couple of other interesting 
possibilities. For some time, he 
said, FC&B has been using the 
machine to test the effect of tv 
commercials and for pre-testing 
print layouts. 

“We think, for instance, that if 
it takes more than three seconds to 
get the central idea from most ad- 
vertisements today, you’d better 
send them back to the art depart- 
ment.” 


Haberman Joins McAdams 

Dr. Jules J. Haberman, formerly 
with the U.S. Army veterinary 
corps and author of “The Farmer’s 
Veterinary Handbook” and “Poul- 
try Farming for Profit,” has joined 
the staff of William Douglas Mc- 
Adams Inc., New York agency spe- 
cializing in ethical pharmaceutical 
advertising. 


Campbell 
North Carolina; J. W. Inge, Roanoke, lieutenant gov- 
ernor, Virginia; Eugene B. Campbell, Lynchburg, 
treasurer, and Edwin B. Hamshar, Durham, secre- 
tary. Not shown is Arthur P. Love, Columbia, lieu- 
tenant governor, South Carolina. ; 


Johnson levy 

AFA ELECTS—Mrs. Elizabeth Stuart, Raleigh, has been 
elected governor of the third district of the Adver- 
tising Federation of America. Other officers are 
Admiral Jesse Johnson, Norfolk, lieutenant gover- 
nor; Mrs. Edith Levy, Charlotte, lieutenant governor, 
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om Audit nit Buel of Ticats, 


Morris, Phii 
Picayune @ New York Daily Mirror @¢ New York Daily News ¢ New Ye 


© Norfolk Virginian-Pilot @ Oakland Tribune ¢ Office Management ¢ Oi The ABC insigne stands for i integrity. Before « publication 
is accepted for membership, ABC representatives conduct a 
rigorous audit. Thereafter members open their records at 
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imagination have no in their reports. Advertiser: 
who buy space in B + T buy audited, paid ¢irculatio 
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Rubbermaid Products 


Will Be Pushed as 
Christmas Gifts 


Wooster, O., Oct. 23—Wooster 
Rubber Co., manufacturer of Rub- 
bermaid housewares, is aiming the 
biggest campaign in its history at 
the “secondary gift’ market this 
Christmas. 

The campaign is designed to 
swing consumer gift spending in 
the $1 to $5 bracket toward Rub- 
bermaid merchandise. The promo- 
tion theme is “23 bright ideas for 
Christmas giving . . . all Rubber- 
maid.” All 23 products will be 
pictured in color-page, shopper- 
style ads running Dec. 2 in This 
Week and four independent Sun- 
day supplements. 


® Color pages will also appear in 
the December issue of McCall’s 
and Woman’s Home Companion. 
The McCall’s ad will show a Rub- 
bermaid wastebasket as a gift item 
and as a convenient carry-all for 


other wrapped gifts. In the Com- 
panion, the company’s dinnerware 
rack will be featured as an ap- 
propriate present and as a holder 
for gift china or dinnerware. 
Pointing out that 20% of Christ- 


mas gift buying is done in Novem- |. 


ber by early holiday shoppers, the 
company is now placing into na- 


i 
| 


ae 


tional distribution its point of sale |) 


material and newspaper mats and 


layouts. 
Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


WGN Inc. Expands Sales 

WGN Inc., Chicago, has expand- 
ed its sales force in New York. 
Effective Nov. 1, the Eastern office 
will have separate staffs for WGN 
and WGN-TV, both under super- 
vision of Ben Berentson, who now 
handles eastern sales for both sta- 
tions. In another sales move, 
WGN-TV has appointed Bradley 
Eidmann to supervise the national 
sales effort in Chicago. 


Wylie to ‘American Weekly’ 
William W. Wylie, formerly ad- 


THOMAS R. SHEPARD JR., formerly as- 

sistant to the publisher, has been 

named New York advertising man- 

ager of Look. He succeeds DeWitt 

C. Howell, who left to become vp 

in charge of sales for Structo 
Schools. 


vertising and sales promotion man- 
ager for .M & R Dietetic Labs Inc., 
has joinéd the Chicago sales staff 
of the American Weekly. 


Harvard's Tosdal Hits 


New York, Oct. 23—Marketing 
does not have professional status 
because it lacks ‘an enforceable 
code of ethics. 

Dr. Harry R. Tosdal, professor 
of business administration at the 
Harvard graduate school of busi- 
ness, delivered this sobering mes- 
sage yesterday at the opening of 
a series of workshops sponsored 
by the New York chapter of the 


__ | American Marketing Assn. 


Dr. Tosdal pointed out that all 
professional groups are character- 
ized by the maintenance of an 
ethical code. In such groups, he 
said, there are procedures to expel 
members who do not live up to 
the codes. 

The Harvard professor lamented 
that marketing has “a long way to 
go” and still harbors unethical 
practices. As examples, he cited 
the “phony research” done by pub- 
lications and consultants to sup- 
port pre-determined conclusions. 
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Marketers on ‘Lack of 


Ethics’; GE’s McKay Extols Their Key Role 


Dr. Tosdal said, “We don’t have 
to fool ourselves” about the lack 
of appeal which marketing has for 
youth because of its low social sta- 
tus. He said the fields of advertis- 
ing and selling also are suspected 
by economists and business execu- 
tives in other fields. 

He reported that 85% of the 
business executives who attend 
schools for advanced training say 
that marketing men “talk too 
much and get paid too much for 
ig 


® Dr. Tosdal spoke immediately 
after Edward S. McKay, manager 
of marketing services for General 
Electric Co., had finished describ- 
ing marketing as “an art of sell- 
ing,” “an emerging science,” “an 
approaching profession,” “a crea- 
tive, innovating responsibility” and 
“a key to our economic future.” 

Mr. McKay said that at General 
Electric, “marketing is something 
much more fundamental than a 
new and glorified term for the sell- 
ing component. It is our conviction 
that successful business operation 
today requires that those who pro- 
vide the facts and figures for 
business through research, those 
who plan our products and service 
them, those who schedule produc- 
tion to meet sales requirements, 
and so on—all these members of 
the team form an essential, organ- 
ic, unified segment of the total 
business organization.” 

Mr. McKay reported that GE 
has integrated a wide variety of 
business functions under the mar- 
keting manager so that “his re- 
sponsibility is far greater than 
that assigned to the sales manager 
under older concepts of organiza- 
tion.” 


s At GE, he said, the marketing 
manager has authority over mar- 
ket research, product planning, ad- 
vertising and sales promotion, 
sales, product service, marketing 
administrative services and mar- 
keting personnel development. 

This approach, Mr. McKay ex- 
plained, enables GE (1) to “be 
sure we know what and where our 
markets are,” (2) to “see that we 
have the right product, at the right 
place, at the right time, at the 
right price,” (3) to “support our 
products adequately with adver- 
tising and sales promotion,” (4) 
to “sell to the greatest possible. 
number of customers, through the 
most efficient and economical sales 
and distribution channels,” (5) to 
“provide effective customer and 
product service,” and (6) to “keep 
all marketing activities focused on 
the specific objectives for profit, 
volume and position.” 


Alamac Names Agency 

Alamac Knitting Mills, Indian 
Orchard, Mass., has appointed Alt- 
man-Stoller, New York, to handle 
its advertising. The account was 
previously handled by Dowd, Red- 
field & Johnstone. , 


Cachion to ‘Liquor Siore’ 
Warren Cachion, formerly di- 
rector of research and promotion 
of Boot & Shoe Recorder, Phila- 
delphia, has joined Liquor Store, 
New York, as promotion director. 


masonry building 


singularly different ... 


Masonry Building's over 26,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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EVERYTHING IS UP 
IN RIVERSIDE, CALIF. 


EFFECTIVE BUYING INCOME UP 25% 
1956 over 1955 


SSH SS 
NS SESS 
7" ab? 


L. L. “BARNEY” SCHULTZ, formerly with | 

the Biow Co., has been named vp 

in charge of art at Reach, Yates & | 

Mattoon, New York. At Biow, Mr. | 

Schultz did the high-style Pepsi 
and Philip Morris layouts. 


Peter Joins ‘Everywoman’s’ 
Peter J. Peter, formerly with 

Canterbury Press, has joined the 

sales staff of Everywoman’s. 


Loy Robinson, president of LOY ROBINSON BROKERAGE 
COMPANY, prominent Seattle broker representing principally 
White Star Tuna. 


on liberal 
newspaper 


“Packers and their agencies ask 
me to recommend where adver- 
tising should be placed in the Paci- 
fic Northwest,” says Mr. Robinson. 
“And I'm not. bashful when I insist 


Mr. Robinson says: 


Wis 
I'm not 


bashful 


about telling 
advertisers 


and agencies 
we need 


Tacoma 
Coverage” 


space in the Tacoma 
as well as in Seattle 


newspapers. We need Tacoma cov- 
erage, and we've found that adver- 
tising in Seattle newspapers does 
not get that coverage.” 


Now... 

The circulation of the 
Tacoma News Tribune is 
MORE THAN 83,000 

. « VIS 
89.1% 


C 


City Zone Coverage 
Metropolitan area . . . 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


mS 


aco 


of Washington State's 


shen Nein Tribune 


61% 


INCOME 


in these two 
important markets 


‘an example, 


Psd 4 
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| This Week in Washington ... 


End Influence on Regulatory Bodies? 


By Stanley E. Cohen 
Washington Editor 

WaAsHINGTON, Oct. 25—Rep. Joe 
)L. Evins (D., Tenn.) says agencies 
|\like the Federal Communications 
Commission and Federal Trade 
Commission ought to be more in- 
| dependent. 

He points out they were original- 
ly regarded as an arm of Congress. 
|But in a report drafted for the 
| House small business committee he 
}argues the White House is able to 
dominate their policies through its 
| power to designate the chairman, 
and to veto budget requests. 
| His report also questions the 
| propriety of certain types of con- 
tacts between commissioners and 
the people they are regulating. As 
he mentioned the 
now-famous phone call in which 
CBS President Frank Stanton and 
FCC Commissioner Robert E. Lee 
discussed CBS’ chances in the 
competitive fight for a tv channel 
in Chicago. 

To restore independence, he 
would have the commissions elect 
their own chairmen, and he would 
allow them to by-pass the White 
House and bring their budgets di- 
rectly to Congress. 

“Representatives of litigants and 
other parties who have business 
with these quasi-judicial agencies 
tend to have less respect for the 
members of such agencies as 
judges,” he said, “when they know 
they are subject to outside in- 
fluences.” 

~ © * 

Station Permits and Taxes: Want 
a good tax deduction? Apply for a 
radio or tv license—and lose. In a 
fresh interpretation of the tax laws, 
Internal Revenue Service says ex- 
penses incurred in an unsuccessful 
bid for a radio or tv license are a 
loss deductible from income. If 
| you win, however, your expenses 
lare not deductible from gross in- 
/come. While the expenses incurred 
|in pressing a successful application 
|must be treated as capital invest- 
| ment, they cannot be depreciated, 
| since the license is for an indefinite 
—possibly permanent—period. In- 
ternal Revenue Service says it as- 
sumes these expenses will be re- 
covered on the sale or other dis- 
position of the property. 

* . e 

Federal Truck Tax Hassle: Bu- 
reau of Public Roads will soon find 
itself in the middle of one of those 
running squabbles which are never 
settled to anyone’s satisfaction. 
This time the issue is highway 
taxes on trucks vs. highway taxes 
on passenger cars. 

Under the highway bill passed 
by Congress this year, the bureau 
is supposed to find out the cost of 
providing highway facilities for 
different classes of vehicles and 
the benefits derived from highway 
use by all classes of highway users. 
The report, if it is ever written, is 
supposed to help Congress deter- 
‘mine “equitable” rates of taxation 
on various kinds of highway users 
and other beneficiaries of the 
highway system. 


e e © 

Airline Subsidies Dwindle: Un- 
less the Civil Aeronautics Board’s 
estimates are away off, all domestic 
trunk airlines will be subsidy-free, 
for the first time, in the fiscal year 
which starts next July 1. This 
compares with seven trunk lines 
receiving subsidies totaling $3,- 


| or 


880,000 four years ago. Part of the 


igain reflects better operations by 


the airlines; part represents merg- 


lers and route changes, eliminating 


strengthening the subsidized 
carriers. 
TransPacific and TransAtlantic 


|carriers, which required $8,086,000 
|in subsidies in 1954, also will be. 
subsidy free. But taxpayers will 
| still be shelling out $44,476,000 to 


help the aviation industry (com- 


pared with $63,971,000 in 1954). 

| Biggest subsidy goes to feeder 
lines—$26,871,000 compared with 
$24,300,000 in 1954. Next biggest 
goes to Latin American flights— 
$5,880,000 (a $10,255,000 reduction 
since 1954). Other subsidies are 
$7,375,000 for Alaskan service, $4,- 
067,000 for helicopter flights and 
$283,000 for Hawaiian service. 


CAAA Re-elects 
Einar Rechnitzer: 
Names 10 Directors 


(For additional news of CAAA, 
see Page 43.) 

Toronto, Oct. 23—Einar V. 
Rechnitzer, president of Maclaren 
Advertising Co. Ltd., was re- 
elected president of the Canadian 
Advertising Agencies Assn. at its 
meeting here last week. 

Elected with Mr. Rechnitzer 
were Elton Johnson, president, 
Locke, Johnson & Co., vp; D. E. 
Longmore, president, McKim Ad- 
vertising, vp; and W. H. Reid, 
managing director, Spitzer & Mills, 
secretary-treasurer. All officers 
come from Toronto agencies. 

The CAAA elected ten directors: 
K. G. Anderson, president, Walsh 
Advertising Co., Toronto; T. L. 
Anderson, president, Cockfield, 
Brown & Co., Toronto; D. F. Ben- 
son, vp, Vickers & Benson, Toronto; 
W. Hagan, vp, Young & Rubicam 
Ltd., Montreal; Palmer Hayhurst, 
president, F. H. Hayhurst Co., To- 
ronto; J. E. McConnell, McCon- 
nell, Eastman & Co., Toronto; G. 
Alec Phare, managing director, R. 
C. Smith & Son, Toronto; Warren 
Reynolds, president, E. W. Rey- 
nolds Ltd., Toronto; H. E. Smith, 
vp, Stevenson & Scott, Montreal; 
F. deB. Walker, vp, Ronalds Ad- 
vertising Agency, Montreal. 


Smith Joins Foster & 
Kleiser, Salmon Retires 
William J. Smith has been ap- 
pointed sales promotion manager 
of Foster & Kleiser Co., San Fran- 
cisco. He joined F&K in 1948 as an 
account executive in the Sacra- 
mento branch and was named as- 
sistant director of sales promotion 
in 1955. 
Clifford Salmon, F&K account 
executive, has retired after 38 


Clifford Salmon William Smith 


years with the company. Mr. Sal- 
mon was first employed by the Los 
Angeles branch in May, 1918. He 
later became the company’s east- 
ern representative of sales and 
worked in the New York office for 
12 years. He returned to San Fran- 
cisco in 1940. 


Lacey Moves, Names VPs 

Jack Lacey Advertising Agency 
has opened new executive and pro- 
duction offices at 10681 Gulf Blvd., 
Treasure Island, St. Petersburg. 
Contact offices will be maintained 
in Tampa. At the same time, Alfred 
L. Cobb Jr. and Harlie Reynard 
were named vps and members of 
the board of directors. 


Goodman Joins Brown 
Mel Goodman, former casting 


director and commercial producer 
for Compton Advertising, has been 
named vp in charge of commercial 
talent for Henry C. Brown Inc., 
theatrical agency, New York. 
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Building material dealers’ primary 


source of information about 


the products they buy, 
sell and use 


the one 
“must insertion of every 
1957 building product advertising schedule 


Available to building products advertisers for 
a limited time, the best single advertising op- 
portunity of 1957: the 14th annual Dealer 
Products File of American Lumberman. 


The more than 400 manufacturers who norm- 
ally advertise in this top circulation product 
directory, will find the 1957 edition an even 
more effective medium for their advertise- 
ments. 
Improved and new, and exclusive in the ’57 
issue will be: 
1 Publication, for the first time, in January 
when inventories are lower, and when dealer 
and contractor plans for the coming building 
season are forming into actual buying de- 
=. 
2 Exclusive, built-in index of die-cut thumb 
tabs which provide instant access to the title 
pages of all major data and advertising 
sections. 
3 Streamlined, faster-reading charts and 
tables of product application and specification 
data. 


0 


14th Annual Buildineg 
Products Data Guide 


NEW IN THIS ISSUE: 


e exclusive, built-in thumb index 

e faster-reading charts and tabiss 
of product data 

e enlarged BUYERS GUIDE listing 
more than 8,000 manufacturers 

e improved timing, in January, for 
all year use 


4 Greatly enlarged Buyers’ Guide, now list- 
ing more than 8,000 manufacturers of prod- 
ucts bought, sold and used by lumber and 
material dealers. 
Such useful improvements should increase 
both the circulation and use of the 1957 File, 
and are the result of intensive personal in- 
terview research among dealers across the 
country. 
Here are the product specification and ap- 
plication sections in which manufacturers can 
advertise their products: 

LUMBER & PLYWOOD 

DOORS & WINDOWS 

HARDWARE & TOOLS 

SIDING, ROOFING, INSULATION 

BOARD PRODUCTS 

PAINT & GLASS 

MASONRY SUPPLIES 

KITCHEN CABINETS & APPLIANCES 

FLOORING & FLOOR COVERINGS 

YARD & OFFICE EQUIPMENT 


To take advantage of this 1957 advertising 
opportunity you must act at once. The final 
deadline for advertisements is December 21, 


1956 — except for Classified-Display adver- © 


tisements in the Buyers’ Guide. 

In 1957, for the first time, the Buyers’ Guide 
will be opened to advertisements. Space in 
this section will be sold on a column inch basis 
only. Closing date for Classified-Display ad- 
vertisements in this section is December 1, 
1956. Complete details on request. 


CIRCULATION 


American Lumberman’s average 
total paid circulation is 29,370 
copies per issue. Subscriptions 
among retail lumber and building 
material dealers total 25,368. 
(Source: publisher’s statement to the 
Audit Bureau of Circulations for the 
six months ending June 30, 1956.) 


= AMERICAN LUMBERMAN 
and BUILDING PRODUCTS MERCHANDISER 
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From Low-Pressure to No-Pressure 
Positive Appeal Usually Best: Woolf 
No Status Quo in Show Business 


‘Our Field’ a Merchandising Fallacy 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING. 


From High Pressure to Languorous Acceptance... 


Early Advocate of Low-Pressure Selling Finds It Sinking 
Into Torpor of ‘No-Pressure’ Selling 


By Edward C. Bursk 
Editor, “Harvard Business Review” and 
Professor of Business Administration, 
Harvard Business School 

Something has gone wrong with low- 
pressure selling. It was hailed with en- 
thusiasm a scant ten years ago. Sales 
managers and salesmen alike had great 
expectations that here was a new concept 
which would not only give selling more 
prestige but also make it more effective. 

Of course this promising idea is still 
alive—in a sense—but its substance, its 
guts, are gone. We have, of course, main- 
tained all the trappings. Aptitude testing, 
training programs, incentive compensa- 
tion and so on, are built into most pro- 
gressive sales organizations, and the man- 
agers are going through all the most mod- 
ern motions. Nevertheless, except in a few 
old-fashioned (and, strangely, successful) 
companies, all these efforts have col- 
lapsed at the point where it really counts: 
out on the firing line. 

Many executives are worried about this. 
They have an uneasy feeling that their 
salesmen—or their distributors’ salesmen 
—are not doing the kind of job that will 
stand up as competition becomes tougher 
and buyers show more reluctance or out- 
right resistance. 


® They should be worried. There are real 
grounds for their fears. I have talked with 
many buyers over the past few years, and 
I have offered myself as a guinea pig on 
a number of occasions (like the purchase 
of a new car). Rare is the event when a 
salesman exerts himself to sell—that is, to 
persuade. Oh, he will “make words” 
about discounts or trade-ins or even tech- 
nical matters like service and engineering, 
but it is pretty much in the spirit of “Here 
it is—take it or leave it.” 

I have also observed and specifically 
questioned a wide range of salesmen. And 
their chief complaint is: “How can we sell 
if we have no clear-cut edge over compet- 
itors—no price saving, new features, 
quick delivery, or special deal?” The 
trouble is, of course, that most products 
do not have a dominant superiority which, 
just by factual presentation, compels pur- 
chase; they have only their own little ad- 
vantages, and the selling job is to make 
the buyer feel that your product’s partic- 
ular strong points will serve him better 
than someone else’s. 


® This is true both of consumer goods and 
of industrial goods. Indeed, it may be even 
truer of industrial goods; here the sales- 
man finds more opportunity—and more 
excuse—for being informative rather than 
persuasive. 

There is no gainsaying that purchases of 
things like machine tools and raw mate- 
rials, being: made for business purposes, 
will largely be guided by rational reason- 
ing and consideration of impersonal fac- 
tors like specifications. On this basis, com- 
petition would have to be primarily in 
terms of product development and engi- 


In the September-October issue of Harvard Business Review, Edward 


C. Bursk, its editor, expresses his concern about the dege 
low-pressure selling into no-pressure selling. His emphasis 


ration of 
the fact 


that low-pressure selling still involves selling and persuasion, and not 
merely order-taking, and his comments on motivation research and 
advertising are directed at sales management; yet they should prove 
interesting and thought-provoking to advertising men as well. Mr. Bursk's 


article is briefed here by permission. 


neering know-how—in short, technical 
service. But it is the very fact that all 
companies are competing this way that 
leaves the salesman with no over-all ad- 
vantage for his product—which may help 
to explain why so many industries, in the 
absence of effective selling, allow reci- 
procity to determine purchase decisions. 


s Of course, in the case of consumer 
goods, there is also scope for other in- 
fluences than selling. An increasing num- 
ber of consumers put an obvious premium 
on price, judging by the way they patron- 
ize the discount houses to buy’ electrical 
appliances or shop around for trade-ins on 
cars. The joker is that if you accept this 
as inevitable—as a number of ‘manufac- 
turers do, even though they pretend to 
fight it—then you have lost control over 
the movement of your product. Your ad- 
vertising serves mostly to make your deal- 
ers prize their franchises, and the best you 
can do is to load them so heavily that in 
self-defense they have to try to move your 
product, which ends up by causing even 
more price cutting. 

At the same time, other manufacturers 
are using advertising to do practically the 
whole job of getting their products into 
the consumers’ hands—cigarets, soaps, 
cosmetics, cleansers, beverages, certain 
fast-moving food items and so on. With 
media exerting more powerful impact 
(tv) and consumers guided more by their 
own impulses (self-service), it is increas- 
ingly possible to buy a monopoly position 
on the market—until somebody else comes 
along and outbids you for it with a larger 
advertising budget. Brand loyalty has 
been shown not to be the simple, steadfast 
thing it once was considered; it is real and 
influential, indeed more so than ever, but 
it is impermanent, shifting, always up for 
auction—and expensive. 


® I do not mean to suggest that there is 
anything wrong with employing service, 
price, or advertising to move products. 
These, along with personal selling, are all 
elements of the “marketing mix,” and dif- 
ferent strategies will put different weights 
on them—and succeed if there is a large 
enough percentage of the market that 
wants that particular combination. 

But I am suggesting that putting re- 
liance on one element does not require ig- 
noring the other elements—particularly 
selling. And I question whether this is not 
exactly what has happened. 

As a matter of fact, there is much to be 


said for selling being more important in 
inverse proportion to its weight in the 
marketing mix. To the extent that the 
movement of your goods depends on 
forces not directly in your control—the 
industrial engineer’s specifications, the 
retailers’ pricing, the advertising agency’s 
skill—the area where you can take ener- 
gizing action becomes smaller, but what 
you do there also has increasing leverage. 
Your competitors are subject to the same 
conditions, and the better selling you do, 
the more you will pull ahead of them. 

Furthermore, personal selling may not 
have the prime or ultimate role in moving 
goods, but it does come in—or should 
come in—at crucial points. The manufac- 
turer of cereals still needs to persuade the 
the supermarket to give his product ad- 
vantageous display. The manufacturer of 
automobiles still needs to convince his 
dealers to follow up sales leads. The man- 
ufacturer of industrial equipment still 
needs his engineer to present specifica- 
tions in a form that will answer the buy- 
er’s unasked questions before they turn 
into objections. And so on. 

+ + * 

Why, then, has the selling activity be- 
come so underestimated? I suggest that a 
lot of the blame lies with the kind of sell- 
ing that is being done. And this is all the 
more ironic because only ten years ago 
salesmanship seemed about to “come of 
age” as a respected, important, and in- 
fluential function. 

In the old days selling was a matter of 
pushing or even of bludgeoning the pros- 
pect into buying by the use of fast words 
and pretentious claims—though even then 
the best salesmen instinctively mixed in a 
strong dose of solicitude for the customer. 
But, as time went on, buyers became more 
sophisticated, if only because they had to 
be to survive the increasing barrage that 
came at them from press and radio. Also, 
business itself was slowly becoming more 
professional. Whether in dismay at the 
lessening effectiveness of high-pressure 
selling or because of a serious desire to 
find a more constructive approach, the 
discovery was made that there was a hid- 
den resource in the prospect himself. He 
liked to buy from you, provided you gave 
him a chance to trust and respect you, 
which could only happen if he didn’t feel 
he was being kept from considering your 
proposition fairly and rationally. 

It was in 1947 that the Harvard Busi- 
ness Review carried my discussion of 
“Low-Pressure Selling.” Certainly I do 


not claim to have started any revolution- 
ary movement; what I put into that arti- 
cle was only what I had seen being done 
to an increasing extent by an increasing 
number of salesmen (including myself). 
But the fact is that it happened to be the 
first full-scale analysis of this concept to 
appear in a management magazine, and 
for this reason it seemed to crystallize— 
yes, and dignify—a growing trend for 
salesmen to take a more restrained, more 
thoughtful, more subtle, and on the whole 
more effective approach to their prospects. 

In fact, I think it is fair to say that the 
concept of low-pressure selling was ac- 
cepted enthusiastically by top manage- 
ment—on the same grounds that anything 
else makes its way in business: it proved 
to be effective. 


= No wonder low-pressure got off to such 
a big start. Everybody began to preach 
and practice it. And now, just ten years 
later, what promised to be the full activ- 
ity of maturity has turned out to be 
feebleness and apathy. Low-pressure sell- 
ing has drifted into no-pressure selling. 

And, as I suggested, the cause lies 
largely with selling itself. Of course buy- 
ers have helped by being willing to buy 
without the bother of being sold. But 
more directly responsible is the fact that 
low-pressure techniques so easily become 
flabby without some good stiff sales man- 
agement to keep the spine in them. Degen- 
eration sets in when the appearance 068 
low-pressure selling is mistaken for its 
substance. 


® The essence of the low-pressure ap- 
proach is to lead to purchase rather than 
to push to purchase—tc lead gently but 
firmly. The buyer feels he is making the 
purchase decision himself—and indeed he 
is; there is no subterfuge about that. But, 
as in any kind of leadership, there must 
be some drive or direction to bring about 
the situation where the person being led 
will decide to do what you want him to. 

About the only way to accomplish this 
in selling is to plan and proceed in terms 
of the customer’s problern—to develop in 
him the conviction that he has a need or 
want that your product wili serve or sat- 
isfy. Thus the salesman naturally and 
without hypocrisy displays concern for 
the customer’s viewpoint. But by confus- 
ing this manifestation of the selling 
attempt itself, the salesman ends up by 
just trying to please the prospect rather 
than to persuade him. He gives up the 
initiative—which, however subtle it must 
be to avoid spoiling the effect of the buy- 
er’s making up his own mind, is still the 
vital element which makes it selling rath- 
er than taking orders. 


s Thus, an automobile salesman can ask, 
“What do you have in mind?” and then 
show the model specified, say, “Here’s a 
beauty,” quote a trade-in, and indicate his 
willingness to accept an order; or he can - 
really try to find out what his prospect 
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wants and make his car stand out as the 
one that will best deliver that satisfaction. 
To illustrate: 
Suppose a man and wife come in to the 
owroom and say they want something 
ractical like a two-door sedan. If the 
alesman stops with that, he is on the 


same basis as all the other salesmen who 


have talked to the couple—all with equal- 


ly shining colors to offer, and equally 
superior claims about gas economy—and 


the sale goes to the best trade-in. 


# But just suppose the salesman is pre- 
pared to ask them why they want a sedan, 
pointing out that “this buying a car is 
more than a matter of buying transporta- 
tion—that comes first of course, but all 
manufacturers build good transportation 
into their cars these days, just like the one 


you've been driving.” 


Maybe, he will get a response—a clue 
to the fact that they really want a con- 
vertible, even though they do not know it 
themselves. And if he takes advantage of 
this—building up a picture of how a car 


is a way of life, not just a mechanical 


servant—well, that may or may not be the 


best approach in the circumstances, but at 
least it is enough to suggest what I mean 
by the salesman’s taking the initiative ... 


® Perhaps sales management is most to 
blame for the present lack of distinction 
between low pressure and no pressure. 
Sales managers should have known bet- 
ter than to forget their part of the job. It 
was perfectly clear right from the begin- 
ning ...that low-pressure selling had to 
be worked at. The prescription for action 
is still the same. 

It is relatively easy to instill high- 
pressure techniques—and proportionately 
more difficult to train for low-pressure 
selling. Because the essence of the high- 
pressure approach is to get the prospect 
to submit to something imposed on him 
from without, it is pessible to standardize 
the presentation—to formulate it in the 
home office and show the salesmen how to 
do it. The opposite is the case with low- 
pressure selling. Although of course 
something can be prepared in the way of 
suggested openings, possible answers to 
objections, and so on, any hint of a 
“canned” sales talk, learned and repeated 
from memory, will completely ruin a low- 
pressure approach. But this does not mean 
that, in default, no concrete help at all 
should be given salesmen in developing 
their persuasive ability... 

Obviously, with low-pressure selling 
there is both more need of developing the 
long-run view and more danger of en- 
couraging relaxation of effort...the sales 
manager must make sure that the sales- 
man, put more on his own and deprived 
of standardized props, does not flounder. 
He must make sure that the salesman does 
not “go with the wind”—hoping sales will 
develop rather than planning and working 
for them. He must make sure that the 
salesman does not take refuge by going 
over so completely to the customer's point 
of view that he neglects his primary func- 
tion of selling the company’s products. 

To carry through this difficult assign- 
ment requires leadership and exercise of 


teaching ability; it cannot be done by pep 
talks or gimmicks. 
+ * . 

The fact that, by forgetting all this, sales 
managers are countenancing and even 
abetting the present state of apathy—at 
the very time when continued business 
growth depends on selling being more 
dynamic than ever—is doubly ironic. For 
motivation research has just begun to pro- 
vide it with what should be some new and 
highly explosive ammunition. Thus, that 
hypothetical illustration about selling au- 
tomobiles I ventured earlier did attempt 
to draw on some of the findings which 
indicate that cars have a high social sig- 
nificance in consumer’s minds. 


2 As a matter of fact, advertising is mak- 
ing more use of the new weapons available 
than is selling—yet it has less opportunity 
to put them to work. An advertisement is 
a one-shot proposition; you create a mo- 
mentary effect—or a number of momen- 
tary effects which have a cumulative val- 
ue—but you do not have the time to lead a 
prospect through the whole process of ai- 
tention, interest, desire, conviction. So you 
can hardly make full use of motivations 
—particularly the motivation of wanting 
a rational or rationalized reason for buy- 
ing even if it is not the real reason (or just 
because it is not). ; 

In short, advertising is inherently lack- 
ing in the ability to “close the sale’”—with 
the exception to the rule that proves the 
point, in the form of selling demonstrations 
on tv. These do, in fact, represent personal 
selling on a mass basis. It may even be 
that tv commercials generally are more 
effective not only because of the added 
visual impact but because of their living 
nature; you can, synthetically but real- 
istically, lead a prospect—or rather mil- 
lions of prospects—through all the stages 
of being persuaded. 

A similar point might be made as to 
mail order advertising. Why should a 
longer promotional piece so often bring in 
more orders than a shorter one, if not be- 
cause the loss of “punch” is more than 
compensated for by the chance to lead the 
prospect through to the point where he is 
ready to buy? 


s But whatever the possibilities for ad- 
vertising, the fact is that personal selling 
has a greater opportunity to use motiva- 
tion research, particularly in the form of 
low-pressure techniques. I am not sug- 
gesting that the salesman try to psycho- 
analyze his prospects; he hasn’t the skill, 
the time, or the couch. But I see no rea- 
son why he should not attempt to under- 
stand people’s motivations better and thus 
make his approach to serving their needs 
that much more precise and to the point. 

All this makes low-pressure selling more 
difficult, too. It requires better prepara- 
tion, better attention to the job, better 
sales management, better support from the 
very top of the company. But perhaps it 
has just that extra glamor of wonder and 


newness which has such appeal in busi-. 


ness today, to the extent that it can bring 
selling up from its no-pressure doldrums 
and start it back on the track of true low- 
pressure effectiveness. 


Looking at Radio and Television... 


A Little Wild Thinking Means 
Progress in Show Business 


By The Eye and Ear Man 

Whether a television advertiser is small 
or large, he ultimately must do business 
with a film studio to shoot his commer- 
cials. The generally accepted technique is 
to get competitive bids from all who wish 
to submit a bid, and take the studio with 

the best quality and the lowest price. Af- 


ter a while the writer of the commercials 
and the agency director tend to prefer one 
or two studios over the rest. The question 
before many houses is: “Should an agen- 
cy or a client make a cost-plus deal with 
a single film commercial studio?” 
Almost any studio is eager for a guar- 
antee of business. Therefore, a priority of 
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The Creative Man’‘s Corner... 


err rrr rrr 


How About the 6%? 


Qe, oxy, 


leading TV Dealers 
purchased new 1957 
21* Big COLOR TV 


for their own homes! 


was RCA Victor COLOR TV. 


over, too. 


+ Gnd of course they bouglt RCA Vietor COLOR TV" 


This ad intrigues us, chiefly because we were under the impression 
that, if you wanted color tv today, you had only one choice: RCA. Maybe 
some other manufacturer has sneaked a color set on the market. But, if 
he has, the existence of it has completely eluded us. Consequently, we are 
not at all surprised to learn that “94% of N.Y.’s leading TV Dealers pur- 
chased new 1957 21” Big COLOR TV for their own homes” and that this 


It says further.on that these dealers “paid regular dealer prices for it!” 
What’s this mean? Did they pay retail price? If they did, they were cockeyed 
because they could have made quite a saving at a discount house—or even 
from another dealer. Or could this mean the price to dealers? 

We are delighted, however, to see that RCA has the price down to $495. 
Another five years and color tv will be within our reach. At that time may- 
be the recalcitrant 6% of “N.Y.’s leading TV Dealers” will have been won 


The ad concludes by saying that tv dealers are smart. All tv dealers? 
How about the 6% who are still looking at 27-inch black and white? 


as 


oe eet eee” ee 


time and a cost-plus—generally plus 10% 
—is offered to a good customer in return 
for exclusivity. The benefits from this are 
that an advertiser can always secure 
space te do rush jobs and can be guar- 
anteed a favorable price. He also can get 
little favors done without charge. Au- 
ditioning actors or reshooting beyond 
normal, for example. 


® The fine honing of this deal for a large 
advertiser can go so far as to have an ad- 
vertising agency rent a studio for a year 
and put its own hand-picked crews and 
special equipment in the studio. This 
leads to storage of permanent sets and 
props, whereby real efficiency in costs 
can be maintained. 

The disadvantages of “getting into bed” 
with a single producer are manifold. In 
the first place, the act of exclusivity leads 
more often than not to the suborning of 
employes with extravagant gifts and per- 
sonal favors. These practices are al- 
legedly more common in the film end of 
the business than in any other part of 
show business, because of the competition 
and the nature of the self-appointed pro- 
moters and producers who rent a loft, 
rent some camera equipment, hire an un- 
employed cameraman and go into busi- 
ness with a quick sales line and a ready 
supply of cash and little else. 


In the second place, a single studio is 
rarely all things to all peopie. Some stu- 
dios are excellent for high-style commer- 
cials because they have a good stylist and 
a photographer with a knack for that 
kind. Others, for similar reasons, do a 
better homey job. Some get the most out 
of a pitchman-type approach, and some 
have directors who know how to get the 
best out of actors. Other studios are tops 
in animation. Few combine both live and 
animation. 


® Third, the cost factor is a deceiving 
one. New studios seeking business and 
establishing themselves will often give 
loss-leader prices to prove themselves to 
potential heavy buyers. And there is al- 
ways a new studio coming into being. 
Also, the new studio is so anxious to 
please that it will give values beyond the 
expectancy—even at cut-rate prices. It is 
therefore expedient to have one or more 
new studios coming into existence. In this 
way new blood is encouraged, and prices 
are kept down by competitive bidding. 
Fourth, there is nothing constant about 
quality in the film business. It is essen- 
tial that competition be fierce and new 
photographers with new ideas be al- 
lowed to develop. The locking in of a sin- 
gle studio with any volume of business 
representing the bulk of an agency’s out- 
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Versatility is the hallmark of today’s homemaker. She designs a dress, 
seeds a garden, or supervises a P- TA. meeting, all with the same deft authority. 
She represents the most accomplished generation of homemakers that has 
ever blessed the American scene. Alone among women’s service magazines today, 
Woman’s Home COMPANION recognizes and acts upon this important fact. 
Each page of COMPANION is devoted to the kind of interesting, entertaining 
reading upon which today’s dynamic homemakers thrive. That’s why COMPANION 
is a carefully read and respected magazine— one where your sales messages succeed ! 


Woman’s Home COMPANION sells your product to the homemaker and the retailer! 


menicas Homemakers 


CROWELL COLLIER PUBLISHING CO 
6460 FIFTH AVE. NEW YORK 19.8. ¥ 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIERS 
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put would shut off a good many creative 
contributions. 

The basic trouble with a deal like this 
is that it becomes a little too convention- 
al. The agency business and the adver- 
tising business in general have a tendency 
to be run too much like a bank or a cor- 
poration. A little wild thinking or imagi- 
native experimentation, to use a euphem- 
ism, would be healthy at a time like this. 
Going into the same studio time after 
time to make good, forthright commer- 
cials makes a lot of sense, but it doesn’t 
represent the kind of progress that pushes 
a product past the conventional. 


® Bring back the days when a guy with 
a shaved pate and a luxurious beard was 
scratching on the sound track to get new 
noises to attract people to the sell. Where 
are the mad musicians who got the weird- 
est effects by hitting each other on the 
back of the head with a hammer, or the 
artists who made childish scrawls on raw 
film to get an effect? Where are the 
wacky actors who put together panto- 
mimes and impromptu scenes? All these 


On the Merchandising Front... 


ce 3 ; ; ‘i tae st 7 i gee 


add up to progress. 

Not only should studios be encouraged 
to submit their newest hare-brained 
schemes, but each agency should have a 
wild man who bores everybody with his 
crazy ideas, but keeps pouring them out. 
Out of the strange minds of the near- 
genius often come mutterings that are 
worth a million dollars. The trick is to 
have the old, reliable, steady guy who can 
catch a wild one and translate it into 
something palatable. 


= By all means, give a volume of your 
film commercial business to a studio that 
offers quality, service and a good price. 
But above all, reserve a percentage of 
business for new studios, competitive 
bids, animation and specialization. No 
country or business, especially show 
business, ever got ahead by maintaining 
the status quo. Somewhere must be the 
prophet or philosopher who leads the 
rest. The old conservatives grab the wild 
one by the coattails and every time he 
leaps ahead two jumps they pull him 
back one. That’s progress. 


‘—But Our Business Is Different’ 


By E. B. Weiss 

There are unquestionably some indus- 
tries whose merchandising procedures are 
such that they can learn little from other 
fields and whose merchandising person- 
nel function better when they have ac- 
quired, over a period 
of years, a ground-up 
training in the specific 
industry. And there are 
other industries whose 
individual quirks are 
such as to make it rare 
that a merchandising 
idea from another field 
can be successfully in- 


troduced even with 
E. B. Wels considerable adapta- 
tion. 


But for lo these several score years I 
have listened to executives in every 
industry—no exception!—point out pains- 
takingly, “...But our business is differ- 
ent.” And the implication always is, 
“That idea may be swell for another in- 
dustry—-but in our field, n.g.” Under this 
philosophy, a food merchandising idea 
could have only limited application (if 
any) in the drug field—and then only 
after it had been so considerably changed 
as to make any resemblance to the orig- 
inal concept purely coincidental. And a 
merchandising idea proved productive in 
the drug field presumably rates little if 
any consideration for use in the food field. 


® As a matter of fact, even within the 
narrower segments of a broad industry, 
this same road block toward the introduc- 
tion of “foreign” ideas is regularly thrown 
up. Thus, in the food field, the producer 
of an instant coffee pack may take the 
position that a merchandising idea profit- 
ably employed for a breakfast cereal 
could hardly be expected to have any ap- 
plicability. And, of course, the merchan- 
dising of cosmetics for men is presumably 
so totally different from merchandising 
of cosmetics for women that the inter- 
change of ideas is just too ridiculous to 
contemplate. 

In the meantime, we see banks adapt- 
ing merchandising ideas from the realm 
of merchandise; we see transit companies 
adapting merchandising ,ideas from the 
realm of merchandise; we see U.S. Steel 
developing its merchandising-promotional 
concepts that have striking parallels in a 
number of consumer fields and, as I re- 
ported in a previous column, we see a 
group who had almost exclusively an 
“industrial” experience (including the 


advertising agency) make a whopping big 
success of Saran Wrap, which has been 
perhaps the outstanding merchandising 
job of the postwar era. 

We also see the major retailers diversi- 
fying their inventories by merchandise 
classifications—and using almost precise- 
ly the same merchandising techniques for 
the newest merchandise categories as for 
the oldest. Thus, we see the variety chains, 
the hardware chains, etc. all applying 
their basic merchandising policies to an 
amazing and even bewildering variety of 
new merchandise classifications, 


® It would appear to this viewer, since 
“my business is different” has been 
proved to have little application in the 
merchandising of new categories in our 
mass outlets, this primeval canard would 
by this time have been relegated to mu- 
seum status in industry. But this isn’t so 
at all. Any number of manufacturers still 
accept only personnel with training “in 
our field”; still consider only advertising 
agencies “that know their way around 
our field”; still read only the trade press 
of “our field”; and still keep all ideas 
classified either actually or mentally by 
“field.” 

However, it is odd to note that these 
very manufacturing organizations have, 
in an astounding number of instances, 
gone into totally new fields in recent 
years. This has happened through merg- 
er, through laboratory development, 
through the necessity of keeping up with 
the changes in customer shopping habits 
as reflected in the changes made by re- 
tailers, etc. It has happened, too, as a re- 
sult of the highly-fashionable “full-line” 
trend in manufacturing. 

The consequence is that our food com- 
panies are, in varying degree, operating 
in the drug field. Some of our drug com- 
panies are operating in a sort of border- 
line between food and drugs, with several 
drug companies finding that about half of 
their volume is now done through food 
outlets. In brief, both through new prod- 
ucts and through distributive changes, 
most—yes, most—of our large manufac- 
turers can hardly continue to say, “Our 
business is different,” because they are 
no longer operating in a realm that can 
be precisely defined within the defini- 
tion of a single industry. 


® Now it is interesting and even signifi- 
cant to note that the top management ex- 
ecutives of these hugely-diversified or- 
ganizations have no apparent doubts 


about the broad applicability of sound 
management principles to amazingly di- 
versified merchandise lines. Isn’t it con- 
ceivable that what applies to management 
policies might apply equally to merchan- 
dising policies? 

It is also interesting and even signifi- 
cant to note that, while these large organ- 
izations have individual brand managers, 
ete., for specific lines, they also include 
on their organizational charts high-level 
sales executives, advertising executives, 
merchandising executives and marketing 
executives whose domains cover a bewil- 
dering variety of merchandise classifica- 
tions never contemplated when the 
business was founded or even when these 
particular executives were retained. It is 
doubtful that many, if any, of these ex- 
ecutives feel incompetent in the newer 
categories which they supervise. 


e 


Employe Communications... 


Advertising Age, October 29, 1956 


Sound business ideas, whether they be 
advertising or merchandise, marketing or 
promotion, selling or distribution, may 
not possess a universal adaptability; but 
they very obviously have a remarkably 
broad range of successful application 
when smartly tailored to individual re- 
quirements. And surely it isn’t necessary 
to point out that what is true of ideas is 
necessarily true of the individual—be- 
cause how is it possible to separate ideas 
from the brain of the individual who 
dreams them up? 

I will say that there is a deal less of 
the “Our business is different” hazard 
raised these days than some years back. 
But with diversification by merchandise 
category the order of the day in retailing, 
in wholesaling, in meanufacturing, it is 
odd that it should persist to the extent it 
does. 


A Newspaper Man Asks for Help 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

One of the country’s better newspaper 
men—a business-page reporter for a 
large city daily—recently turned the tables 
on himself and submitted to an interview. 
It was an informal interview in lounge- 
like surroundings, and his questioners 
were for the most part eager youngsters 
in the field of employe communication. 

“You're a mediocre group of publicists,” 
the fourth estater started off, by way 
of breaking the ice gently. “You get so 
close to your business that you forget the 
broad interests of the public to which we 
newspapers must appeal. What makes a 
story in your little industrial bailiwick 
doesn’t necessarily make a story on the 
outside.” 


= He became specific in his criticisms, 
and cautioned communications people 
(particularly the editors of employe pa- 
pers) against putting newspapers on com- 
pany publication mailing lists simply for 
the sake of having them there. 

“I haven’t got the time to wade through 
your stuff,” he admitted. “If you want to 
catch my eye, then direct my eye to 
something specific you’ve done and some- 
thing applicable to the interests of the 
public. Write a story on it if you wish, 
and send along the magazine as documen- 
tation, but for Pete’s sake, don’t just mail 
me a magazine or a newspaper. 

“Lay off the heavy cliches that need 
proof to be convincing. One of your fel- 
low-craftsmen never sends me anything 
without indicating that a ‘plant-wide sur- 


vey of employes indicated that employes 
considered this article one of the best 
ever to appear in the company paper.’ The 
survey, which was probably conducted in 
the editor’s office with his assistant and 
a typist, has no dependability. 

“On the other hand,” he continued. 
“don’t go to sleep on a good story. Largely 
by chance I have stumbled on an excellent 
yarn in an employe house organ from 
time to time, and have wondered why the 
editor didn’t have sense enough to tip 
me off to it. I might have been able to 
develop it into a full-scale business fea- 
ture, but by the time the story has broken 
in the company paper, it’s no longer news 
to my public.” 


@ The newspaper man warmed to his 
subject, and urged communications peo- 
ple not to send him speeches without some 
clue to the topic and perhaps an accom- 
panying highlight of it. “This saves my 
time and is apt to stimulate my interest,” 
he said. “But if I must sit down with 48 
pages of solid text and try to wrestle a 
few paragraphs out of it, I’m apt to give 
up before I get started. 

“If you want to get your stuff in the 
newspapers and business press,” he con- 
cluded, “then study them. Know what 
they use, what they avoid. If you’re in 
doubt, ask—I’ve patiently explained to a 
thousand people in my lifetime what we 
look for in a news story. You’re in the 
business of communication, and I think 
it’s your business to know.” 

He might have flashed quite a few more 
caution signals, but on the basis of a man 
simply rattling off advice as it occurred 
to him, he seems to have flashed plenty. 


Just Looking... 


Dropped into the Gothic cathedral 
they call the Yale Library the other 
day to do a bit of research in the Li- 
nonia and Brothers room. 

A pamphlet issued by the library 
describes this room as “informal.” It 
doesn’t exaggerate. 

As I walked in, so help me, I had to 
step over a blocking back stretched 
out on the floor with a book. 

Other scholars were draped about in 
varying degrees of informality. 

Some were lying on davenports. 
Many had their feet up on the reading 
tables. Others had parked their loafers 
on the book stacks. 


# One bibliolatrous contortionist had 
his dogs planted on the fourth shelf up, 


By Walter O'Meara 


which required an opposite anchorage 
somewhere between his coxa and the 
back of his neck. 

Nearly everybody was smoking— 
which, in the Yale Library, is some- 
thing like smoking in church. Quite a 
few were soundly asleep. 

I went into the vast main reading 
room and found things only slightly 
less informal there. 

Do you know something? Those Ivy 
League boys ain’t anything like they 
show them in the ads. 

It has been suggested that advertis- 
ing is often out of touch with reality— 
that it doesn’t reflect life as it really is. 

In the cathedral quiet of the Yale 
Library it occurred to me that maybe 
this is sometimes just as well! 
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PUBLIC 
RELATIONS 


Should “top line” 
management accept more 
invitations to speak in public— 
or should “staff” personnel do the 
job? Is do-it-yourself or 
ghosting the better policy in 
writing speeches? The October 
DR&MI delivers some helpful 
hints in “Who Speaks for Your 
Company—and Why?” Articles 
like this assure a ready audience 
for your message in every 
monthly issue. 


COMMUNICATIONS 


Wie brand new kind of ; 
/data-proeessing center, < Dix: ’ 
electric products company — oe 

sparks “the administrative > 
revolution.” How the canter work: » 

| detatled in “Administrative 
Automation Begins to Move in” — — 
an October DRAM! feature. Mewes 

management techniques ore coveroc 

in every monthly issue of DXan. 
Good place to fell chou! ne. 
uses forthe procucis or fhe 
services: you sei. 


MATERIALS. 
SALES... 
PERSONNEL... | 
PRODUCTION... DISTRIBUTION 


Two new kinds of rubber 
= open up @ Wester 
exciting ne w-produet possibilities 
in many flelds 
The men who moke detisions = 
in these fleids will avidly tedd thas 
typically help’. sory onthese moferiahs | 
in the October BRM 
if your odvertising efters Similar 
_ helpful informotion, Twill get Tie] 
same fop-level attetition 
in very monthly: issue, 


iy 


Month after month, more than vg 
106,000 business leaders turn to 4 
DR&M! for practical, timely guidance 
on ALL of management's interests and 
concerns. These men—including 53,000 
company presidents and 41,000 other 
high corporate officials, owners or 
partners—are the ones whose decisions 
count the most for advertisers. !f 
top management's your target, 
DR&MI is where your advertising 
message ought to be. 
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Salesense in Advertising... 


Positive Appeals Are Usually Best 


By James D. Woolf 
Advertising Consultant 

A reader of this column asks me to 
comment on the pros and cons of negative 
vs. positive appeals in advertising. Inas- 
much as several years have gone by since 
I have dealt with this subject, I hope I 
am not being tedious 
by airing my views 
once again. 

Generally speaking, 
depending on the 
problem and the objec- 
tive, my preference is 
for the positive appeal, 
and I believe that most 
i admen are in accord 

with me on this ques- 
James D. Woolf tion. 

Hollingworth once wrote, learnedly: 
“The feeling of unpleasantness . . . is ac- 
companied by retractile, conflicting, or 
evasive moments, the organism tends to 
shrink away from the stimulus rather 
than to move toward it. Under these con- 
ditions the resistance of the nerve paths 
is increased, stimuli make relatively faint 
impressions and the impression tends eas- 
ily to oblivesce or be forgotten.” Poffen- 
berger once said much the same thing in 
simpler language: “In the process of 
learning, those experiences which are 
pleasing or satisfying tend to be perman- 
ently fixed, and those that are unpleasant 
or dissatisfying tend to disappear.” 


® As I have already stated, I believe that 
most admen usually go along with the 
positive approach. Seventy-one of Julian 
Watkins’ “100 greatest” ads employ a 
positive approach. Ten of his selections 
are negative or semi-negative. Nineteen 
are neither fish nor fowl; for example: 
Buick’s “Ever Hear the One About the 
Farmer’s Daughter?” Thus it will be seen 
that the positives win hands down. 

However, I do believe there are times 
when the negative appeal is indicated. 
When the consumer is blissfully ignorant 
of his need for the product—when the 
product provides a solution of an unrec- 
ognized problem—then it would seem that 
a negative approach, possibly pitched in 
an emotional key, is likely to be more 
effective than a positive appeal. 

For example, note the Terminix ad, 
shown here. Termites are sly and insidi- 
ous little devils, and it must be true that 
many home owners are happily unaware 
of their undercover depredation. In ads 
aimed at this segment of the market, it 


Are termites “= 
secretly assechiiaans your home? — 
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SCARE 1S IN ORDER—Termites are sly and 
insidious undercover agents, and it must 
be true that many home owners are 
cheerfully unaware of their stealthy dep- 
redation. In ads aimed at this segment of 
the market, it seems to me, a negative 
scare approach is clearly in order. 


RIGHT FOR THE SUBJECT—The tragedy of the 
underprivileged and oppressed is so re- 
mote that most people do not feel it 
acutely. It can be brought home to them 
most dramatically and vividly, I believe, 
with negative headlines and pictures. A 
great deal of U.S. fund-raising advertis- 
ing employs the negative approach, and 
this procedure, in my opinion, is right. 


seems to me, a negative scare approach 
is clearly in order. 


# Going back two or three decades, or 
thereabouts, most people were contented- 
ly unaware that they might be offending 
with underarm odor or unpleasant breath. 
Hence both Odo-ro-no and Listerine 
stressed the social tragedy that befalls the 
victim of these afflictions. This was cer- 
tainly the correct copy procedure. To- 
day, now that the public generally is con- 
scious of the problem, the advertising of 
deodorants is not nearly so negative as 
it used to be. 

I believe tHat the negative appeal is 
right for advertising that solicits funds 
for the oppressed and underprivileged. 
Note, for example, the Foster Parents’ 
Plan ad, herewith. I believe this ad would 


_ lose a great deal of its emotional impact 


if it were illustrated with a photograph of 
gay, carefree children. 
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CHANGE TO POSITIVE—There was a time 
when most people were blissfully unaware 
that they might be offending in the matter 
of nersonal daintiness. The early adver- 
tising of Odo-ro-no, Lifebuoy, and Lister- 
ine, dealing with an unrecognized prob- 
lem, stressed the social tragedy that be- 
falls offenders. Today the problem is so 
well recognized that much current adver- 
tising of deodorants makes a positive and 
much more pleasant appeal. 


Sometimes a combination appeal—pos- 
itive-negative or vice versa—is effective. 
Well known to every student of adver- 
tising is John Caples’ famous ad for the 
U.S. School of Music. A perfect example 
of the negative-positive appeal is his 
headline, “They Laughed When I Sat 
Down At the Piano, But When I Started 
to Play—!” A negative approach with 
an implied happy ending right in the 
headline. 


Advertising Age, October 29, 1956 


Everything considered, I like the happy 
approach—the promised benefit in the 
headline—whenever possible. Advertising 
would suffer in popularity and credibility 
if all of it were as dreary as the New 
Haven R.R. ad, “The Kid in Upper 4,” 
one of the “100 greatest.” What a de- 
pressing mess our magazines and news- 
papers would be if advertising dealt ex- 
clusively with the agonies and frustrations 
of the human race. 


Mr. Woolf's articles are available in a handsomely bound book for 


permanent reference. Price: $5.95. 
Chicago 11, IIL, 


200 E. Illinois St., 
available on five days’ approval. 


Write Advertising Publications, 
for “Salesense in Advertising,” 


Perspective: You're 


Some easy rules for better roughs 


Problem: Visual elements to arrange 
in perspective. How to do it? To help 
you show the art department what 
you want, or to visualize any ordi- 
nary scene, here’s a simple perspec- 
tive guide lesson. 


Problem: Winter scene, figures. 
Solution: Follow these 5 easy steps 
for thousands of different composi- 
tions. 


1. Start with picture area, A, and 
draw a horizon line, B, about midway 
down. Horizon: horizontal. 


2. Place a figure, C, in the fore- 
ground. Feet are lowest in picture 
(closest). 


3. Girl, D, will be this size and will 
look natural by normal rules of per- 
spective. Dotted lines to horizon 
“vanishing point” guide your place- 
ment of head and feet,.if she is same 
*“real” size as her companions. (Un- 
less she is in a hole, E, or leaping, F). 


4. Low horizon, more sky, put view- 
er low, G. 


5. High horizon, more ground, put 
viewer relatively higher, on hill, in 
tree or plane, H. 


Practice composing anything with 
these simple rules. They apply to 
all objects seen “realistically,” and 
should help you get your bearings. 


Depending on perspective, your he- 
roic figure can be a husband, N, a 
box, O, or a mouse, P. 
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Next Lesson: You benefit 3 ways with PERSPECTIVE 


a hero to somebody 


C¥ Vanishing Point For - 
fiqure x ) 


a 


OO Tag a Sen as es ‘ee ol Tes J ES ee” Geo 
COLA OSE AS ke a ee MP CM eres ee tle 
ap aay oe, eae ee Peg at a, appre S ot oe 
swe oy eS en eo Loe Biba tc ie een, SON eS Pas othe RG eee ss - 
at ae 1 Se nate rr begs nee oe: Shee oo ene oe: Se Tee: be = 
weet ds oe 7 hy papel. Raa dn p a ee ey alae 4 z Pasir = i ah ups ee asta as Gey Pr ae a. rs =o i, ae ee Ne i 
; Ris , pa : < Si : 7 : as at uy aod se Ree 5. ee ee “~~ a esis 
ne , , [ae ee UC lm 
Lf. =e . : 5 = 0 oe a ae e's 49 " 
Suey Career” pra gesateana ses maby a ey —. 
Le ear a a 
on ae ; 96 “ ‘ : ee 
teed et. 
mes: 
See ok ee 
Hold mg - 
ee 
mae ein 
oa a 
; ee i 
eee - 
hapa 
ae 
Cie 
eh ee 
ee 
e wo 
Cob ae 
:% | Sp hg - . 
i a el 
om Ee) lis Is a World 
ae of Hunger 
<i | ie 
as si Fee & Rierierren aged & file my 
2 ae : SSNs 
ts =i ered © she hore er pam 
eee Evecare Sebemete 
Be ¥ tes meer mnrhrmmes as me 
Pee. scaqsmaten Ge. gesemect’ bos 
a onl fans cos oes 
wie 4 ess vate mtn bes G8 career mah Per 
ass Spr Cs 
a Gi > Es 
oe oe Caereta en er 
Ow es, canoer cod manne Gemeente witie® te mqmmet wudiereneed | meme 
es ae a en ea eS ere 
e te ite Seeadinen Seng tq nd reper te laegnangheerengred 
, ‘Le ; Fao ig 7 
AP ee tod Gecmendisiennsine hei 
Biba: Ss we ee Sad 
Bi arte ee ce Ay 
a a SSS eS 
1 Pe cman a OE mG 
= ye aR ES 
48 So ee ee PY 
Ele me ko ae 
a ‘3 —e 
ut ie ‘ Pocents’ Plan. tome 
<2 a = Or tee CEE, ew ee 
Ds oe: ee oe we nen ee me en ee eee 
_e a = 
mee _ SSL eee 
ae -Sai> |° SPR 
wilee SSS |S eee 
pe aa ~ <6 o ate er 
ie a. Pi Scie Te ~ ‘oul 
i ae _— a a ee 
Baik. 
Wake rt 
<a Peete 
Cee 
es eet 
apes 
ar” Eee ieee 
te ee 
ct: Dea + 
oe : ; au 
ae ze ae > 
fl os lenge Be % > : 
a Bid i ee : / - 
pe Ar lime . 4 : 
zi a . 2 re tS \ oa by 
1 pie at oe i Qiu 
Paes a, 3 as : x F ra Ae i ; @ 
Toby ets : ; i BSS cial ; 
7] ae o> ANY Ca 
ir Cos so) ee e. | oer = 
Bee et 
ys Pia 
atte ‘ 
ik: 
"a 
- f I Moe N 
Sy ag 
ood 
| | eft 
 - SS 
ae. 
oie A 
Ai. 
el eg 
mab Oc * 4 
ies ot 
Be ea : te. : 
ei) Ta ~ By e 5 
we ae ° ee al 
wth ae ‘ : . 
ae, . oe, . 
el eas ‘ / ye 8) . 
4 x} Gg YL f 
ap oe 4 
re pet 
oe. x “ 
ae . ¥ 
oes ° 
hE ; eD A. 
afi . " 8 
ae “>t 
ee e 
a ae ; . 
a ea ; “> 
Ace ish 
pe : ¢ Vanighing 
ree 
he me 
Ou eae 4 
ae 
ba pF 
oh . 
a ee 
oh abt , i *. 
Sos iio Tbe eae W. | 
BUS : Po ia ‘ 
pane. ; Poe a Sy . . 
5 ee ; ‘ < Hi, Fhe . 4 a 
i fe ; R f a . 
eit eon a : ~ 
ae or, ee ae ae ap a ee aa . me 
ae, ne ee ’ 2 
ee . i 2 ae : , 
ea tm ; a | a - . > 
ea fa é : ok a aa BS . ° .. 
Bis. re. Oe Bee ge | *¥ . 
apr : ae 4 ees ie 4 ; : he : 
aie a a ’ : 3 Tees : rs ; =, 
4 2 ee § ; tin! t i ee. ae * | 
‘Rady © ‘ —, | | 4 ya aq a Fe ; | 
& Beet. bey — Ms _ Ni 
ae fe nd ie ; e a F < 
ao > gs . re : kena me 
Z +e weed FI a A ‘ : as BR ck. cai “oe » 
— Pe a a | 
reo). ‘ be : es a 
[aes Oe Mere) ree w « - 3 ae 
ae Dace te coe cbod oy ee, , oe eee . 
7 ale  enhenng rein comely Pyne Gor? 9 hg le Mile Capea cae — a eee x 
a eee pp Ty rey oy peer” ee + Some bee BS 
oe i. - - of ue 
ee _ Seas qos koe 2 é J ie vy, 
4 Key a ¥ ly ~ t Pie 48 F. ag 
+ et — ao 
Ri ss zs 
4 fea . ieee. / rs f 
pag ark. Bee ha. ke : 
ign ‘ - ~— . “3 
ae ; Si: |; ae nf f a 
es e . F ‘Bi ¥ “ fi rb os “| , 
<a ae " oo. 2% : Pa ae 
a ca \ ‘AT 
a a - . : . 
arb. = Aas ~ ee a 
2 verona . try - won ante omens ee om ce ree eee | ro * ¢ F : 
1s SXncol onetis 2 Retr ses bier ey * : ponay lpairreiaate ss My or NS mc ¢ caeamy ° 
ca ore “Poe pate ra <= le on oe eee Reema ca | apes pote ete he 28 me _ 
ee else et SSeS Se ot ees ana nt ae ne SULTS, oS me ae oe 
Sy SuSE SS LS Sas SES — 4 $ 
ne “i TS eew CEcccsetinbncctediigeme et aoe Mek ‘ ; Ls eet SES A oS vas * 
Ae I —- os ae Na ° ¢ . 4 
nes — So, a e f : 
“ae pl Bn ee e : 
“he | Seca see Sree “ 
Bre eae Ree. P 
: 3 | 
. ie ees | ars . : 
Fe cas came ae 
Fe c)! | 
Pie) | 
“oe ns, YS) 
ae : 
pee " : GP ' 
he nave aun ‘ N 
ap . D <> s 
ee U Y. '@ F | 
pg * 7 . 
ae wi\- 9@\\" PY 
Bc 
Bray 
iam 
ms 2 } 
pa, | 
‘2 
6 > | 
gi 
ir 
Bes oe | 
ea: | 
a ee : - ; 
es i Ss : if = - y ia? Te. 
TS oe, a ie oe tn le a ea a get ae a 
MO So tay ae Ra” FO Oe ee | > ge f Sa ee 4 Bp eeegeaae a, SUE i a a . : Said r é 
a. et Mees Of Say Oe ERD, a Bi Ete toe : eS (ae ole ye 2 ee ee ee OX Se vag oe 
5 Nee Ege aetna a aes. a eee oy ae v-. pea >: eee ae ee ie 
aay OE aaa anu Se ee # fa pee. 4 ee eee ae mee. ‘es 
Ee, ar fs Pee AR ee eae is ds: ae 
Wee 2 ee Joy a a BN 


LIFE’s selling power just keeps on growing. For one thing, LIFE’s 
weekly circulation reached an all-time high for a first half— 
averaging 5,714,310 copies sold each week. 

Then, too, Audits and Surveys Co., Inc. showed that retailers 
rank LIFE first across the board. They choose LIFE for their own 
enjoyment, for carrying advertising for the products they sell 
and, most important, they use “Advertised-in-LIFE” more for 
actual store tie-in displays. 

No wonder in the first nine months of 1956 advertisers have 
invested $33,421,135—or 52% —more in LIFE than in the next 
leading magazine. 

No wonder again this year, LIFE leads all other weekly maga- 
zines in circulation, audience and acceptance by advertisers and 
retailers. 


9 Rockefeller Plaza, New York 20, N. Y. 


BETTER AND BIGGER - 


HOW BUSINESS RANKS NATIONAL MAGAZINES 


Ranking | 


Total Investment by 


Magazine Adveriisers 
(Jan.-Sept., 1956) 
1st LIFE | $97,038,731 
get. | Saturday Evening Post 63,617,596 
34 |‘ Time 30,820,343 
4» Look 23,193,542 
5th | Better Homes and Gardens 22,184,617 
6th Ladies’ Home Journal 18,532,052 _ 
7th Newsweek 14,283,985 
8th Good Housekeeping | 13,995,955 
Oth Business Week 13,428,125 
10th Collier's : 12,254,545 
The next tem magazines rank as follows... LAth: McCall's, $12,198. 141— 12th US News & 
World Report, $10.988.772 — 13th: Farm Journal. $10.585.962 — 14th: New Vorker 99.14 1.984 
1Sth: Amerwan Home. $8.964.028 — 16th: Reader's Digest. $5.184.900 — A7ths Pamely Circe. 
$7,832,290 — 18th: Forjune. $6.440.360 — 19th: Woman's Home Companwn. $6,388,128 — 


20th: Vogue. $5.364.006 


Source Vubloshers Intormatun Kureau 
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Kool-Aid Saga: from Mail Order in | 


Nebraska to General Foods Division 


(Continued from Page 2) 
when a giant corporation takes) 
over and streamlines a_ small| 
home-grown company. From a 
struggling mail order business in| 
Nebraska, Perkins has grown to! 
become a multi-million dollar) 
manufacturer of three top prod- | 
ucts: (1) Kool-Aid, the first and| 
still the top selling soft drink mix, 
(2) Good Seasons salad dressing | 
mix, which GF took out of no-| 
where and moved into the No. 2 
selling spot among French-type 
dressings and (3) Kool-Shake, a! 
new milk shake mix introduced in 
June, which now sells “hundreds 
of millions of extra quarts of milk” 
and refers to itself as top brand in 
its field. 


= The Perkins company started 
with pennies shortly after Worid 
War I in Hendley, Neb., when Ed- 
win E. Perkins opened a mail order 
business for flavorings, spices and 
sundries. Its first foray into adver- 
tising was in 1918 when Mr. Per- 
kins made up his annual budget 
and set aside the remaining capital 
for advertising—this amounted to 


$35. 
He didn’t bother with his ad 
budget until October, when he 


blew it on a half-inch of space in 
the Police Gazette to promote Nix- 
O-Tine, “a cure for the distasteful 
tobacco habit.” 

The ad landed on Page 15 among 
other half-inchers—one offering 
cures for “St-stu-t-t-tering” and 
another calling attention to Cosi’s 
Obesity Cream, “external and 
harmless,” guaranteed to reduce a 
waistline 2” in three weeks. 


® This first Perkins product was 
35 years ahead of its time. “Tobac- 
co slave,” it was headlined. “Quit 
habit easy. All forms cured or no 
charge. Kills craving; harmless. 
Full remedy on trial. Perkins com- 
pany, B4, Hendley, Neb.” The 
product name was overlooked, evi- 
dently considered irrelevant in 
that unbrand-conscious day.” 

Nix-O-Tine and some of the 
early Perkins products chugged 
along for a few years, bringing in 
enough money to feed the Perkins 
family. Apparently the advertising 
behind Nix-O-Tine didn’t quite 
have it, for in 1928 Mr. Perkins 
dropped it and introduced a unique 
new pruduct, a soft drink powder 
which he called Kool-Aid. 

In those days, Mr. Perkins’ cap- 
fal was still too limited to be lav- 
ished on salesmen, so the initial 
effort was by direct mail to whole- 
sale grocers and candy and truck 
distributors. All promotion efforts 
and dollars were devoted to getting 
Kool-Aid into the distributors’ 
hands. 


s Although Mr. Perkins didn’t 
have much use for advertising, he) 
did acknowledge that he had to tell 
grocers about Kool-Aid’s profit po- 
tential if he expected to piace his 
product on their shelves. Therefore 
he did break down and advertise) 
in trade journals—the records) 
show that between 1928 and 1943) 
he spent all of $143,000, about $9,-_ 
500 a year. 

By 1931; Kool-Aid’s third year, | 
business was sprightly enough to) 
venture into consumer advertising | 
—and to merit a move to Chicago | 
to get closer to suppliers and dis-| 
tributors. 

A $10,102 investment was made | 
in “Woman’s Radio Review,” on | 
the old NBC Red network; the pro-| 
motion paid off so well in sales it) 
was continued until 1933. 

} 
# It was then, in the depression | 
days of °33, that Perkins risked | 
bankruptcy and took the daring | 
gamble that made the company. 
Kool-Aid. was selling for a dime 


‘all and cut the price to 5¢. 


| and moving satisfactorily, although 
|the sales chart was not on the up- 
swing. Management decided to risk 


The nickel package worked; 
sales picked right up and a year | 
later Kool-Aid had established a} 
mass market for soft drink pow-| 
ders. 

The theory behind the gamble 
;}was simple. It was possible to 
manufacture much more of the 


|product with the same overhead 
| costs. If the price was slashed 50%, 


the increase in sales, after a cer- 
tain point, would offset the profit 
loss. Sales zoomed skyward and 
the product became an established 
household item. And it is one of 
the few products—are there any 
others?—which still sells at its 1933 
price. 

Increased material and labor 
costs still tend to be absorbed by 
modern manufacturing methods 
and by continued increase in the 
product’s sales volume. 


® By 1934, Mr. Perkins felt up to 
a bit of newspaper and magazine 
advertising and took a color page 
in Ladies’ Home Journal. Two 
years later he signed for another 
one, for $11,250, and ran his first 
coupon—a device heavily used by 
streamlined Perkins today. 

In the July Journal, the compa- 
ny offered free one “full-sized” 
package of Kool-Aid. Perkins 
didn’t believe in giving customers 
too much time to dally in those 
days; if the coupon was to be hon- 
ored it had to be presented to gro- 
cers before midnight, July 10. 

From then on the company took 
to advertising in a multitude of 
books—like Life, McCall’s, Wom- 
an’s Home Companion, True Con- 
fessions—until in 1951 it ran the 
gamut and Kool-Aid copy ap- 
peared in 34 magazines. Also that 
year, the company ran 1%” re- 
minder ads in 3,000 dailies and 
weeklies across the country. 

This all sounded very impressive 
to grocers—and that was just the 
point. One major aim of all this 
advertising commotion was to con- 
vince grocers that Kool-Aid had 
heavy consumer advertising be- 
hind it. From 1928 through 1951, 
total expenditures amounted to 
little more than $3,000,000 during 
those 23 years—a minuscule sum 
compared to what is going on to- 
day. 


s At this point Mr. Perkins began 


negotiating with General Foods. In 
1953 he called together his 600 em- | 
ployes and told them the time had | 
come for him “to spend more hours 
fishing.” 


“Some of you will read a news 


item on the financial pages of this | 


. 


STATIC ANIMATION—Kool-Aid’s smiling pitcher, conceived for Perkins 
by Foote, Cone & Belding, goes into action by pouring itself into 
glass. 


tion of Perkins and Kool-Aid by 
General Foods,” he said. 

This was “really a boyhood 
dream come true,” he told them, 
recalling when his father’s grocery 
store in Nebraska got some of “that 
new-fangled Jell-O. People liked it 
and its six delicious flavors and 
came back for more. I can remem- 
ber how I thought I would like to 
invent something like Jell-O, man- 
ufacture it, and sell it all over the 
country.” 

Not only was Kool-Aid manu- 
factured in “six delicious flavors, 
just like Jell-O,” but it was even 
joining the Jell-O company, he 
pointed out. “You can well imag- 
ine the thrill and satisfaction I look 
forward to when our Kool-Aid will 
join this distinguished family and 
be introduced as ‘A product of 
General Foods’.” 


es Mr. Perkins then retired to 
River Forest, Ill., where he still 
lives, and W. Parlin Lillard, who 
joined GF in 1937, was put at the 
company helm as president and 
general manager. 

General Foods is very conser- 
vative about making changes in 
the products it acquires, and its 
treatment of Kool-Aid was no ex- 
ception. Nothing too drastic was 
initiated until an extensive market 
research program had been com- 
pleted. When the results were in, 
there emerged a clear picture @f 
the strengths and weaknesses of 
the consumer franchise and an ac- 
curate picture of the typical Kool- 
Aid customer. Now GF could de- 
termine the areas where the 
business could be developed most 
successfully, and things started 
popping. 

Sales and advertising were co- 
ordinated into an over-all market- 
ing program similar to the setup of 
all GF divisions. The marketing di- 
vision at the main office was dou- 
bled. 


8 The country was divided into six 


|sales regions and experienced re- 


gion managers were assigned to 
each. The field sales force was in- 
creased fourfold. 

New modern machines took over 
the production line, resulting in a 
finished product untouched by hu- 


evening’s paper about the acquisi-!man hands. Three flavors were 


EYE CATCHERS—Packages for all three products of Perkins division 


of General Foods are designed 


for impulse buying on grocers’ 


shelves. 


added and a new process which 
“locks in” the flavor was initiated 
with the result that Kool-Aid can 
now be stored up to three years 
without flavor loss. 

Three months after the acquisi- 
tion, Foote, Cone & Belding, Chi- 
cago, was retained to handle the 
Perkins account, replacing Mason- 
Warner. And as market surveys 
were completed, a new type of ad- 
vertising began to evolve. 

First of all the company started 
advertising to consumers to sell 
consumers, rather than running 
consumer ads to merchandise to 
grocers. For example, instead of 
taking 14%” b&w reminder ads for 
adults in thousands of newspapers, 
General Foods placed large four- 
color ads in Sunday comics cover- 
ing 200 markets to attract the at- 
tention of children. 


s Also, in 1954, tv commercials 
were used for the first time; they 
were 30-second “hitch hikes” on 
the “Roy Rogers Show,” again di- 
rected at children. 

The same year, the Kool-Aid 
smiling pitcher was developed as 
a product symbol. A series of three 
Sunday comic ads were planned 
that year and each ad used a dif- 
ferent version of the pitcher. 
Traced in the frost on one pitcher 
was “5¢” to emphasize price. In the 
second ad a heart pierced by an 
arrow was drawn on the pitcher to 
depict fondness for the product. 
The third ad had the smiling face 
drawn on the pitcher to symbolize 
fun. 

After each ad had run, it was 
decided that the smiling face, the 
creation of C. Marvin Potts, execu- 
tive art director at Foote, Cone, 
presented the greatest opportunity 
for development into the Kool-Aid 
symbol. A year later it was offi- 
cially adopted. 


= In ’55, as the market research 
was completed, the ad program 
was expanded until, in 1956, the 
program was etched out in all its 
facets. This year Kool-Aid is ad- 
vertised across the board—and 
year ’round. In the past, major ad- 
vertising was confined to the hot 
summer months. But this year, the 
schedule continues into the fall and 
winter, the survey having shown 
that Kool-Aid sells all year. 

This year, too, the campaign has 
been re-aimed at a different audi- 
ence as a glance at the magazine 
schedule vividly demonstrates: 
American Girl, Boys’ Life, Capper’s 
Farmer, Ebony, Family Weekly, 
Farm Journal, Farm & Ranch, 
Household, Parents’ Magazine, 
Progressive Farmer, Successful 
Farming and True Story, plus the 
Harvey and Dell comics books. 


= Major network tv, backed up by 
spot tv, was started in May, weeks 
ahead of the summer’s heat, using 
“Roy Rogers Show,” “Our Miss 
Brooks,” “Captain Kangaroo” and 
“Mighty Mouse.” 

As in the past, radio and outdoor 
posters were used, but only as sup- 
plements to the main efforts. Radio 
is now scheduled in the Southeast, 
Southwest and New England. This 
summer there were special radio 


campaigns in 22 top markets and 
among the Spanish-speaking mar- 
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kets of the Southwest. 

High quality, convenience, good 
taste and fun, the main selling 
points in the campaign, are illus- 
trated by the Kool-Aid pitcher 
with the frosty smiling face. On tv 
the pitcher came to life in a new 
animated art treatment. On both 
tv and radio the Kool-Aid jingle 
and secret whistle (based on the 
first four notes of the jingle) were 
part of the over-all theme. 


® Even in still ads, the pitcher 
came to life through “static anima- 
tion” as it was shown merrily 
pouring Kool-Aid into a glass. And 
an old slogan introduced by Mr. 
Perkins years ago is still featured 
in every ad: “A 5¢ package makes 
two quarts.” 

Because of Kool-Aid’s proven 
high response to impulse buying, 
the package was redesigned and 
emphasis was placed on point of 
purchase advertising with an in- 
creased supply of floor bins, price 
cards and shelf talkers. 

General Foods is as coy about 
sales figures as a woman about her 
age, but trade observers know that 
with all this revolutionary stream- 
lining something just as revolu- 
tionary must be happening to the 
sales figures of the country’s top 
selling soft drink mix—but just 
how steep the sales curve is, GF is 
keeping carefully to itself. 


s That’s chapter one in the Per- 
kins saga. In 1954, 13 months after 
GF took over Perkins, the company 
signed an agreement for acquisi- 
tion of 4 Seasons, Los Angeles, 
which produced Good Seasons sal- 
ad mix created by Robert Kreis, 
then supervising chef of the Brown 
Derby restaurants. He’s a man 
who still bears the scars of a suc- 
cessful ad campaign. 

“The power of advertising really 
put me into business,” he testifies. 
Mr. Kreis had long nurtured the 
idea of selling mixes of herbs and 
spices for salad dressings. After 
months of trial and error (in his 
garage), he arrived at the right 
formula. 

To drum up customers, he ran 
an ad in the August, 1948, Sunset 
Magazine offering his salad dress- 
ing mix plus mixing bottle for 
$1. Before paying out his 
$210 for three inches of space he 
asked how many replies he might 
expect. He was told he might re- 
ceive as many as 500. 


s “That was quite a few,” but Mr. 
Kreis thought he could cope with 
that many, so the ad ran. 

Within a matter of weeks, 2,000 
people mailed him their dollars. 
Sold out before he even started, 
Mr. Kreis sent out as many kits as 
he had and mailed postcards to the 
rest, explaining there would be a 
“slight delay.” Then he and his 
wife and two small sons holed up 
in the garage grinding out some 1,- 
500 kits. 

Good Seasons appealed to Gen- 
eral Foods not only because it 
would fit into the manufacturing 
setup of Perkins, but also because 
it was a product that would take 
up practically no space on the gro- 
cers’ shelves. Well aware that the 
grocer is always fighting for more 
shelf space, GF figured that in 13” 
of shelf space Good Seasons would 
pay a grocer as much profit as he 
would get from 68” of bottled 
dressing. 


® So far, advertising has aimed 
at winning a place on the grocer’s 
shelf and at the same time gaining 
consumer acceptance. Last year’s 
consumer advertising was actually 
to educate the public to a new con- 
cept of making salad dressings. The 
theme, therefore, was “New Idea,” 
and artwork simply showed the 
envelope pouring itself into the 
bottle. 

This year’s advertising is heav- 
iest in the metropolitan areas and 
includes color pages in Holiday, 
Sunset Magazine, Gourmet and 
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"...a candle 


lighting the way 
to a new and better life.” 


pene ene lh May 1956 an important article appeared in Coronet Magazine. 
‘ee Se The response to its publication was so heartwarming and so 


~ typical of the effect that many Coronet features have had in 


the past that the editors made it the subject of the following Anniversary Editorial. 


HIS month marks CORONET’S 20th anniversary. And much of what our 

magazine stands for is summed up—perhaps better than we could do it 
ourselves—in this quotation from a letter by Mrs. Otto Quintel, of Flint, 
Michigan: “... your article was a candle lighting the way to a new and 
better life.” 


Her letter referred to ““A New Operation That May Defeat Parkinson’s Dis- 
ease,” which we published last May. Written by William Peters, the article 
told the factual, yet drama-packed story of how Dr. Irving S. Cooper, a 
young New York neuro-surgeon, had severed a particular brain artery while 
operating on a victim of Parkinson’s Disease, then tied it off. What resulted 
became medical history. The patient improved remarkably. The rigid limbs, 
the uncontrollable tremors that characterize Parkinsonism—hitherto con- 
sidered hopeless—were almost entirely relieved. Later this surgery and 
another more highly developed operation (chemopallidectomy ) achieved 
similar results in several hundred other cases. After CORONET—the first 
national magazine to publish the story —hit the newsstands, an average of 50 
letters a day began pouring into our offices from all over America and several 
foreign countries, asking for information. CORONET forwarded more than 
2,000 of these letters to Dr. Cooper. For many sufferers they proved to be 
passports to new health and happiness. 

Mrs. Quintel’s letter told how her husband, Otto, a General Motors employee 
for 37 years, had been forced to retire because his hands stiffened and shook 
so badly he couldn’t work. She wrote: 

‘Because of my husband’s illness the outlook was very limited around our 
home. Then came May and CORONET. I read the article three times silently. 
Then I read it to Otto. The seed of hope had begun to germinate. Our doctor 
told us that Otto had everything to gain and nothing to lose by going to New 
York. So after discussing it with our three grown children 
and praying with the minister of our beloved Lutheran 
Church, we arranged to see Dr. Cooper. 

“I was plain scared about coming to New York. I had never 
been there and the fact that Otto was so helpless—he had to 


Coronet on its 20th Anniversary is 
important reading to over 

two and three-quarter million 
American families every month. 


travel in a wheel chair—made matters that much worse. But again the 
Lutheran Church came to our aid. I phoned Pastor Weber’s residence, since 
he is pastor of the St. Paul’s Evangelical Lutheran Church of Tremont, in the 
Bronx, New York—a member of the same Synod to which we belong. His 
wife referred my need of a place to stay to their Deaconess, Miss Ruth Berg. 
She soon found a room for me with a couple in Westchester. 

“In New York we met people who had read the article in CORONET. We met 
people who had brought their loved ones for treatment from Europe, South 
America, Canada and all over the U. S. Together, we stood by while the 
operations were performed, became friends, laughed, prayed and wept 
together. 

“Finally the day of the operation arrived. After Otte was wheeied to the 
operating room, I went downstairs and waited. Afterwards, | was amazed to 
see him roll over in bed unassisted. He sat up the second day by himself. 
‘When we boarded the Capital Airliner, Otto walked up the same ramp he 
had to be wheeled down when we arrived. Then the biggest thrill of all came 
when we got home and he proudly strode across the threshold unaided. From 
that time on we began to live again.” 

Doctor Cooper, at the age of 34, is an Associate Professor of Neuro-surgery 


at New York University-Bellevue Medical Center and head of the Department | 


of Neurologic Surgery at St. Barnabas Hospital for Chronic Diseases, New 
York City. He lives with his wife and their three children in Pelham Manor, 
New York. He was interviewed for the CORONET article by William Peters, 
35, a top-notch magazine writer and a past winner of the American Heart 
Association’s Blakeslee Award for a dramatic article on heart surgery. For 
Peters, Mrs. Quintel’s words, “... your article was a candle lighting the way 
to a new and better life,” are all the treatment a writer requires to prove 
that his craft is among the world’s most worthwhile. For 
editors, they point up that wonderful instance of com- 
munication between editor and reader. In this instance 
these special words illuminate the 20th anniversary of 
our magazine, 
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The New Yorker, as well as six 
one-column b&w ads in the last 
two. The schedule is the antithesis 
of the Kool-Aid campaign. This 
strategy of aiming hardest first at 
the responsive metropolitan mar- 
kets is working well and the per- 
centage of Good Seasons sales in 
New York, for example, as com- 
pared to other brand salad dress- 
ings is so high that “even the men 
who laid the strategy admit having 


Touchy readers get ideas thot Adver- 
were or waeencise rs ng invaded their 
rights. a claim is filed, 
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devised especially to take the sting 


out of 
mexpensive and 
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these cases. 


It’s surprising! 
it does the job 


been pleasantly surprised,” 
General Foods puts it. 

Salads are fast growing into a 
national institution, GF believes 
and to have Good Seasons grow 
with the salad itself, the campaign 
this fall and winter includes an ap- 
proach to mass audiences through 
the radio show, “Arthur Godfrey 
Time,” and three tv shows, “Queen 
for a Day,” “It Could Be You” and 
“December Bride.” 


® The third product in the Perkins 
trio had no humble beginnings in 
a garage or grocery store, but 
emerged prosperously and directly 
from the GF laboratories in Chica- 
go. There a group of technicians 
perfected a new powder which 
made a thick foamy milk shake in 
20 seconds. It was dubbed Kool- 
Shake and in June was treated to 
“the heaviest advertising cam- 
paign ever put on for a drink mix,” 
according to the company. 

The aim was to establish the 
product in the consumer’s mind in 
the shortest time possible. A na- 


tional sampling of the product 
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Winston-Salem* — 11th fastest 
growing Retail Sales Market in 
United States 


BIG) 


Journal and Sentinel 11-county 
trading area Retail Sales 
up 56% over 1948 


WINSTON-SALEM 
Metropolitan Area Retail Sales 
$155,394,000.00 for 1954 


60% GAIN — 1948-54 


WRITE PROMOTION 
DEPARTMENT FOR NEW 
“KNOW OUR MARKET” 

BROCHURE 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 
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ngs are happening 
in. North Carolina 


Winston-Salem* — North Carolina’s 
fastest growing Retail Sales Market 


Winston-Salem* 
of North Carolina 


Figures from new U. S. Government 1954 Census of Business Report 


WINSTON-SALEM 


JOURNAL and SENTINEL 


‘ MORNING SUNDAY 
National Representative KELLY-SMITH COMPANY 
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BIG 


— Industrial capital 
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JOURNAL and SENTINEL 11-COUNTY 
Trading Area Retail Sales 
$360,326,000.00 for 1954 


56% GAIN — 1948-54 


TWIN CITY 


reached more than 50% of the 
families with children in the U.S. 
The samples were distributed in 
two ways: (1) by direct mail to 
customers in the 22 top markets of 
the U.S. and (2) via a tie-in pro- 
motion with Post cereals, another 
GF product. Color pages ran in 
Life and Look. Tv commercials 
were carried on daytime radio 
shows and on three network tv 
shows, “Fury,” “December Bride” 
and “Topper.” 


8 GF wanted to make certain that 
Kool-Shake would not be confused 
with simple milk additives, such 
as chocolate milk. Therefore both 
visual and oral advertising empha- 
sized that “Kool-Shake tastes like 
a soda fountain shake” and “will 
make thick, foamy milk shakes.” 

Kool-Shake, just like Kool-Aid, 
is slated for year-’round promotion 
as GF surveys show that almost 
half of the country’s ice cream is 
sold from October to March and 
that over half of the milk is sold 
during those winter months. 

The fall and winter campaign 
centers around a premium offer of 
a quart-size plastic shaker in re- 
turn for three Kool-Shake enve- 
lopes and 10¢. Tv advertising is 
now carried by “Fury,” “Queen for 
a Day” and “It Could Be You,” 
supplemented by a two-color page 
in the October Look. Two large- 
space newspaper ads in 57 metro- 
politan markets will localize the 
promotion. 


8 This summer GF distributed to 
tv stations a three-minute news- 
reel-type film, called “Small Fry 
Swallow Surplus.” The film 
proved so successful that the com- 
pany will continue circulating it 
throughout the fall and winter. 

The film aims at easing the dairy 
surplus by getting children to 
drink more milk—through the use 
of Kool-Shake. Featured are Sen. 
Alexander Wiley (R., Wis.), Rep. 
W. Sterling Cole (R. N.Y.) and 30 
Washington youngsters at a Kool- 
Shake party in the main Senate 
dining room of the U.S. Capitol. 

Neither the product nor the cor- 
poration name appear in the film. 
The only tinges of advertising in 
the film are the showing of 
the Kool-Shake trademark (two 
youngsters peering around a milk 
shake) and the mention that “the 
milk-shake mix comes in straw- 
berry, chocolate and vanilla.” GF 
believes this lack of commercialism 
is a major reason for the high sta- 
tion acceptance of the film. 


Culver Adds Kingsbury Tool 

Culver Advertising, Boston, has 
been appointed to handle advertis- 
ing for Kingsbury Machine Tool 
Corp., Keene, N.Y. 


KSFO Appoints Representative 

KSFO, San Francisco, has ap- 
pointed AM Radio Sales Co. as its 
national representative. 


visitoR—William A. Marsteller, 
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(left), president of Marsteller, 

Rickard, Gebhardt & Reed, Chicago, points out an exhibit of in- 

dustrial ads to T. J. Fielding, managing director of Technical & 

General Advertising Agency, London, during the latter’s tour of 
MRG&R’s offices. 


In ‘55, Auto Field 
Got 24% of Retail 
Dollars, Says ‘Facts’ 


Detroit, Oct. 23—Some 24% of 
all retail sales and 15.5% of the 
retail sales companies in the U. S. 
are now automotive, according 
to the Automotive Manufacturers | 
Assn. 

The association reports that the 
nation’s car dealers, gasoline serv- 
ice stations and vehicle tire, bat- 
tery and accessory dealers gross 
approximately $50 billion a year, 
or one-fourth of the nation’s total 
retail sales volume. 

The information is given in the 
36th edition of “Automobile Facts 


& Figures,” annual statistical 
handbook of the automotive indus- 
try. 


The ’55 total is a new high; the 
previous mark of $43.8 billion was 
set in ’53 and in ’54 the total 
dipped to slightly more than $43 
billion. 

The 80-page book contains 
tables, charts and other informa- 
tion op the automotive and related 
industries. A feature is a state-by- 
state breakdown on the recent 
Federal-Aid Highway Act of 1956. 
The breakdown indicates state 
highway departments will need 
$970,000,000 to match federal ap- 
propriations in 1957. 


= But, it shows, motor vehicle use 
continues to increase. More than 
8,000,000 new cars and trucks were 
registered in 1955, and nearly 
75,000,000 licensed operators drove 
a total of 583 billion miles last 
year, the compilation shows. 

Other highlights of the 1956 edi- 
tion of “Automobile Facts & Fig-| 
ures” include: 

Of U.S. families, 73% own au- 
tomobiles; 14% have more than 
one car. 


Half of the passenger cars in use 
in this country are four-door se- 
dans, but station wagons have 
doubled in number in the past 
year. 

Highway users paid $7.3 billion 
in special vehicle taxes last year. 
Trucks paid nearly $2 billion of 
this total. Truck registrations now 
exceed 10,000,000. 


Suffern Weekly Goes Daily 

The Rockland Independent, Suf- 
fern, N.Y., for 62 years a weekly 
newspaper, has become an after- 
noon five-times-weekly publica- 
tion. The present staff will remain, 
with additions being made in all 
departments. The Ralph R. Mulli- 
gan agency has been appointed 
national advertising representative 
for the paper. 


Allison Adds Warren Co. 

J. Howard Allison & Co., Atlan- 
ta, has been appointed to handle 
advertising for the Warren Co., 
Atlanta manufacturer of commer- 
cial refrigerators. The Warren Co., 
which is celebrating its 75th an- 
niversary, advertises in newspa- 
pers and trade journals. 


Knollin Boosts Three 

Richard Fredell has been ap- 
pointed assistant copy chief of 
Knollin Advertising Agency, San 
Francisco; Robert McLean was 
named assistant production man- 
ager, and Ione Dieker, formerly in 
production, has been named man- 
ager of the media department. 


E & B Brewing Names Fisher 
Arthur F. Fisher, formerly with 
Bosch Brewing Co. in a similar 
position, has been appointed gen- 
eral sales manager of E & B Brew- 
ing Co., Detroit. Before joining 
Bosch, Mr. Fisher spent 12 years 
with Blatz Brewing Co. and 14 
years with Pabst Brewing Co. 


“HE DOESN’T READ THE 


plus in its City Corporate 


Franklin D. Sch 
STORY, BROOKS & FINLEY, 


SOUTH BEND TRIBUNE!” 


It’s possible. Maybe there is someone in South Bend, Indiana 
who doesn’t read the Tribune. But chances are he looks at 
the pictures. For here’s a newspaper that gives saturation- 


Area (110.7% Coverage) —and vir- 


tually blankets its Metropolitan Area (93.6% Coverage). Over 
100,000 circulation in Indiana’s 2nd richest market is yours 
for only $.30 a line. An advertisin 
beat, anywhere! Send for 


Che 


Fag you'll find hard to 
free market data book. 


Soulh Pend 
Tribune 


on 

The South Bend, Ind. Morket. 
7 Counties, 1/2 Million People 
vez — Editor and Publisher 

INC + NATIONAL REPRESENTATIVES 
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Mr. Norman’s career has the distinction of topping—in humble 
beginning—that of a recent top executive in this series who re- 
ported beginning at $5.00 a week. Two days after graduating from 
Columbia University, Mr. Norman started his first job at the Biow 
Company—at no salary! 


He was interviewed by Kenneth Goode—who not only was one 
of Biow’s top executives and an author of several books on copy 
writing—but one of the all-time greats in advertising. “I applied 
to him,” says Norman, “for a job the day after college commence- 
ment. He told me he would accept me as an assistant and an ap- 


prentice after my four years of college education in these exciting 


depression days, if I worked for nothing. He said he was inclined 
to charge me for the privilege, but inasmuch as I seemed so bright 
and eager, he would let me get away with the education he was 
going to give me, free.” 


At the end of three months, Mr. Norman secured a $5 per week 
salary, and by the end of the first year, was receiving $15 a week. 
Later he became Mr. Biow’s assistant and when he left the agency 
in 1942, was supervisor of five accounts with five A.E.’s as assist- 
ants, and in charge of new business accounts. 


Following a brief period with Duane Jones, two years in the 
Navy, an ill-fated attempt to build an agency with a partner, 
Norman joined William Weintraub & Co. In January, 1955, the 
trio of David Kaplan, Gene Kummel and Norman bought the ma- 
jor stock from their employer and now operate the agency which 
billed an estimated $21,000,000 and ranked among the top 36 
agencies in 1955. 

Test of the new agency’s resiliency came earlier this year when 
they lost a cosmetic account which supplied 25% of their billing. 
Bouncing back, N.C. & K. not only regained its losses, but reports 
its greatest billings this year in the agency’s history. It has recently 
opened a Los Angeles office and with the new accounts secured, 
promises an even brighter outlook for 1957. 


“I never let Monday 
go by without — 
reading Ad Age” 


says NORMAN B. NORMAN 


“SF 5 eed 


Executive Vice President 
Norman, Craig & Kummel e 
- 
Pari ae eee ON, Mt eg ge tO Cee ees 


‘| never let a Monday go by that I don’t finish Ad Age 
by noon. I have read it ever since | have been in the ad- 
vertising business, which is over 20 years, and | have 
watched it grow toward the most complete coverage of 
this business in its field——and | would suspect the most 
complete coverage of any trade performed by any 
magazine. 


“| have always found it accurate and startiingly fresh 
with its news of things that are happening—and for 
that matter, about to happen. How this is done baffles 
me, and even annoys me at times, but | must admit ! 
find it useful—I might say damn near indispensable.”’ 


1 Year (52 issues) $3 


important 
to important people 


200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 
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WINNERS—In a competition sponsored by Minnesota Mining & Mfg. Co., St. Paul, 12 
posters, using Scotchlite brand reflective sheeting, were awarded more than $2,000. 
The top awards of $300 in each of the four categories were made for these posters: 
Restaurant signs, Flame Restaurant, Phoenix, by Mercury Display Advertising, Glen- 


dale, Cal.; dairy and bakery, Northland Milk, Minneapolis, by Highway Display & Ad- 
vertising Co., Prior Lake, Minn.; motel signs, Palms Court, Brunswick Ga., by Atlan- 
tic Sign Co., Brunswick, and open classification, Ace Hardware, Chicago, Highway 
Display & Advertising, Prior Lake, Minn. 


Home Products 
Names Italian 
Agency ‘a la U.S.’ 


New York, Oct. 23—It has ap- 
parently become de rigueur for 
foreign advertising agencymen vis- 
iting these shores to proclaim that 
their agency is the only one in 
their country to operate on Amer- 
ican standards. 

This practice has also been 
' adopted by some of the export 
| agencies in announcing affiliations 
with agencies in other countries. 
Italy and Spain seem to be the 
countries which harbor most of 
|these protestations, perhaps be- 
cause of numerous reports on the 
chaotic conditions prevailing in 
their advertising industries. 
| The latest manifestation of this 


Mutual Boosts Harold Gold 
Harold Gold, formerly assistant 
director of press information and 
audience promotion of Mutual 
Broadcasting System, New York, 
has been named director of the de- 
partment, succeeding Francis X. 
Zuzulo, who resigned. 


masonry. building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Vi. Seydel is a man with a smile. A natural smile. 
A friendly, good-humored expression. Vic learned 
long ago that the secret of human relationship is 
synonymous with good showmanship—always put 
the audience in a receptive frame of mind. Well, 
the TV set in Vic’s office is not window dressing. 
It’s not there to impress anybody. It’s there for 
Vic to use, and he uses it. He wants to know: 
What's the competition doing, and how can we 
do it better? That’s why Vic’s TV and radio ideas 
are always fresh, always arresting. And when he’s 
got an idea, he knows where to air it, how to buy 
the time to the client’s greatest advantage. In 
fact, Vic’s film-radio-tv staff is solid —writers and 
production specialists ‘working together with 
market strategists to make every Anderson & 
Cairns radio, tv, or motion picture project a stand- 
out by turning shocemanship into sell-manship. 


ANDERSON & CAIRNS, INC. 
ADVERTISING é 


Milftay Hill 8-5800 
130 East 59th Street « New York 22,N.Y. 


trend occurred this week, with the 
announcement that Home Products 
International has appointed Dillon- 
Cousins & Associates, New York, 
and its affiliate agency in Italy, 
Omnia Publicita, Milan, to han- 
dle advertising in Italy for Boyle- 
Midway Household Products (3- 
in-1 oil, Wizard Line, Griffin shoe 
polishes) . 


® Home Products International is 
a subsidiary of American Home 
Products. Dillon-Cousins, an agen- 
cy with offices in New York and 
Mexico City, coordinates the food 
and household products advertis- 
ing of HPI throughout most of 
Latin America. 

In announcing the Italian ap- 
pointment, Dillon-Cousins proudly 
stated that “Omnia is the only 
agency in Italy operated according 
to American standards, having for 
its director Mr. Ross Collins, re- 
cently connected with top agencies 
in New York.” (Mr. Collins’ most 
recent connection was with Fletch- 
er D. Richards Inc. here.) 

This statement is presumably 
based upon first-hand observation 
by Richard Cousins, New York 
manager of Dillon-Cousins. Mr. 
Cousins recently visited Italy to 
arrange the affiliation with Om- 
nia. 


= While its zeal is commendable, 
Omnia is not the first Italian agen- 
cy to take the pledge of allegiance 
to the American Assn. of Adver- 
tising Agencies. Ray Thompson, 
who runs the Colman Prentis & 
Varley shop in Milan, came 
through here last June to point out 
what a “jungle” the Italian adver- 
tising business is and how difficult 
it is for a virtuous agency such as 
CP&V to operate there (AA, July 
9). 

And last spring, Commendatore 


Anton Gino Domeneghini, who 
began his ad career with Erwin, 
Wasey & Co. and now directs the! 


fortunes of the I. M. A. Agency in, 
Milan, told a similar tale of woe at | 


the international meeting spon- 
sored by the Four A’s (AA, June 
4). 

All of this prompted a letter to 
AA by David James, who heads 
a branch office in Italy of an 
agency by the name of J. Walter 
Thompson Co. (AA, Aug. 13). Mr. 
James noted that JWT has had an 
office in Italy since Jan. 1, 1953. 
He also remarked, with some pride, 
that “all JWT clients pay 15%” 
and that while it is generally dif- 
ficult to get Italian clients to pay 
the 15% commission, “it is equally 
true to say that clients who do use 
the full services of one of the rep- 
utable agencies do recognize the 
justness of the 15% and do, in- 
deed, pay it.” 


Du Pont Names Miller, Ellis 

Robert P. Miller, formerly head 
of men’s and boys’ wear promo- 
tion, has been appointed to head 
men’s and boys’ wear advertising 
for E. I. du Pont de Nemours & 
Co.’s textile fibers department. Er- 
nest H. Ellis, formerly in sales and 
market development with Duplan 
Corp., succeeds Mr. Miller in his 
former post. 


‘Family Circle’ Raises Rates 


Family Circle is raising its ad-| america, 


vertising rates by 6.9% with the 
March, 1957 issue. Cost of b&w 
pages will be $12,960 and four- 
color pages will be $17,320. The 
guarantee continues at 4,000,000. 


Doran Named Division Head 
Jack Doran, who recently joined 
Lever Bros., New York, from ne 
lene Curtis (AA, Oct. = 
been appointed director the 
promotion services division 


Yost Joins Ted Bates 

Jonathan Yost, formerly west 
coast radio-tv director Doyle Dane 
Bernbach, has joined Ted Bates & 
Co., Hollywood, as a tv producer. 


Coming 
Conventions 


*Indicates first listing in this column. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 13-14. National Business Publica- 
tions, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

*Jan. 18-20, 1957. Advertising —_—- 
the West, midwinter conference, Miramar 
Hotel, Santa Barbara, Cal. 

Jan. 20-23, 1957. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women’s Advertising Clubs, 
Baltimore. 

March 22-31, 1957. International Photo- 


April 25-27, 1957. Advertising Federa- 
tion of Fifth District, Fort 
Wayne, Ind. 


June 8, 1957. baer: Nag ey | Federation of 
Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 


1957. Advertising Federation 
of America, 53rd annual convention, Ho- 
tel Fontainebleau, Miami Beach. 

*June 24-28, 1957. Advertising Assn. of 
the West, 54th annual convention, Ha- 
waiian Village, Honolulu. 


ABC Switches from Petry 

The western networks of ABC 
Radio and ABC Television will 
be represented by the networks’ 
sales departments as of Nov. 1. 
Previously Edward Petry & Co., 
New York, represented the net- 


| works. 


1/4 MILLION PEOPLE 


WITH 


57% ON THE ILLINOIS SIDE 


ROCK ISLAND * MOLINE « EAST MOLINE 
eeee 


one of the 
FIRST 100 MARKETS 


Bi xe Argus 
The Moline Dispatch 
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In Washington 

Your advertising 
reaches 48% more : 
men through The 


Washington Post 
and Times Herald 


in fact, more than : 
through the two 


evening papers combined E 
The survey reveals ; 
as shown by the most MORE SALES OPPORTUNITY | : 
ape devsiit through The 
comprehensive readership Washington Post and Times Herald | 
study ever made of Readership for Washington daily papers 5 
the Washington POST TH STAR ~—sNEWS | 
per cent per cent per cent 
newspaper All men 65 44 24 
| di Men under 45 67 38 24 | 
oe Men over 45 59 56 21 : 
Government men 64 43 2B i 
Men earning over : 
$4000 per year 67 49 22: 
by Publication: Resoards Only a few of the many facts available to advertisers 
Service — Chicago, Ill. oe 7 
| [ 
See the results of this survey at your earliest 
convenience, call Sawyer, Ferguson, Walker today 4 
Atlanta: Murray 8-6522 New York: Plaza 3-3800 Chicago: Randolph 6.9149 | 
Philadelphia: Locust 4-2736 Los Angeles: Dunkirk 9-1371 Detroit: Woodward 2-5005 


San Francisco: Garfield 1-1168 
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Transogram Uses 
Magazines, TV to 
Push Toys, Games 


New York, Oct. 24—Transogram 
Co. has launched the biggest fall 
advertising campaign in its history, 
with television and magazines as 
the principal media. 

The tv drive started this week 
with spots and participations on 
children’s shows in Cincinnati, 
Cleveland and New Haven. Fea- 
tured toys will include Little 
Country Doctor kits, Play Nurse 
kits, Walt Disney’s Steps ’n’ Slides, 
Disneyland games, etc. 

In shows where it is possible, 
the commercials will include au- 
dience participation. In other cases 


masonry. building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


there will be a straight demonstra- 
tion of the toys. 

Color and b&w ads are scheduled 
for Child Life, Life, Parents’ Mag- 
azine and the American Weekly. 
Lester Harrison Inc. is the agency. 


Standard Oil Sponsors B.B. 

Thirteen Big Ten basketball 
games (including 10 conference 
games) will be televised by nearly 
30 midwestern stations with Stand- 
ard Oil Co. (Indiana) as a spon- 
sor. The first conférence game will 
be the Illinois-Minnesota encoun- 
ter on Jan. 5. 


Noble-Dury Adds Strickland 

Noble-Dury & Associates, Nash- 
ville, has been named to handle 
advertising for the Royal Crown 
line of ha_r dressings and cosmetics 
produced by J. Strickland & Co., 
Memphis. The primary media used 
will continue to be spot radio and 
national magazines. 


National Export Adds PR 
National Export Advertising 
Service, New York, has set up a 
department to handle clients’ pub- 
licity in the international field. 
Edward Coti, formerly with Screen 
Gems and George Blake Enter- 
prises, will head the department. 


NEW ADDRESS. 


New York Office 


Booth Newspapers, Inc. 


* 260 MADISON AVENUE 
NEW YORK 17, N. Y. 
M Urray Hill 5-2476 


A. H. KUCH, EASTERN OFFICE MANAGER 


i 
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Charney Erickson 


STUDENTS—LeRoy F. Newmyer, vp of the Toledo 
Blade and chairman of the National Advertising 
research committee, 
showed the slide film presentation “Big Plus” to 
members of the Detroit chapter of the American 


Executives Assn. 


recently 


Stagg 
Mr. Newmyer are Detroit chapter AANR officers: 
Robert Erickson, president; Edwin Charney, Ist vp; 
W. E. Anderman Jr., 2nd vp, and E. S. Stagg, 
secretary. The “Big Plus” is a slide film telling 
of marketing aid rendered to advertisers by news- 


Assn. of Newspaper Representatives. Pictured with papers. 


Ohio Board Drops 


Plan to Curtail 
Optometry Ads 


CLEVELAND, Oct. 23—Strong op- 
position to a proposed “censure” of 
advertising has forced the Ohio 
Board of Optometry to back down, 
perhaps indefinitely, on its plan 
to ban “unprofessional” advertise- 
ments in the optometrical field in 
Ohio. 

Among those who successfully 
fought the proposed regulations 
were the Ohio Newspapers Assn. 
and the National Optical Assn. The 
latter organization, with head- 
quarters here, represents makers of 
lenses and other optical equipment. 

The state board, headed by Dr. 
Marvin Kraul, Cleveland optom- 
etrist, which operates under the 
Ohio code, planned to spell out 
new and specific rules forbidding 
advertisements that are “blatant 
and outsize” or misleading or car- 
ry a “bait” appeal. 


@ The proposed regulations struck 
at advertising such items as “cost, 
price . . . discount, introductory 
offer, special inducements, free 
eye examinations . . . payment 
plans, glasses on credit . . . guar- 
antee advertising, satisfaction or 
money refunded, guarantee of 
glasses with or without examina- 
tion.” 


Practice of optometry in connec- 
tion with or within a commercial 
enterprise also was to be termed 
“unprofessional conduct” under 
the proposals, thus putting the 
optometrist in danger of having his 
license revoked by the board. 

This apparently would have 
banned optometrists from practic- 
ing in department stores and also 
would have stopped stores from 
advertising optometrical services. 


= The five-member board, in call- 
ing off its hearing Oct. 13 in Co- 
lumbus, said it had made a mistake 
in procedure, failing to file notice 
30 days beforehand with the Ohio 
secretary of state. 

Meanwhile, G. Gordon Strong, of 
Canton, president of Brush-Moore 
Newspapers, voiced a strong pro- 
test on behalf of the Ohio News- 
papers Assn. of which he is also 
president. 

The rules would “provide for 
censorship of advertising and 
would be in direct contradiction to 
many advertising methods and 
practices widely used and accept- 
ed,” Mr. Strong said. 

Such regulations, Mr. Strong as- 
serted, would restrict competition 
in the optometry field and elim- 
inate all types of advertising, in- 
cluding the price of glasses, except 
such minimum advertising as 
would be approved by the board. 


® Clarence Moses, Cleveland, ex- 


ecutive director of National Opti- 
cal Assn., said he was opposed to 
some of the measures because they 
authorized optometrists to invade 
the field of medicine. 

Mr. Moses also contended that 
the proposals would stifle competi- 
tion and ultimately raise the price 
of glasses. He accused the optom- 
etry board of trying to assume the 
powers of the Ohio legislature. 

The board said the proposals 
were suggested by optometrists 
throughout Ohio for “the health, 
safety and welfare of the public.” 
The officials did not announce 
when or whether they would take 
up the issue again. 


Gypsum Names McClayton 

Roy R. McClayton, formerly a 
commodity advertising manager, 
has been named advertising serv- 
ice manager of U.S. Gypsum Co., 
Chicago. 


Pershall Appoints Pick 

Harry C. Pick, formerly media 
director of Dancer-Fitzgerald- 
Sample, Chicago, has been ap- 
pointed media director of J. R. 
Pershall Co., Chicago. 


F&S&R Appoints Hoffar 

Barron Hoffar, formerly in lay- 
out and design at Artists Studio, 
has been named an art director on 
the Westinghouse account of Ful- 
ler & Smith & Ross, Cleveland. 


Nowhere else can you get coverage like this! 


Key to daily 
coverage map* 
.20% te 100% @ 
15% te 20% SS 
Under 15% 8 


*ABC, 12 months ending 
March 31, 1956. 
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252,598 Daily 


No other daily newspaper anywhere is read by 3 out of 5 
families in an entire state and in a key 10-county market area 
of another state. That's the effective way The Omaha World- 
Herald covers Nebraska and Western Iowa. 


Twelve editions, each changed for a differ- 


segment of subscribers. 


won this superlative reader-demand status 
for The World-Herald and its advertisers. 


In this going and growing market there are 
1.6 million people with over $2.3 billion to 
spend. Advertisers find it profitable to sell 
these people through the columns of The 
World-Herald because they can be reached 
with this one newspaper — at one low cost. 


Omaha World-Herald 


263,674 Sunday 


aa 
ae : 
ee 
—— = a 
Bo 
~ foe oe 
“ ag | : 5 he 
eas. -:) Se” 
Rn | — | 
Tees | 4 ue ae a 
a | ; a a 
oi. 4 . | 
rie E 2 <i Ry 
hee “ ’ . ' ; ot £ 
a es - ae” ~) 5 ‘. 
Bin < a2 we ‘. 2. ae ce 
ee Pee ee i 
ie. ; P ee — 
oe i pay . = vg ag ——- 
ee ae 4 im . ee 
Se \ ~— “Oe es > a cs Pd 
als » Yiga Ft et -P y es 
Resae - & ~ “4 a } ~~ - ¢ fe . 
teers — = led . 7 teal 
Sa ae ka ie . aa 
oi eke om. FY 7 
at ak ! a 
een —— < « ae 
+ , Vf aie — 
oe forts +H ee. a 
ip a — eS ae ——— t ‘ ae a 
ees : ra m ” = . y ? & ‘ - A] Sete Lae 
re / tial i: ary : 8 vs each: oe 
aa aes Ba iy P aa PS. 
pp ka a ifees > F 
yo ee 
eek. 
9 a 
om: 
Beh: 
a: 
i TIER NSO I ATE CTE EE: PE BEA EI A SNEED OE PO | 
Bemis 
ap | 
“| ee 
“ae 
en ° 
a f 
“a . 
a! ° 
20 
a ee 
ae ° 
ole 
ae 7 
rt e 
ee | a 
ome Oa 
’ at ° 
Bi ee ; 
Veje 
“b ° 
* 1 
bd 
Pie ; 
ay 
‘eth 
ie i 
Bd il 
" i <I : f, 
ee: y 
Tea . 
aes , 
ae 
Wee PRS OORE HE RE RT ROT ee { 
oa POURRA WIE PE ANE at RRR I RE NE PEE A ee Se EE eT ne ERE Ee OTST SEL PSE we 
nee (2 
“sgt 
a 
Pe 
ii 
ee 28 beat 
“Ses | ee ghia ver 60°o 
“4 Ss +E Ex ae : cs Se 7 ae 25°. + net al : 
oe eA et mC Oe ieee 
tao ot As OR ek ga CR ERE Mie nats es ie ee 0 95 ve mi . 
oe esate 12 ait pet aa eee be eee lage) 6S ot 7 ese ‘2 ‘ 
ee cecececenetetenense rie 4 . ees =a = — , 
mt Ju eteteretatatattete Fig Seats * Pad i ee ess os wunsre Geary j 
= a; a con) ve fo | ig 1% He SS 
ae 0%: re ai’. mn 
S ASML. 55°, ara 7 = 40°. ee : 
sh oO oy ee p eo; EOS Sree : 
: Bs Mee or a fe% mete 40°.) . => rt cass : 
= er iompaces | Smentee Bee mtr eee )° ~* — Y 66° me 24°. 
See 65°, | 48°. oat: Se 1 " 7 
ee g ee AR PE ee ee ; SAUMOERS )SARF wus MEAT 
ee | 4 tee ee — can 52% | 49° 
an “<3 in i RR Tae yore yes BANS pag a - 
ae ean. | ae 34°. 49° uns «5°, jrecwoat] past p 
a So . —_w_ |. oe 
= bdbidie Ss Ae a fe y vf bam 32 ig 18% 43%, E OTce 57°. 35°. 
fees ene ves | FRoetan Weosrea— imon Preset %. 
— Sa | beniged| as ~ ° — Ll 
a ~§8%— 35°. 62° 5: 36°, 34% en 
ae aan ii re ee tens ss 
oe ¥ Jusrentege |etpen;ael coaase Ty = TTT 
) Sue ? iy ‘a Pe! 5 —— . 
oe 40°. | a6% | 52° ; 
er 
a ee 
big ee 
i Ss $= 
ey t s 
ie : 
hae > iste EL ad i dinate ; 
“sale ~ —— ' 


704,900 Lines* 


Se 


PAPER “D” 
70,322 ugh 
PAPER “E" 

30,618 ™ 
Lines* 


*Includes newspaper supplements 


40.3% more lines of newspaper advertising than all the other 
books in the field combined—that’s advertising leadership! And 
here’s an equally telling fact: Ad Age’s gain in linage over the 
same period last year (93,898 lines) is a whopping 121% greater 
than the linage gain of all other papers combined (42,434 lines)! 


When one advertising journal pulls away from its field like this, 
there have to be good reasons. In the case of Ad Age, they’re easy 
to find. Ad Age’s complete, dynamic editorial coverage of every 
important angle in the advertising-marketing scene (including 
thorough coverage of newspaper developments) rates first-thing- 
Monday reading for virtually everyone who has marketing plans 
to crystallize or media decisions to make. 


With more than 35,000 paid subscriptions—and well over 131,000 
total readers in all walks of marketing—Ad Age provides pene- 
tration and impact on all the main nerve centers affecting contract 
placements. The result: greater response for newspaper adver- 
tisers and greater linage in newspaper advertising in AA 


NO MATTER HOW YOU MEASURE IT... 
Ad Age outstrips its field! 


In paid circulation—in readership—in total display space— 


however you measure the standing and performance of a 
marketing publication, Ad Age is not only a standout, but 
year after year keeps gaining on its field by leaps and 


bounds. With competition as rugged as it is today among 
all classes of media, the wise publisher, ad manager, or 
agency man who has newspaper space to sell isn’t passing up 
response like that offered by Ad Age. For maximum impact 
on any part of the advertising-marketing world, there’s just 


one publication for your sales story... 


EAST im ILLINOIS 


ILLINOIS STREET © CHICAGO 
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THE 


LANDING 


STRAY 


es seen by 
JOHN BURGOYNE 


O ur scouts certainly turn up the 
world’s most amazing information. 
Did you know a marriage license in 
the Virgin Islands costs only 40¢, in 
Puerto Rico it’s free, and the most 
expensive—$6—is Kentucky's? 


o ~ Ve 
Re \ 7 


pw 


Now a thing like that puts a colum- 
nist on the spot for fair. If he has a 
slight hangover and there was a small 
green worm in his salad at lunch, 
he is likely to snap that this last fee 
is ridiculous, because anybody in 
Kentucky with $6 would be more 
likely to bet it on a horse. But if he 
has a rosy outlook compounded of 
three nice orders this morning and a 
goodlookin’ gal at the next table at 
lunchtime, he will probably say the 
idea is fine and a good wife is worth 
$6 of anybody’s money. 


xx 


We are bursting with pride as we 
announce publication of our Survey 
of Super Market customers, their at- 
titudes and buying habits in 1956— 
the third of a continuing series by 
the Burgoyne Grocery & Drug In- 
dex, prepared as a service for grocery 
product executives. Data telling what 
happens at the retail level has been 
gleaned from a group of representa- 
tive US. cities. It’s packed with in- 
formation, and is full of new figures 
this year—hmmm! Gather round, 
super market operators and food 
manufacturers — learn whether Mrs. 
Smith is “shopping around” more; 
whether she has a favorite super 
market; what she considers impor- 
tant and what she doesn’t like. Find 
out the relative influence on shop- 
pers of newspaper, radio and TV 
advertising; their attitudes on trad- 
ing stamps, and a lot of other things 
you'd like to know. The new Super 
Market Survey with all this infor- 
mation is yours prepaid for a crisp 
one dollar bill. 


x** 


“Hell hath no fury’”’ like a house- 
wife chasing a skittering moth miller. 
Relentlessly swatting where it just 
was, she’s gonna mash that bug be- 
fore it chaws the seat out of Pop’s 
other pants. It’s too late at that stage, 
of course, but Pop had better keep 
that information to himself. 

A very efficient moth spray was 
stewed up by a skillful insecticider, 
so he called on Burgoyne to run 
panel tests in Louisville, Dayton and 
Cincinnati. The check showed brisk 
competition, but our boy is still in 
there and at last reports is doing 
right well. You got a new pickle juice 
to introduce to the beverage trade? 
a revolutionary toothpick good 
enough for the minister at Sunday 
dinner? Call Burgoyne. 


FOR ALL SIZES—This window display for Hickok Co. belts was de- 
signed and produced by W. L. Stensgaard & Associates, Chicago. 


Advertising Age, October 29, 1956 


Trendex TV Ratings 


BBDO ‘Clarifies’ 
Its Position on 
Radio Analysis 


New York, Oct. 23—Batten, 
Barton, Durstine & Osborn, which 


recently released a 65-page analy- | 


sis of current status of radio 
as an advertising medium, had 
some second thoughts last week 
on the subject (AA, Oct. 15). 

The addendum came in the form 
of a memo to agency personnel. In 
this, BBDO noted that perhaps 
some of the conclusions in the re- 
port “are too broad and too briefly 
stated to clearly convey the im- 
pressions that were intended. Spe- 
cifically there is one reference to 
‘so-called powerhouse _ stations,’ 
which, as quoted in the trade 
press, appears to controvert the 
position and the practice of 
BBDO.” 

On this subject the report itself 
stated: “The influence of the so- 
called power-house stations is vir- 
tually a thing of the past. It is no 
longer possible to achieve effec- 
tive coverage of one or more states 
with a single clear-channel sta- 
tion.” 


® In the clarification memo BBDO 
said that “the policy of the media 
department on this score is very 
clearcut. We believe that each sit- 
uation calls for different strategies 
of buying. Judgment on the part 
of the buyer, account executive 
and client must be exercised at all 
times in the selection of a station 
list. There is no formula or pat- 
tern that will serve the best in- 
terest of all accounts. 

“However, as in all other media, 
we lean toward buying ‘leader- 
ship’ in radio. Our evaluation of 
stations is never limited to figures 
dealing only with watts or physical 
coverage. We give great weight to 
a station’s influence and believa- 
bility, as reflected in the attitude 
of the listeners. 

“We consider programming, sta- 
tion management and the service a 
station renders the public as well 
as its facilities. The quality of a 
station’s circulation is as important 
as its quantity. 


s “Based on these criteria, there 
are few campaigns placed by 
BBDO which do not include a 
substantial representation of the 
50,000 watt stations that are dom- 
inant in the areas they serve. But 
in every instance power is only 
one of the factors involved in sta- 
tion selection. 


“There are excellent and medi- 
ocre clear channel stations, just as 


| there are good and poor stations of 


lesser wattage. In short, we can- 
not make any generalizations on 


iradio at the station level. 


“We would appreciate your con- 


FIRST NATIONAL BARK BLDG, CinclmMAT! 2, ome Sidered study of this important 


New York, Oct. 22—Harold F. 
and Christine H. Delaney, defend- 
ants in a suit filed recently by 
Union Circulation Co. Inc., last 
week filed a complaint against the 
partners of Union Circulation 
Company charging Union with vio- 
lating partnership agreements and 
transferring assets with intent to 
deprive the Delaneys of their right- 
ful profits. 

The Delaneys ask the appoint- 
ment of a receiver, an accounting 
and $100,000 damages. The 13 de- 
fendants, individually and as co- 
partners in the magazine subscrip- 
tion business, are charged with 
violating their agreements with the 
Delaneys by transferring assets to 
a new corporation, known as 
Union Circulation Co. Inc. The de- 
fendants are charged further with 
receiving assets of $50,000 for each 
Delaney, withholding payment and 
converting assets of the Delaneys 
with the value of $100,000. 


California Broadcasters Assn. Ru- 
ben J. Irvin, president of Seaside | 
Oil Co., Santa Barbara, will be) 
secretary-treasurer. 


Weicker Elected President 

Lowell P. Weicker has been 
elected president and chief execu- 
tive officer of Bigelow-Sanford | 
Carpet Co., New York, succeeding 
James D. Wise who has been elect- 
ed chairman of the board. Mr. 
Weicker was president and direc- 
tor of E. R. Squibb & Sons from 
1940 to 1952. From June, 1953, un- 
til early this year he was assistant 
secretary general for production 
and logistics, North Atlantic Trea- 
ty Organization, in Paris. 


Franco to Handle Vari-Flare 

Paul L. Hardesty Associates, 
New York, eastern distributor of 
Vari-Flare, reflector for stalled 
motor vehicles, has appointed 
Carlos Franco Associates to handle 
a test campaign in New York. The 
promotion, developed by Robert S. 
Keller Inc., will include the limit- 
ed use of radio and newspapers in 
the initial stages. 


Paper Mate Sets New Plant 

Paper Mate Mfg. Co. plans to 
build a $1,500,000 plant in Santa 
Monica. The plant will consolidate 
Paper Mate’s manufacturing and 
office facilities now in Culver City, 
Cal. Construction is scheduled to 
begin in November, with occupan- 
cy early next summer. 


® The defendants have until Nov. 
5 to file a reply. They are Jack C. 
Gould, Miriam Gould, Mary Elea- 
nor Ginsler, Otis B. Linkous, El- 
mer Loftin, Laura C. Spirite, Hat- 
tie Eva S. Thompson, Harry C. 
Jolly, Cecil T. Gay, Carl E. Gay, 
Lester Gay, Robert L. Reinhardt 
and Charles E. Reinhardt. 

Union Circulation Co. Inc. filed 
suit several months ago against 
the Delaneys, their company, Har- 
del Publishers Service, and a long 
list of defendants (AA, Aug. 6) 


Oct. 1-7, 1956 
Rank Program Rating 
1 | Love Lucy (Procter & Gamble, General Foods, CBS) ............ccccssseseeseene 47.2 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ...........ccccceseseesesesseneeee 30.3 
3 Climax (Chrysler, CBS) 29.6 
4 The Red Skelton Show (Pet Milk, Johnson’s Wax, CBS) ............ccccceseesene 29.2 
5 The Lineup (Brown & Williamson, Procter & Gamble, CBS) ...................c000 28.0 
6 Jackie Gleason (Buick, CBS) 27.8 
7 Robert Montgomery Presents (S. C. Johnson, Schick, NBC) ............c0:c000 27.8 
8 $64,000 Question (Revlon, CBS) ..........cc.ccccccsecccessesseeseneesseeseescesserees 27.6 
9 What's My Line (Remington Rand, Jules Montenier, CBS) 20.0.0... 27.2 
10 GE Theater (General Electric, CBS) 27.1 
SPECIAL EVENTS: WORLD SERIES 
Game No. 1—Wed., Oct. 3 (Gillette, NBC) 19.5 
Game No. 2—Fri., Oct 5 (Gillette, NBC) 20.2 
Game No. 3—Sat., Oct. 6 (Gillette, NBC) 28.9 
Game No. 4—Sun., Oct 7 (Gillette, NBC) 35.7 
September, 1956 
document. In discussing it with TOP TWENTY SHOWS, ONCE-A-WEEK 
| clients and reps, we should make | Renk Program Rating 
ita point to clarify any misunder- | 1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 44,7 
standing that may develop from, 2 $64,000 Question (Revlon, CBS) 30.0 
the interpretations some people; 3 What's My Line (Remington Rand, Jules Montenier, CBS) oo... 28.9 
/elect to attach to the trade press| 4 Jackie Gleason (Buick, CBS) 27.3 
quotations.” | 5 Climax (Chrysler, CBS) 27.2 
| 6 $64,000 Challenge (Revion, P. Lorillard, CBS) 26.4 
Santa Barbara Gets _ 7 _ Robert Montgomery Presents (Johnson Wax, Schick, CBS)... 26.3 
| 8 Best of Groucho (DeSoto-Plymouth, NBC) .............ccccccccccscsseseeeeeeeseneeseeneeeenee 25.8 
Channel 12 from 9 Medic (Procter & Gamble, General Electric, NBC) 25.6 
is “ | 10 Jane Wyman (Procter & Gamble, NBC) 25.2 
Deintermixed Fresno (11 GE Theater (General Electric, CBS) 25.0 
SANTA Barsara, Oct. 23—Organ-|'! lewrence Welk (Dodge, ABC) 25.0 
ization of a corporation here to be|'? — x Video Theater (Lever Bros., NBC) 24.8 
known as Channel City Television) '4 "ve Got A Secret (R. J. Reynolds, CBS) 24.2 
& Broadcasting Corp., has been 15 Alfred Hitchcock Presents (Bristol-Myers, CBS) 23.4 
announced by Charles A. Storke,,'& Gunsmoke (Liggett & Myers, CBS) 23.1 
co-editor and publisher of the|'7  Pregnet (Liggett & Myers, NBC) 23.0 
Santa Barbara News-Press and| '® Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 22.5 
president of the new corporation. |'8 Kraft Theater (NBC) 22.5 
The action follows the proposal 79 Ferd Theater (NBC) : 21.9 
of FCC that Channel 12 (vhf) be 20 Four Star Playhouse (Singer Sewing Machine, Bristol-Myers, CBS) ecccccoeceses 21.9 
og from eye “" — aoe | TOP TEN, MULTI-WEEKLY SHOWS 
ra asa of its de-intermix- 
ture ae 1 Mickey Mouse Club (Several sponsors, ABC) 14.0 
This would make the Fresno 2 Search for Tomorrow (Procter & Gamble, CBS) 9.0 
market all uhf and provide a sec- 3 Gviding Light (Procter & Gamble, CBS) 8.7 
ond channel in Santa Barbara, 3 Love of Life (American Home Products, CBS) 8.7 
which now has only one. Officers 3 Queen for a Day (Several sponsors, NBC) 8.7 
of the new corporation include) © Arthur Godfrey (Several sp » CBS) 8.6 
Sherrill C. Corwin and Frank W.| News Caravan (Several sponsors, NBC) 86 
Crane, vps. 8 Art Linkletter (Several sponsors, CBS) 8.5 
9 Eddie Fisher (Coca-Cola, NBC) 8.0 
= Mr. Corwin is president of Met-|'° —Veliant Lady (Several sponsors, CBS) 79 
ropolitan Theaters, operating mo- 
tion picture theaters in Los An- : charging a conspira 
geles, Santa Barbara and San Delaney. s F ile a competing rine hd 0 Ps. 
Francisco, and is a director of . agen 
, é nst cy and seeking more than $1,- 
— seg gy near ime mae ‘ _— ae ae CON Sage. Ve ee 
, . Petr = : : arin motions have been argued since 
ing as president of the Southern Circulation P ers the filing of this suit, as yet no 


reply has been made to the com- 
plaint. 

Attorneys for Mr. and Mrs. De- 
laney in both cases are Moldauer 
& Tepper. 


Kenyon Lee Forms Agency 

Kenyon M. Lee, formerly vp and 
manager of the Miami office of 
MacManus, John & Adams, has 
opened an agency under his own 
name in the Du Pont Bldg., Miami. 
He also plans to open an office in 
Jacksonville. 


Rumrill Plans New Building 
Charles L. Rumrill Co., 21-year 
old Rochester, N.Y., agency has 
disclosed plans to build a $300,000 
office building in Rochester to 
house the growing agency. The } 
building is expected to be ready @ 
for occupany next spring. 


Westinghouse Boosts Tell 

Daniel J. Tell has been named 
sales promotion manager of the tv- 
radio division of Westinghouse 
Electric Corp., Metuchen, N.J. He 
formerly was assistant advertising 
manager of the division. 


American Motors Names SM 

James W. Watson, with Nash and 
American Motors since 1945, has 
been appointed sales manager of 
the Metropolitan line auto, built in 
England for American Motors 
Corp. 
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Advertising Age, October 29, 1956 


ANA Says Agency Pay 
Is Individual Problem 


(Continued from Page 1) 
inflammatory report, the commit- 
tee made two major points: 


e 1. No standardized, ready-made 
method of compensation fits the 


present-day needs of all adver- | 


tisers. Each advertiser must study 
his own problem and make his 
own arrangements as to service 
and terms with his agency—a pro- 
cedure which now carries no legal 
or moral stigma, according to the 
ANA, because of the Justice De- 
partment consent decree. 


,and managing a variable creative 
| workload within a standard com- 
| pensation arrangement,” (2) main- 
tenance, development and financ- 
|ing of a pool of creative manpower 
in terms of the creative quality 
sought, not in terms of the ability 
of the advertiser to pay, (3) “a 
unique service in making avail- 
able, as needed, the services of 
skilled creative people,” (4) man- 
agement of the integration of the 


/advertiser’s communications with 
all parts of his business, producing 


effective results in terms of the | 


A. C. Nielsen Co., discussed the 
most common marketing errors'| 
being made today by companies. 
He predicted that in the future, | 
more business leaders will be. 
drawn from the ranks of market- | 
ing executives. | 

“And the companies which en-| 
joy the greatest success will be | 
those who exercise the best mar-| 
keting judgment and who utilize | 
most skillfully the marketing facts | 
at their Cisposal,” Mr. Nielsen said. 


s L. B. Smith Jr., exec vp of 
Thorofare Markets Inc., Pitts- 
burgh, said his organization’s 
success was based upon sale of 
nationally advertised brands. 
Thorofare has raised its annual 
business from $4,000,000 to $90,- 
000,000 in less than 20 years, he 
said. 


It, cannot be over-emphasized 


that inorder towote one must 


Register 


.) — 


that in order to vote one must 


register 


That's the law. Dont lose your vote! 


e 2. Individual advertisers need ultimate consumer, (5) provision | 
up-to-date factual information of results of research financed by | 
about the services advertising| the agency, (6) assumption of “the | 


agencies are equipped to perform 
and the patterns of such service 
which are available. As a conse- 
quence, the ANA has arranged for 
a detailed new study to be made, 
in this area under the direction of 


Prof. Albert Frey, of the Amos' 


Tuck school at Dartmouth. 

[Because of the great impor- 
tance of action taken in this area, 
the complete text of the commit- 
tee’s report, plus a discussion of 
compensation from 
standpoint presented by Marion 
Harper Jr., president of McCann- 
Erickson, is carried in this issue, 
beginning on Page 3.] 

Serving on the special committee 
on agency compensation with Mr. | 
McLaughlin are C. J. Coward,| 


“We spend almost $1,000,000 a 
| year in newspapers, television and | 
risk speculatively of developing — ee port — ecm 
plan for the advertiser to meet his | aaa oe aan mai nocd 7 Bar. 
communication needs,” and the fi- | Smnith = da a means se 
nancing of this plan, including ma- | G . sce 
terials ter a present it " ege Frost, advertising man-| 

. ager of Cannon Mills, who also is | 
‘a member of ANA’s advertising | 


the agency | 


_@ O. E. Jones, exec vp of Swift & 
|Co., told the ANA members at one 
/session that he felt there was a 
| little too much emphasis placed on 
| advertising as the tool to get mass 
distribution. 

“Just last week, for example,” 
| Mr. Jones said, “I saw one of our 
;important products—very well ad- 
| vertised, incidentally, along with 
|the best advertised other brand in 
| this category—lose distribution in 
a very important chain of outlets. 

“Getting profitable mass distri- 


senior consultant, advertising and | pution for the many, many new 


sales promotion services, market- 
ing services division, General 
Electric Co.; Don Frost, advertising 
vp, Bristol-Myers Co.; Ed Gerbic, 
vp, Johnsdg & Johnson; Ward 
Maurer, advertising vp, Wildroot 
Co.; George E. Mosley, vp for ad- 
vertising and sales promotion, 
Seagram Distillers Co.; Ed Roth- 
man, director of product ad- 
vertising and sales promotion, Ford 
Motor Co.; Henry Schacte, vp, 
Lever Brothers Co.; William 
Smith, advertising vp, Thomas J. 
Lipton Co.; Paul Willis, advertis- 
ing vp, Carnation Co., and Ralph 
Winslow, vp and marketing man- 
ager, Koppers Co. 


s In the talk by McCann-Erickson 
president Marion Harper Jr., a 
portion of which is reprinted on 
Page 110, the agency executive also 
portrayed the modern advertising 
agency as an entity that has been, 
and is “being molded by the man- 
agement of American business,” 
shaped and fashioned by the same 
economic and social forces that 
shape business itself. 

The new marketing process with 
its intensified communications de- 
mands, he said, have placed added 
responsibilities on advertising 
agencies. As examples of this he 
cited agency work in product and 
package design, technical product 
research, sales incentives and 
training, premiums and contest 
promotions, exhibits and displays. 

These changes in scope of opera- 
tion, Mr. Harper said, have had a 
tremendous effect on the internal 
structure of the advertising agen- 
cy. Summarizing the effects of 
these changes, he offered this def- 
inition of what the contemporary 
agency has become: 

“The modern advertising agency 
is an independent, professional, 
business service organization, plan- 
ning and performing mass com- 
munications and sales develop- 
ment services that are integrated 
into the marketing and public re- 
lations programs of business and 
other private and public institu- 
tions.” 

He went on to list six of the 
services agencies are now per- 
forming—services, he noted, that 
“have been made possible under 
the standard compensation ar- 


rangement over the last 50 years”: 
(1) “A unique service in financing 


products and brands is going to be 
an increasingly important prob- 
| lem. If we don’t succeed in getting 
}mass distribution, then top man- 
|agement may be justified in rais- 
ing some real questions about the 
role of mass advertising. One 
without the other just doesn’t 
make sense.” 


|@ Gene Duckwall, vp and media 
and research director, Foote, Cone 
& Belding, Los Angeles, developed 
for the advertisers a concept of 
“intrusive” vs. ‘“directory-type” 
media. In the “intrusive” class 
were television, radio, the general 
magazines and the newspapers’ 
Sunday supplements. In the “di- 
|rectory” category he placed such 
media as the telephone yellow 
book, specialty magazines and 
newspaper classified and travel 
sections. 

Mr. Duckwall advised that 
directory-type media be empha-| 
sized for “high-interest” infre-| 
quently-purchased products, such) 
as refrigerators. For the frequent- 
ly-purchased items of low unit 
cost—such as soaps and disin- 
fectants—he suggested a primary 
investment in the intrusive media. 


= Two NBC vps, Matthew Culli- 
|gan and Richard Pinkham, made 
| pitches to the advertisers in favor 
lof their respective media. Mr. 
| Culligan, new head of NBC’s radio 
|network programming, urged ra- 
dio as a supplemental medium 
| able, through “imagery transfer,” 
|to take advertising images built 
up on tv or imprint media and 
convert them to buying impulses at 
| the “point of use.” 

| Mr. Culligan also promised that 
|from now on, “for the first time 
in its history,” radio is going to 
live up to its promise as “the 
world’s greatest news medium.” 

From Mr. Pinkham, who is in 
charge of NBC’s tv programming, 
came (among other things) an ar- 
gument that, not withstanding 
various skeptics to the contrary, 
the color ty bandwagon is really 
beginning to roll. 

NBC backed up his argument 
with a special closed circuit color- 
|cast from New York which turned 
up on the screens in good shape 
and obviously impressed the 
admen. 


s A. C. Nielsen Jr., exec vp of 


management committee, discussed 
methods he used to analyze the, 
total job of an advertising man- 
ager. 


8 A panel of McGraw-Hill editors 
gave the admen plenty to cheer 
about. Dexter M. Keezer, vp and 
economics department director, | 
forecast that advertising will rise | 
from $10 billion in 1956 to $13 bil- 
lion in 1960, to $18 billion in 1966. 
He said advertising would grow 
faster than the economy as a 
whole and that because of its im- 
portance it is a national need, 
and planning of advertising should 
be put on a much longer term basis 
than it now is. 

Peter E. French, associate man- 
aging editor of Business Week, 
warned that the automation load 
will fall on _ distribution—that 
fewer people, working fewer hours, 
will have to sell, distribute and 
deliver more goods, and that the 
efficiency of distribution must be 
improved to keep up with produc- 
tion. 

Paul R. Miller, editor of Man- 
agement Digest, told the group that 
no area in the U. S. stands to gain 
so much from the expansion of 
international business as Chicago 
and the industrial heartland 
around it. 

Mr. Miller believes that U. S. 
1956 exports will set a record— 
around $16 billion. When total 
sales of American owned-or-con- 
trolled companies are added to 
this total, it becomes $46 billion, 
or about 12% of our gross nation- 
al product. It equals Britain’s total 
output, and is 1.8 times the Canadi- 
an gross product. Further, Mr. 
Miller expects U. S. foreign busi- 
ness to rise to $60 billion by 1960. 


® Newly elected chairman of the 
ANA board of directors is George 
E. Mosley, advertising vp, Seagram 
Distillers Co. He succeeds Edwin 
W. Ebel, vp for advertising and 
consumer relations, General Foods 
Corp. Elected to the vice-chair- 
manship of the board is Ralph 
Winslow, vp and marketing man- 
ager of Koppers Co., who was for- 
merly board treasurer. Paul B. 
West was reelected president of 
the ANA. In addition to serving on 
the ANA board, Mr. West also 
heads the ANA staff. 

Two directors were reelected— 

Ben H. Wells, vp, Seven-Up Co., 
for a one-year term, and George 
Abrams, advertising vp, Revlon 
Products Inc., for a three-year 
term. 
Four new directors elected to the 
board are Ray Weber, general ad 
manager, Swift & Co.; Albert R. 
Stevens, ad manager, American 
Tobacco Co.; George Frost, ad 
manager, Cannon Mills Inc., and 
Ralston H. Coffin, vp for advertis- 
ing and sales promotion, Radio 
Corp. of America. 


EMPHATIC—The elections have taken over the 32 bulletin boards 


at Young & Rubicam, New York, 


used for 12 consecutive business 


where 12 different posters were 
days to urge all Y&R people to 


register. Just before election day, six other posters on as many 
days will remind the agency people to get out and vote. The bul- 


letin boards are stripped of all 


other material for these special 


displays which were designed by Y&R artists under the direction 
of Jack Anthony, vp’ and art supervisor. 


Creativeness, Attention to Details 


(Continued from Page 1) 
that his company first looked at 


Influenced Simoniz in Choosing Y&R 


| requisite. 


| “Basically,” he continued, “what 


the advertising created by various| We were after was creativeness, 
agencies for their clients. A survey | coupled with sound sales judgment 
of ads and commercials on many 2nd practical research. And we 


types of products appearing in na- 
tional and local media—both con- 


sumer and trade campaigns—was | 


made by Mr. Lipps and Elmer Rich 
Jr., president of Simoniz. 

“We probably were more heav- 
ily influenced by national maga- 
zine advertising and radio and tv 
commercials than advertising in 
any other media,” explained Mr. 
Lipps. “And it wasn’t long before 
a number of advertisers in these 
media had earned our profound 
respect for their over-all efforts. 

“We also read advertising trade 
magazines carefully for news on 
agency operations and editorial 
comments on agencies and their 
work.” 


a Mr. Lipps added that the main 
element sought in the two-man re- 
view of advertising was creative- 
ness, with a bold, dramatic ap- 
proach. 

“I’m a salesman myself,” he 
said, “and I advocate the unusual 
if it will help get a point across 
more effectively. An example of 
the creativeness we liked is seen in 
Y&R’s current campaign on Hunt 
catsup, which brought a new fash- 
ion approach to food advertising.” 

After selecting advertising cam- 
paigns that looked real good, the 
Simoniz people discovered which 
agencies created which ads. The 
list of agencies thus narrowed was 
studied after the agencies ap- 
proached Simoniz to pitch for the 
business. “We waited,” said Mr. 
Lipps, “until agencies we had 
found to be desirable had called 
on us. We didn’t go looking for 
them.” 

Mr. Lipps said that on the first 
call made by an agency, “we let it 
know we were considering it. We 
told each agency we were more in- 
terested in dealing with the people 
who’d be working on our account 
than with agency managers or 
presidents...” 


® Presentations and questionnaires 
played no part in Simoniz’ selec- 
tion, according to Mr. Lipps. And 
no consideration was given to the 
size of an agency, nor to the num- 
ber of its offices. 

“Young & Rubicam,” said Mr. 
Lipps, “is a large agency with sev- 
eral national and international of- 
fices, but these facilities were a 
plus value to us, certainly not a 


| wanted this backed by effective- 
'ness in the agency’s over-all serv- 
ice. We looked for strength in all 
|agency departments, such as radio 
and tv programming and develop- 
ment, research, merchandising and 
publicity. 

“Yet,” he added, “we didn’t want 
an agency where any one of these 
functions was elevated to a point 
where it would tend to obscure the 
basic thing we were looking for... 
creative advertising.” 


s According to Mr. Lipps, an ex- 
ample of what he means in the 
Y&R operation is that agency’s 
“thorough” approach. He cited 
one agency group whose duty is to 


Buchen Gets Plumite 


Cuicaco, Oct. 26—Simoniz Co. 
has named Buchen Co. to handle 
its Plumite drain cleaner, adver- 
tised nationally and sold principal- 
ly through grocery stores. Sullivan, 
Stauffer, Colwell & Bayles, New 
York, previously had the account. 
Buchen Co. already handles Si- 
moniz commercial products. 


negotiate good spot and tv avail- 
abilities. “Attention to details like 
this can pay dividends on the ad- 
vertising dollars we spend.” 

Mr. Lipps, who said that Simoniz 
emphasizes marketing rather than 
manufacturing, explained that his 
company “will not introduce a new 
product unless it can be sold 
through advertising. 

“We have the manpower and 
trade acceptance to get distribu- 
tion on new products,” he said. 
“But before we move we must 
have strong assurance that we can 
establish a brand franchise for the 
product through advertising.” 

Simoniz, concluded Mr. Lipps, is 
giving free creative rein to its new 
agency. “This is not just an ideal- 
istic platitude,” he said. “We feel 
that in order to get full value from 
an agency it is necessary to leave 
its talent unencumbered...” 

Simoniz Co. and other advertis- 
ers as well, according to Mr. Lipps, 
can work out their own distribu- 
tion problems—“and probably do 
an acceptable job of media selec- 
tion”—but, he said, “we know it 
would be next to impossible to 
match an agency’s creative ability. 
And creativeness, we feel, is the 
answer to our problem.” 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


WRITER FOR COMPANY MAGAZINE 
IN TEXAS 


We are looking for a young writer to 
fill a spot on the staff of our company 
magazine. The writing is primarily the 
development of articles and much of it 
will be concerned with technical subjects 
—engineering, geology and related fields. 
We feel that the applicant will probably 
be in his twenties or early thirties, and 
possibly have a working knowledge of 
printing production, layout and design. 
The person filling the job should be able 
to travel occasionally, organize a story 
and follow it through to the printing stage. 

We are located in the Southwest—a 
large company in a medium-size city— 
and feel that this job will be particularly 
interesting to a man who likes a dry 
sunny climate. 

Box 9044, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Rm. 1116 


TRADE MAGAZINE 
in Chicago needs alert, personable young 
man, capable of assisting in all phases of 
publication. Good chance to work up to 
key spot. 
Box 9066, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ARTIST 
Medium size agency has opening for ex- 
perienced, versatile artist. One who can 
do crisp creative layout and some produc- 
tion. A real opportunity to grow with a 
progressive organization in central states 
area. Please — resume, salary require- 
ment and photo 
Box 9027, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Manager Service Literature Section in ad- 
vertising department of large air condi- 
tioning and refrigeration manufacturer. 
Must be able to write, edit and produce 
service literature, parts lists, installation 
instructions, etc. Prefer writer with mech- 
anical background and some experience 
in this field. Under 40. Excellent oppor- 
tunity with fast growing organization lo- 
cated in ideal smaller community. Send 
brief resume 


F. Sontag 
The Trane Company 
La Crosse, Wisconsin 


NEW BUSINESS MAN 
for growing advertising agency in medi- 
um-large middle western city. Great op- 
portunity to capitalize on spectacular suc- 
cess built in last three years on unique 
service formula. We are now in two mil- 
lion dollar volume category, with man- 
agement skill ana staff talent to qualify 
for five million class. Need man who has 
been around in $250,000-and-up account 
circles. Must be a ‘‘door-opener” type of 
salesman who can pave way for presenta- 
tions which entire agency talent team will 
help close. Will pay good salary to right 
man until he has had opportunity to hit; 
then will offer profit-sharing arrangement 
on business brought in that will put him 
in big earning bracket. Write giving full 
a ey and qualifications. 
x $064, ADVERTISING AGE 

200 = * rilinols St., Chicago 11, Illinois 


Need creative head for Chicage agency. 
Man between 30 and 40 who has ideas and 
knows how to put them on paper. Con- 
sumer products, experience in all media. 
Old established agency that is rebuilding. 
Plenty of room at the top. Incentive pro- 
. Write giving details. Strict confi- 


Box 9065, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


JOB ae 


or 
CREATIVE TAL 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-44%4 
Bankers Bidg. Chicago 3. 


RESEARCHER—Leading publication seeks 
young man with statistical or economic 
training for market research position. Send 
resume and salary requirements to: 

x 9070, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

THINKER WANTED 

alse copywriter 

Top-notch industrial ad agency has an 
opening for a copy writer who can sepa- 
rate the wheat from the chaff and set 
down the result in simple understandable 
language. With the job goes this promise: 
we'll keep piling it on as fast as you can 
take it. . .right up to an account exec’s job 
if you want it and can handle it. Give us 
just bare essentials in your letter. We can 
fill in the details when we talk it over. 


Write: 
Box 9071, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 717-1991 Chicago 


HELP WANTED 


REPRESENTATIVES Avan ses = 
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MISCELLANEOUS 


ADVERTISING ASSISTANT 
Chicago wholesaler. Some copy, rough 
layouts for catalogs, direct mail. Must 
have working knowledge of production. 
Send brief resume, recent snapshot, salary 
expected. Box 9075 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


SPACE SALESMAN: Young, college, Ex- 
cellent consumer, trade, farm experience. 
Top producer. Extremely creative. Ag- 
gressive, ambitious. Currently selling 
space, N.Y.C. North East. Will consider 
change. Top prcducer, can show proof. 
Box 9040, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


VERSATILE AD MAN 
Energetic, responsible with ability to 
organize and take charge. Over 7 years 
agency experience, well grounded in all 
phases of advertising work. Looking for 
position with progressive industrial firm 
or agency. Willing to relocate. 

Box 9067, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Available now. Experienced ad man. Sell- 
Write-Layouts. Promotion Minded. Prefer 
newspaper in South. Family Man. Age 45. 
Resume on request. Write to 
Box 9068, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FREE LANCE LAYOUT, ART DIRECTION 

of top quality available at reasonable 

prices in return for volume of work. 
Box 8995, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 
Partner in consumer publ., Co. selling his 
interest. Primary duties: Advt. sales, pro- 
motion & Admn. Also agency background. 

Box 9072, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ART DIRECTOR 
= with top 4A ee agency as Art 
,» $12,000 plus, Age. 34. 
Box 9073, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED SPACE SALESMAN 
Successful man with office wants to do 
creative selling on another established 
trade or business paper. Would consider 
new idea with merit, Chgo. & Vicinity. 


Comm. only. 
ADVERTISING AGE 


Box 9074, 
200 E. Illinois St., Chicago 11, Illinois 


Here’s a CREATIVE ART DIRECTOR who 

has the touch! Do you have the spot? 
Box 9054, ADVERTISING AGE 

200 E. Iinois St., Chicago 11, Illinois 


DIRECT MAIL LAYOUT 
AND PRODUCTION 
Many years experience in producing win- 
ning promotions. This top-flight crafts- 
manship lifts your advertising above com- 
petitions at no extra cost—specimens that 
display broad versatility-folders, booklets, 
house organs. $7,500. Will relocate. 
E. J., 30 Fremont St., New London, Conn. 


these broad responsibilities. 


or South America. 


is required. 


helpful, but not required. 


Mail This Coupon Today 


Mr. L. W. Fay 

Overseas Division 

Dept. AA-1 

The Procter & Gamble Company 
Ivorydale, Cincinnati 17, Ohio 


tion and an application form. 


I received a______- — -from__ 


(degree ) 


Overseas Careers 
in 
Marketing Management 


Procter & Gamble’s overseas expansion has 
created an immediate need for men who can fill 
important positions with a minimum of training. 


The opportunity You'll develop and administer complete mar- 
keting plans——including sales and advertising. Because these 
openings already exist, we must select men who are ready for 


Orientation After studying Procter & Gamble overseas opera- 
tion in England, France or Mexico, you will be assigned to an 
administrative post in one of our foreign subsidiaries in Europe 


Benefits You will! live well in a large metropolitan city, receive 
a premium income, a share in the liberal P & G employee plans, 
and receive periodic furlough at company expense. No contract 


Requirements To qualify for interviews you must be college 
trained and have up to 10 years of marketing experience with a 
company or advertising agency. 


Dear Sir: I am interested in the current opportunities for a career in 
Procter & Gamble’s Overseas Division. Please send complete informa- 


Fluency in foreign languages is 


For Further Information! 


Name.___— 


ADEIOUB nen 


g ART SmRECTOR 2 


POTENTIAL 
ART DIRECTOR 


If you are an Art Director 
now or a top-drawer layout 
man who feels he has all the 
tools needed to be an Art 
Director, this may be for you. 
We are a large 4-A agency in 
the Middle West and you will 
be assigned specific accounts 
to work on and grow with. 
Salary commensurate with 
ability plus all the extras: 
Pension Plan, Profit Sharing, 
Insurance, etc. Box 307, AD- 
VERTISING AGE, 200 E. Il- 
linois St., Chicago 11, Illinois. 


A creative, energetic, young rep 
openings for additional publications, Ohio 
territory. Box 8484, vertising Age. 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Small PUBLISHERS REPRESENTATIVE 
organization in New York City now rep- 
resenting 3 successful magazines (2 trade 
and 1 consumer) would like to handle 1 
more (and only 1) additional publication. 
Not interested in established magazine 
that has reached its peak. 3 excellent ref- 
erences from the publishers we now rep- 
resent. 
Box 9069, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


OUTDOOR ADV. CO. So. Cen. Calif. Hi- 
way dsply. adv. in 6 west. states. Natl. 
and local. preferred accts. estbl. 1946. All 
nec. equip. A-1 Ideal loc. Priced low. 
Dept. 23478 
CHAS. FORD & ASSOCIATES, INC. 
6425 Hilywd. Bl., Los Angeles, Cal. 


SIGN SERVICE, N. W. PENN. Comm. 
signs on paper, wood, etc., also roadside 
advertising. Ideal loc. in ind. area. Xint. 
buy. Dept. 42 
CHAS. FORD & ASSOCIATES, INC. 
6425 Hilywd. Bl., Los Angeles, Cal. 


WHOLESALE & DISTRIBUTION-NEW 
YORK CITY. Hndles. mail order lists; also 
piece goods & import fabrics. XInt. loc. & 
very good potential. Dept. 42272 
CHAS. FORD & ASSOCIATES, INC. 
6425 Hilywd. Bl., Los Angeles, Cal. 


BIRCH 


The Midwest's 
eutstanding placement 
Art & 


— service for Adv. - 


Executive 


allied fields. 
By cppointment only 
59 E. MADISON + SUITE 1417 


CEntrol 6-5670 


Placement 
Counselars 


has | Team of pro magazine writers can develop 


worth-while consumer do-it-yourself ideas, 
ong and copy featuring your products. 
rite. 
Box 9042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Business-getting IMPOSTALS — World's 
Smallest House Organ—call on ALL your 
prospects and customers EVERY MONTH 
whether your salesmen do or not. Bring 
inquiries. Keep friendly, interesting con- 
tact for buyers. NOT SYNDICATED. Each 
issue written to order to sell your product 
or service. Original. Gets read. Send for 
samples of IMPostais now doing contact- 
ing job in many lines of business. Inquire 
on your company letterhead. 

Orville E. Reed, Howell, Michigan 


YOUR PRODUCT placed on Los Angeles 
and National Giveaway Shows at low 
cost. We also arrange Film Star Endorse- 
ments. Write Roberts & Gail, 5880 Holly- 
wood Bivd., Hollywood 28, Calif. 


ART STUDIO FOR RENT 
1600 sq. ft. It. modern. Reception, private 
& gen. studio space. Immed. occup. 126 
B'way, NYC. Rm. 207, MU 4-4240. 


PR-PUBLICITY 
Ten years experience in public rvla- 
dene. ublicites Com mt writer of 
news and features. Now handling ge. 
leit; aa Chicago manufacturer. ve 
good mtacts with editors. Know how 
to werkt with sales o1 
better opportunity i. 


° nn. 
TISING AGE, 
Chicago 11, Ill. 


SECRETARY-ASSISTANT 
TO CONTACT MAN 


Once in a while an agency finds it 
has on its staff a person who has 
ability and growth potential—but 
who doesn't fit any of the jobs 
available in the shop. We have such 
a person. We are releasing her. Be- 
cause we believe she is capable and 
that she is deserving of our assist- 
ance, we would like to help her find 
a suitable job. 

She is in her upper 20's, has had a 
bit more than three years of agency 
experience as a secretary and in 
production and traffic work. We 
think she would do well as secre- 
tary-assistant to a contact man who 
has a heavy load and wants a 
responsible helper. 


BOX 311 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DRAKE PERSONNEL, INC. 


Nationwide Rapid Confidential 

Account Executive $10-12,000 
Top level midwest Agency; 
creative and contact experi- 
ence for utility and appliance 
accounts. 

Sales Promotion $7-9,000 
4A Company seeks sharp 
young man, 2 to 5 years ex- 
perience in products sold 
through supermarkets. Chi- 
cago location. 

Advertising-Mkt. Research 

$10-12,000 

Eastern Mfr. offers splendid 
oppt. for man with solid back- 
ground in Chemical Advertis- 
ing and Market Research. 

10 Market Research Openings 

$6-15,000 
Trainees to Senior Mkt. Res. 
Directors. 
B. L. CLEM 


220 S. State Chicago HA 7-8600 


CREATIVE 
PROMOTION WRITER 


Large publishing firm in Phila- 
delphia area needs man, 28-35, 
with good solid experience in 
copy or promotion writing. 
Agency or publication back- 
ground. To $10,000 plus company 
benefits. 

Box 306 ADVERTISING AGE 
480 Lexington Ave.,N.Y.17, N.Y. 


THIS HASN’T HAPPENED 
TO MANY CREATIVE MEN 


Some ads are eye-catchers. 
Some are Starch-scorers. This 
man can show you one that 
made the magazine’s editor tell 
his readers “We boldly order 
you to turn to Page 1 and read 
the advertisement sponsored by 
_ ___.. A bell-ringer, if 
we ever saw one.” 


Would you like this kind of 
creative thinking working for 
you—as agency copy chief, or 
media Promotion Director? 


Box 312, Adv. Age, 480 Lexing- 
ton Ave., New York 17, N. Y. 


LAYOUT ARTIST 


For Major Appliance 
Manufacturer 


Expanding advertisi depart- 
ment requires top-flight layout 
artist. Experience —— al in 
layout on retail ads and finished 
art work on promotional mate- 
rials. Agency, department store, 
and white goods experience also 
helpful. 


We offer attractive starting sal- 
aries, excellent advancement op- 
——- and the most liberal 

nefit program in industry. 


If you have the wuientions 
for this position and wish to be- 
come associated with a rapidly 
expanding company, send a com- 
plete resume of your background, 
including salary requirements. 


Box 309 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, M1. 


ARTIST 


This is an extraordinary opportunity—for a man or wom- 
an with special talents. This company is outstanding for 
the quality and character of its artwork in promotional 
pieces, displays, packaging and advertising. The artist 
they want must be creative, versatile, able to adapt him- 
self to the style of this house, have a flair for design and 
fashion, and some mechanical ingenuity as well. Must be 
experienced in rendering, wash drawings, 
raphy, layout, sales promotion. Opportunity to become 
art director and member of executive staff. Letter only 
please. Replies held in strict confidence. State salary re- 
quired. Write to Victor Lebow, Marketing Consultant, 
347 Madison Avenue, New York 17, N. Y. 


color typog- 


= | 


Midwest advertising agency 
has opportunity for young 
production man with ex- 
perience in handling pro- 
duction for national maga- 
zines, trade papers, news- 
papers and direct mail. Give 
full particulars in first let- 
ter. Box 308, Advertising 
Age, 200 E. Illinois St., Chi- 
cago, Il. 
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LONDON GUARANTEE BLDG. 
CHOICE OFFICE SPACE 
NOW AVAILABLE 


Daylight on Seven Sides 
Alternating Current 
Air-Conditioning 
Will Divide 
LESLIE H. KLAWANS 
AND COMPANY 


Managing Agents 
360 North Michigan Avenue 
RAndolph 6-0360 


WONDERFUL OPPORTUNITY 
FOR MEDIA DIRECTOR 


In a well established and growi 
agency located approximately 
miles from Chicago. Person se- 
lec must be experienced in all 
media. Should be capable of oper- 
ating a creative media department, 
from research to recommendations 
and contacting on important na- 
tional consumer accounts. Salary 
consistent with ability. If you are 
the person, man or woman, write 
us today. Give your education, 
experience, requirements; infor- 
mation held confidential. 

Box 315, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois. 


“Our 45th Year™ 


COPY-CONTACT, frozen foods to $12M 
ASST. DIR. MKT. RES. (to 32) 8100 
ASST. IND. ADV. MGR., big 

company, growing dept., to 8M 


GLADER CORPORATION 


“The Agency's Agency” 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ART SALESMAN 


Progressive commercial art studio needs 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
MLunNoIs 


167 N. LASALLE. CHICAGO 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


representative. If you have a 
personality, the gift of making friends, 
some knowledge of art, ambitious and 
under 40 years of age you will qualify. 
Maybe you are now selling art but are 
limited because of accounts not available 
to you, or perhaps you are a copy writer, 
creative artist, account executive, produc- 
tion man or space salesman. We are sure 
it wil be worth your while to investigate 
this excellent opportunity for high earn- 
ings with a future. We have the accounts 
so you will start right off with good earn- 
ings. Maybe you know of a friend that 
answers this description if you are not 
interested. Please give your qualifications 
in first letter. All replies will be held 
strictly confidential. 


Box 316 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
WITH IMMEDIATE BILLING 


Progressive, e ng cy can 
accommodate hi-caliber acct. exec. 
with immediate $100,000 billing. 
Congenial, creative and season 
staff, all ee Xi services including 
Radio, TV, P.R. and Ma 


en Air 
conditioned private offices, midtown 
location. Liberal comm. for right 
man with initiative and vision to 
share in our growth. Write for ap- 
pointment. 
SCHNEIDER-STOGEL CO. 

286 Fifth Ave., New York 1, N. Y. 


SALES PROMOTION 
ASSISTANT 

An excellent opportunity for a 
young man with about one year 
advertising experience to learn 
all phases of Sales Promotion 
work. He will work closely with 
our Sales Promotion Manager 
developing and organizing sales 
contests, collateral literature, 
dealer displays and premium 
programs. Please write or call 
Mr. M. Nadis at KEystone 9-8210. 
VICTOR = MACHINE 


3900 N. Rockwell 
Chicago 18, Illinois 


ANNUAL REPORTS idea'd, designed, 


of 
prochures fm °”o "ea 


freelance agency 
AD CAMPAIGNS veterans. 
HAWKINS ASSOCIATES 
396 Allaire Avenue, Leonia, N. J. 


LEonia 4-1252 


4 ——— 


a =, . 
} DOUG SMITH, IN a 
Bavrtenetniminessie 0 


WANTED 
PUBLISHER'S REPRESENTATIVE 


Key areas for national paid circu- 
lation weekly magazine to auto- 
motive dealers. 

Box 290, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklia 2-3280 


FOR 
SALE... 


REGIONAL MONTHLY 
HOME MAGALINE 


P.O.P. SALESMEN 


required by one of the nation’s 
largest and fastest growing manu- 
facturers of illuminated plastic out- 
door and indoor signs, readily ac- 
ceptable, high volume line. Will 
produce large earnings for capable, 
creative salesmen. Men we want are 
probably now selling P.O.P. displays, 
or have a good background in this 
field. Can be full-time line or with 
other non-competing lines. Terri- 
tories open: Boston, Western New 
York, Philadelphia, Memphis, Pitts- 
burgh, Cincinnati and New Orleans. 
Will consider only men who have 
time, ability and energy to earn 
upwards of $10,000 per year from 
this line. Send brief resume of 
qualifications and experience. 


BOX 313 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


covering one of the fastest 
growing markets in the world. 


Proven acceptance in both 
advertising and circulation. 
High growth potential. 
Publisher will sell all or 
part, on a very attractive 
basis. 


BERNARD P. 
GALLAGHER 


Negotiator for the Purchase and 
Sale of Publication Properties 


147 West 42nd St., New York 36, 
LAckawanna 4-1631 


TO AN OUTSTANDING 
SALESMAN 
OF ADVERTISING SPECIALTIES 
IN THE CHICAGO AREA... 


We offer a most opportune proposal 
. .. to make a high five figure annual 
income, be your own boss and start 
a Chicago branch for one of the hot- 
test point-of-sale promotions devised. 
You start with a base of $10,000.00, 
plus a liberal commission arrange- 
ment, selling a highly rated sales tool 
for advertisers. IT’S A FULL TIME 
JOB—representing us exclusively. We 
are an established, recognized organi- 
zation with headquarters in the East. 
If you are a self-starter, looking for 
the big break, tell us about yourself 
prior to an interview. We seek crea- 
tive sales ability, knowledge of adver- 
tising production and an understanding 
of merchandising. Tell us why you 
deserve this ch of a lifeti Full 
particulars, please. 
BOX #310 ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


° 


109 


ANA Report on Agency Compensation Methods 


{immediately said—“Why, that is 


(Continued from Page 3) | 
| vertising during the last decade | 


that are not producing. 


And don’t think some of the 


exactly what our ANA manage- 


| has been covered many times. I’m/ questions aren’t pretty blunt and|ment project is trying to accom- 


|sure you're all familiar with it. But. 
I’m also sure that as we look at| 
the business in retrospect we can 
all realize that there were very few 
men of vision in those days of yes- 
teryear who foresaw that the few 
who “dabbled” in the new-fangled 
“idea” of “national advertising” 
were pioneering in a new business 
force that would grow into the 
nine billion dollar giant of today— 
a business tool that could develop 
and take advantage of our vast 
market as a nation—a method of 
selling that would transform small 
businesses into national institu- 
tions. 


# Simultaneously with the tre- 
mendous growth of advertising 
since the turn of the century, an- 
other great change was taking 
place in business—the emergence 
of “management” as an essential, 
a distinct function of the business 


stitution, this new leading group 
gained in stature and experienee, 
re-examination of the practices of 
business operations took place. 

One of the many startling de- 
velopments that resulted was a 
new concept of marketing. We’re 
not here to discuss that subject to- 
day, but we feel it necessary to 
refer to it because it is so repre- 
sentative of the change in man- 
agement thinking from emphasis 
on production to emphasis on the 
consumer. A change from “We can 
sell what we make” to “We’ll make 
what we can sell!” A change that 
began to look at the business as a 
whole—not as a group of separate, 
somewhat unrelated functions. And 
this kind of thinking has changed 
the position, the place, and the re- 
sponsibility of advertising. No 
longer is it “a thing apart”—it has 
become one of the most important 
functions of the entire business 
operation. 


Changes in Companies 


These conditions have naturally 
led to tremendous changes in the 
financial position of “advertis- 
ing” in the corporate picture. Its 
increased responsibility to the suc- 
cessful growth of business through 
its ability to create sales—its 
growth in cost, intensity, and vol- 
ume at what seems to be an ever- 
increasing rate—has made it one 
of, if not the, biggest single dollar 
item on many companies’ operat- 
ing statements. 

And when this happens—even 
apart from management’s in- 
creased understanding of adver- 
tising—the boards of directors, the 
cold, steely-eyed financial guardi- 
ans, begin to ask more and more 
questions of the executives in 
charge of advertising; questions 
that a lot of advertising men are 
being hard put to for answers. And 
they’re finding that the “old” an- 
swers aren’t good enough. 


s The men in charge of advertis- 
ing are facing new demands and 
responsibilities, and they in turn 
must have new and more satisfac- 
tory answers. There is no place in 
this kind of a picture for loose fi- 
nancial arrangements, rigid sys- 
tems of measurement, evaluation 
and payment, lavish recommenda- 
tions resulting from too little de- 
liberation and thought. The men 
to whom managers of advertising 
report can ask some mighty em- 
barrassing questions. They no 
longer accept the arguments of the 
past that the most economical way 
for the advertiser to get greater 
sales and profits is simply to spend 
more, to “increase the appropria- 
tion.” They want to be sure that 
first they’re getting the maximum 
mileage out of the present expen- 


enterprise. As this new basic in-| 4S 


specific: 

“Why can’t this job be done with | 
a half page instead of a full page? | 
Why do you have to buy a center'| 
spread to get this story across? | 
Why do you need 12 pages—won’t | 
9 work? Your ratio of advertising| 
expense to gross profit is getting) 
out of line—how can you reduce it 
without hurting volume? We know 
we've got a lot of products but do 
you think it sound to have five 
pages in a single issue? Are tele- 
vision costs getting out of line?” 


Penetrating Questions 


And just as they are asking per- 
tinent questions about the costs, | 
the techniques and the mechanics 
of advertising—so, too, are they 
asking even more pertinent ques- 
tions about the function and serv- 
ices of our advertising agencies 
and what we pay for these serv- 
ices. They’re asking questions such 


“Why should you pay our agency 
15% commission on this particular 
research—shouldn’t this be part of 
their service? Is it good security 
to give these advertising agencies 
our sales and profit figures? Why 
do they need them?” Or . 

“Are you paying our agency 15% 
commission on our television show 
—we thought you said the network 
produced the show?” 

It’s only after they are con- 
vinced that their present advertis- 
ing is effectively producing at low 
cost that they are willing to listen 
or consider recommendations for 
larger appropriations. Don’t get 
the idea that the advertising men 
on this committee are arguing 
against larger advertising expen- 
ditures . . . but they are realistic- 
ally saying they have got to have 
better answers than they’ve had in 
the past to justify them. 


= So what has all of this to do 
with the problem of agency com- 
pensation and the 15% commission 
system? 

As our committee got deeper in- 
to our assigned task, it was gen- 
erally feit that these conditions, 
which I have just described, have 
had a lot to do with the current at- 
tention being given to the problem 
of how to compensate agencies 
properly for their contributions to 
the business. 

The natural resultant of these 
fundamental changes that are tak- 
ing place are first: that top man- 
agement is demanding better man- 
agement of the advertising func- 
tion; secondly: they’re demanding 
more concrete evidence that they 
are receiving full productivity 
from their advertising investment. 


s In their re-appraisal of the con- 
tribution of all functions to the 
business—advertising and agencies 
come in for their share of exami- 
nation. This is resulting in many 
companies in a drastic reorganiza- 
tion of their entire marketing 
structure and concept and 
this, of course, includes advertis- 
ing. These changes in concepts and 
strategies naturally bring impor- 
tant changes in the relationship 
with the advertising agency . . 
bring about changes in the services 
required. This, in turn, has a di-| 
rect bearing on the question of) 
compensation. 

So when we boil the whole sit- 
uation down to its final effect on’ 
the clients advertising executives, | 
it seems to us that the mandate 
from top management is .. . more, 
productive advertising through 
better management! 

That, ladies and gentlemen, is a 
very large order . . . where do you 
start? 


ditures—that there are no loop- 
holes in the advertising programs 


ternate ways and means 


# Some members of our commit- 
tee helped supply an answer. They 


plish. They’re providing tools for 
management and guides directly 
aimed at more productive adver- 
tising through better management. 
They’re treating with subjects 
such as: 

e How to organize your advertis- 
ing department. 

e How to integrate advertising 
with other functions. 

e How to evaluate, measure an 
control. | 

Those of you who were in Mon- 
day’s session saw actual case his- 
tories of how some advertisers are 
going about the basic job of defin- 
ing the advertising function. Case 
histories that showed how certain 
companies were going about an- 
swering such basic questions as: 
e What do we want from adver- 
tising? 

e What should it do for us? 

e What is it responsible for? 

@ In their endeavors to help ad-. 
vertising executives make their 
advertising more productive 
through better management, 
the ANA advertising management 
committee has found there are no 
pat answers to any of the ques- 
tions. Never do they have the te- 
merity to say, “This is tae only 
way to do it.” By first determining 
the requirements of the advertis- 
ing management job, they then 
show with case histories how cer- 
tain companies are finding the 
answers to their. own individual 
requirements. 

This procedure is based on the 
concept that it is easier to solve 
your own problems when you see 
how others are solving similar 
situations. 

What they do is to present al- 
which 
help managers solve their own 


problems—come up with their own 


solutions! 


No Pat Answer 


Your committee studying the 
agency compensation system has 


come to the conclusion that this is 


the way the question must be an- 
swered regarding the method by 
which agencies should be paid and 
how much they should be paid for 
particular kinds of services. 


There is no pat answer! No 
easy solution—no one singie 
way to do it! Each individual 
advertiser must solve his own 
problem of agency relationship 
and method of compensation. | 


And certainly an advertiser can 
determine the function, place, and 
responsibility of his advertising 
agency only after he has answered 
the basic questions about the ad- 
vertising function in his own com- 
pany .. . answered the questions: 
e 1. What do we want from ad- 
vertising? 

e 2. What should it do for us? 
e 3. What is it responsible for? 

After an advertiser has deter- 
mined the answers for his com- 
pany on these basic questions . 
(and he'll find plenty to testify 
that reducing their vague, gener- 
alized concepts to meaningful 


-|statements in writing is not an 


easy job) .. . then and only then 
is he in a position to organize, plan, 
evaluate results, budget and con- 
trol expenditures then and 
only then, is he in a position to 
consider the problem of integrat- 
ing his advertising agency into his 
operation. 

He must answer questions as: 
e What is an agency? 
e How does it operate? 
e What does it contribute today 
to our operation? 
e Are we getting the best oper- 
ation and service possible? 
e If we aren’t—whose fault is 
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it—ours or theirs? 
e Are there services 
that they don’t supply? 
e Conversely, are they supplying 
services that we don’t need? 


we 


ment aid we need. It will require, 


need extensive research, it will require agencies operate their business—| available about the modern adver- 


| great skill and profound knowledge | 
‘of today’s marketing conditions to} 


"assess the raw material, and it 


explain the way different kinds of| With this kind of information 
that will describe the varying de-'tising agency—we then will have 
grees of responsibility that mod- provided the background, the al- 
lern agencies assume for volume,| ternative ways and means, the in- 
formation—which will serve as a 


Advertising Age, October 29, 1956 


the effectiveness of our clients’ 
advertising. 

We can anticipate a shorter na- 
tional work-week with corre- 
sponding rise in costs. We can even 
anticipate careers with shorter 


| will require a high degree of skill| profits, and the growth of their 


‘in presentation to make the infor-/|client’s business. What are the dif- work spans—if we ask the human 


practical guide to help advertisers 


Needs Answers First _ 


These questions and many more 


mation practical and useful. 


ferent practices of agencies in the 


solve the problem with their ad- 


degree and manner they serve cli-|vertising agencies of establishing 


question: Is 65 the optimum age 
for the retirement of creative tal- 


must be answered before an ad- # So, as a committee, and with | ents? What are the different ways|the most productive relationship 
vertiser can honestly approach the | the help of the board, we probed at| agencies are paid—especially in| possible based on a _ sound, 
problem of negotiating with his|great length into ways this job regard to services other than time! businesslike financial arrangement 
agency as to how and what they’re| could be done. and space? ‘that is equitable to both! 


ent that is subjected to the time- 
table strains of our business? If an 
earlier age is established, retire- 
ment costs will increase, and with 
more years spent in education, 
with earlier retirement, and great- 
er longevity, the work-span is tel- 
escoped; and training and retire- 


going to get paid. It seemed to us to be essential, 
7 a 7 
Agency Viewpoint on Compensation 


And when that is done—the that whoever undertook this study 
horse is before the cart! In other|for ANA should be someone with} 
words, an individual advertiser’s (outstanding qualifications—as 

The following is extracted from that portion of a talk given to 
the Assn. of National Advertisers on Wednesday by Marion Har- 
| per Jr., president of McCann-Erickson Inc., in which the agency 


needs must be established before researcher, as someone who thor- 
value and price can be assessed.|/oughly understands modern-day 

president presented his viewpoint on how and why agencies 
should be compensated. 


We hope we have developed our) marketing processes, and who, on 
case with sufficient logic so that|the basis of his accomplishments, 
you begin to see, in coming UP)}commands the respect of the busi-| 
with the answers to the questions/ness and advertising community. | 
we've just raised, that every case}; [| think that the man we have) 
will be different and that each| selected has all of this and more. 


company must work out its own 
problems. We hope that you, as The individual, with his or- 
we did, will recognize that agency) sanization, we selected to do 
service means different things to, this for us, and I don’t believe 
different people. . . and that what| @myone is better qualified, is 
one advertiser needs from his| Professor Albert Frey, profes- 
agency is totally different from) SF Of marketing, the Tuck 
School of Business Adminis- 
tration, Dartmouth College in 
Hanover, N.H. 


About Prof. Frey himself. There ° a objectives and stand- 
aras 


By Marion Harper Jr. |advertising agency is above all a 
Implicit in the functions and service organization. Service is a 
character of the advertising agen-| value in trade that has never lent 
icy are the factors that govern ad-jitself to task-and-performance 
vertising agency compensation. | pricing based upon units of “in- 
|(They apply as well to the com-/ put,” like hours of time or burden 
|pensation of professional corporate! of overhead; nor units of “output,” 
|management.) They are— | like number of calls made or num- 
e Creativity and innovation = poe hore to spoken .... 
shay: e traditiona % compensa- 

© Rmpenntiity for pe FESTIREMCS | oon system has related the agen- 
pat answer and that it is a prob-| |cy’s creative role in sales develop- 
lem which must be answered in- are many things we could tell you. : ‘ment to the scope of the client’s 
dividually—still leaves the indi-|We could tell you that he is quite ¢ Incentives for performance ,qvertising program. It has sur- 


| 


the job another wants done. 


® But concluding that there is no 


vidual facing the problem, out in 
left field. 
As advertiser after advertiser 


a guy in academic circles . . . that 
|as professor of marketing, at the 
Tuck School of Business Adminis- 


started going about the job, very tration, he has been one of those 
much in the order we've outlined | who have done so much to give 
—and many are doing it—they|that school its enviable reputa- 


have run up against a blank wall. tion. 1% 


A. great void exists. There is no 
authoritative, comprehensive com-| = We could also talk about Prof. 
pilation of information on the Frey as a writer on marketing sub-| 
modern advertising agency, in ex-| jects. Certainly any of you who! 
istence. Nowhere can you find com-| have read his latest book, “How | 
plete information on what the 1956) Much To Spend For Advertising,” | 
model of an advertising agency is | recognize that he has an outstand- 
—what they do—how they oper- ing talent in finding, organizing) 
ate—how they differ—how other and presenting facts. 
companies fit the agency into their | However, the thing about Prof.) 
operations. What are all the serv-|Frey which perhaps impressed us| 
ices available from an advertising| most is his recognized ability to 
agency? nas “ gees sage om we Se nla anaes thor- 
compensating eir age ou and report clearly. 
different kinds of services? Infor-| 2 fi sana” amined a have 
mation is needed which will help| convinced us that Prof. Frey is the| 
answer specific questions, such as: |right man for this assignment. We 

If a coupon or a premium serv- | were doubly convinced when we 


which serve the interests of the) viveg four major periods: 
proprietors in volume, volume in-| From 1880 to 1900, when brokers | 
_ became agents; from 1900 to 1930,) 
when standard compensation for 
agencies became 15%; from 1930 
| | to 1950, when the goal was to stay 
> |within the 15%; from 1950 to today, 
when increased services and costs 
|may call for more than 15%. 


The central issue is: Can 
agencies stay within the 15% 
and yet deliver the range of 
services that brings maximum 
returns in sales development? 


® The modern advertising agency 
has made striking improvement in 
productivity (in terms of the rela- 
tion of manpower to billings); but 
who can forecast how long the 
present level will be operative’. . . 

There are foreseeable factors 


Marion Harper Jr. 


creases, profits, incremental prof-| 
its, on a Stabilized basis by the/ 
creation of a market franchise. our costs. We can expect that the 


e Yield and growth returns from same shortage of talent in other 


that will raise rather than lower! 


ice tells an agency that their serv-| talked to people and companies for|capital invested (both personal fields, such as engineering, will | 
ice is commissionable if they (the| whom Prof. Frey had worked. | and financial) ‘also obtain in the creative selling | 
agency) sell the deal in place of/Some of these are the Koppers|» Enterprise and speculative risk field. A relatively small pool of| 
time or space . . . are advertisers Co, AT&T, General Electric, as! based upon alternatives which Professionals handles the huge as-| 


‘ment costs in relation to length of 
employment become more expen- 
sive. 


| 
Relevant Criteria 


Considerations of revised com- 
pensation systems should be based, 
‘not on these rising costs, but on 
| their appropriateness to the agency 
ifunction and  advertiser-media- 
lagency relationship. 

Relevant criteria are these: It is 
lessential that the alternatives be 
specific; that they carry greater 
advantage than disadvantage for 
the advertiser and the media sys- 
tems—and be substantiated by 
‘clinical demonstration in working 
| situations. 
| To test whatever alternatives 
|are proposed, these questions may 
be raised. Will the alternative 
compensation systems— 

—stimulate quality competition 
as well as price competition? 

—provide adequate incentives 
‘for creativity? 

—reward, rather than discour- 
jage, intelligently calculated risks 
‘of innovation? 
| hold the administrators ac- 
|}countable for results, rather than 
jsupply them with excuses for 
“economizing?” 

—force research and analysis of 
the situation in the market-place 
and department of distribution? 

—protect objectivity and inde- 
pendence of viewpoint? 

—identify the creative man with 
entire goals of the business, not 
simply its parts? 


Summary of Views on 
Compensation 


The following propositions sum- 
marize my personal viewpoint on 
agency compensation: 


paying such a commission? If the wel] as several leading agencies. | 
advertiser buys a merchandising|[n essence the comment from) 
service, to which purchase and use these people was this: They tell | 
of the service the agency contrib-| ys not to expect theory or academ- | 
utes nothing, are others allowing jc speculation because we won’t 
it to be commissionable? Should) get it. Professor Frey is a man who 
the commission on packaged shows | knows how to go out and get the 
be the same as on agency created) facts and give them to you straight. 
shows? You can go on and on with 

questions for which advertisers Expect Clarification 


are seeking information. This committee and your board 


\of directors have complete confi-, 
New Report Planned |dence that the results from a proj- 
It isn’t another Young or Haase | ect of this kind—conducted by an 
report that is needed—the real individual with the stature and 
need as the committee found, was) qualifications of Professor Frey—| 
for a completely objective, inde-| will prove to be one of the most 
pendent, comprehensive, authori-| important contributions to the ad- 
tative, up-to-date source of infor- vertising industry ever made. A 
mation. A study based on sound contribution because it will define 
research, which would present the function of the modern adver- 
facts on advertising agencies ... tising agency in today’s marketing 
without prejudice ... in an UN- process. A compilation of facts 
biased way. ‘which will clarify the extent to 
And so the committee has which the modern agency confines 


\its responsibility only to the crea- 
pce scans os oe awa tion of advertising, or the extent to 


proprietary interests may reject Signment of agency-placed adver- 
| tising. In 1946, some 15,000 were 

Adding Value responsible for $1,350,000,000 of 
An inclusive factor in compen- @4vertising. Currently 30,000 are 
sation is “value added.” The “value responsible for $4 billion of bill- 
added by manufacture” is a to-|ings; and meanwhile, television 
tal of all tangible costs of produc- @nd the promotional media have 


‘tion and marketing plus the pre- Made added specialized demands 


dicted profit returns for risk and i" manpower. The advertising 
responsibility that are calculated |@sency has the obligation to ad- 
into the selling price. These basic Vertisers and to itself to expand 
values cannot be purchased by this limited work-force to antici- 


fees or unit rates, however liberal. Pate future needs. 
The value added by advertising— 
which is a part of the value added| # We can expect expanded bill- 
by marketing—is similarly a “mix” |ings but little corresponding in- 
of unit costs and incentive pay-| crease in the availability of talent. 
ments to attract and reward the We can anticipate competing for 
creative risk-taker. candidates on the campus with 
“Value added” varies from prod- much of the persistence of engi- 
uct to product in proportion to the| neering firms. A higher education- 
dependence on advertising for al level is required in many areas. 
sales. For example, the advertising In the industrial field a B. S. 
agency adds far less to a turbine was once adequate for engineering 
than it does to a breakfast cereal.|jobs that now require a Masters 
But for most consumer products degree or even a Ph. D. As we de- 
the “value added” is a long list of velop new marketing specialties, 
factors of market demand that in- more advanced degrees are called 


‘ |'which today’s advertising agencies 
an ANA project which would contribute to the entire marketing 
operation—assisting clients in de- 
termining and accomplishing both 
short term and long term objec- 
tives. A study that will describe to 
what degree the modern agency 
has become involved in the other! 
areas of marketing—research, 
merchandising, pricing and all the 
rest. 

A study which we expect will 
describe how the function and re- 
lationship of agencies differ be- 
tween different clients and be- 
tween agencies ... one that will, 


make this kind of information 
available to advertisers... 
which would provide a real 
management tool that could 
serve as a guide for advertis- 
ers to individually solve their 
own problems of agency rela- 
tionship and compensation. . . 


As we reached this conclusion, 
and looked at ways to bring it 
about, it was obvious that a volun- 
teer committee could not tackle 
the tremendous work load involved 
in preparing the kind of manage- 


clude announcement and informa- 
tion, competitive advantages, re- 
minder impact, corporate image, 
product memorability, differentia- 
tion from similar products—and 
many other ingredients. 

As well as the value added “af- 
ter a product leaves the assembly 
line,” there is the contribution of 
modern marketing research which 
reaches back to blueprints to build 
sales appeal into the design and 
even the elements of the product. 


for in research, market manage- 
ment, and administration. 

There is the capital cost of train- 
ing. If the advertising agency is to 
assume the proper responsibility, it 
must keep pace with the manpow- 
er development programs of our 
leading corporations. Training is 
costly. The annual investment in 
each McCann-Erickson executive 
trainee is some $28,000... But 
training programs have proved 
themselves, and any 5 or 10% gain 
in effectiveness of our staff can 


# In contributing these values, the | result in hundredfold returns in 


e 1. The large advertising agen- 
cy provides the advertiser a unique 
service in managing a _ variable 
creative workload within the 
standard compensation arrange- 
ment. 


e 2. The large advertising agency 
provides the advertiser a unique 
service in making available as 
|needed the services of skilled cre- 
ative people within the standard 
compensation. (More than any ad- 
vertiser could reasonably afford 
on his own payroll; yet no less 
than the creative assignment needs 
and successful sales development 
requires.) 


|@ 3. The large advertising agency 
jassumes the responsibility of 
|maintaining, developing and fi- 
jnancing a pool of creative man- 
power in terms of the creative 
quality sought by those responsi- 
ble for the result, not in terms of 


| the ability of the advertiser to pay. = 


|@ 4. The large advertising agency 
jmanages the integration of the 
advertiser’s communication re- 
quirements—from all parts of his 
business—into a resultful commu- 
nication solution in terms of the 
ultimate consumer. 


e 5. The large advertising agency 
assumes the risk speculatively of 
developing a plan for the adver- 
tiser to serve his communications 
needs and finances this plan, in- 
cluding materials. 


e 6. The internal economics of 
the advertising agency business 


(Continued on Page 112) 
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‘Trib,’ ‘American’ 
Will Keep Separate 
Advertising Setups 


Cuicaco, Oct. 25—Outside of the 
fact that the Chicago Tribune Co. 
now owns the Chicago American, 
there is apparently not going to 
be any reshuffling of the Ameri- 
can as an advertising medium— 
at least for the present. No com- 
bination advertising rates, no 
change in printing schedule, no 
change in the Sunday editions of 
the two papers is planned. 

Plans to maintain the status quo 


have been confirmed in statements | 


to AA by both Walter C. Kurz, ad- 


vertising director for the Tribune, | 
and P. J. Morrison, advertising 


manager of the American. 


Also unchanged is the Ameri-| 


can’s affiliation with Hearst Ad-. | pe : 
HOME BOOST—Some 40 Ohio daities, Kirk Is New Real-Kill Sales, Ad Head 


vertising Service. Stuart List, pub- 
lisher of the American, affirmed 
today that the American “will 
continue its long affiliation with 
HAS and advertising agencies and 


their clients will continue to be| Here is one of the six 1,000-line 


served by HAS representatives.” 

As the Chicago Tribune is a 
morning paper and the American 
an evening paper, they compete 
only on Sunday when the Ameri- 
can, with its American Weekly, 
Puck—The Comic Weekly and 
other Hearst features, competes di- 
rectly with the Tribune and Sun- 
Times. 


® Mr. Morrison told AA yesterday 
that “we are going to continue sell- 
ing in direct competition with the 
Tribune, as well as the other two 
papers in the Chicago market” 
(John S. Knight’s Daily News and 
Marshall Field Jr.’s Sun-Times). 

He added that the reactions of 
the American’s advertisers to the 
paper’s sale to the Tribune have 
been very favorable. He said many 
advertisers had expressed desire 
to see the American survive in the 
Chicago market and were confident 
the Tribune’s newspaper manage- 
ment skills would see it through. 

The sale price is estimated to be 
about $12,000,000 and covers all 
franchises, assets and good will of 
the American and the Sunday 
American. Real estate, including 
the publishing plant in the Hearst 
Square building and paper storage 
facilities, are not involved. 

All three of the other Chicago 
newspapers bid for the property. 
The Daily News was particularly 
anxious to acquire the American, 
as this would have given it a Sun- 
day edition. It now publishes on a 
six-day basis. The new plant of the 
Sun-Times, now under construc- 
tion, could also have accommo- 
dated the American. 


® Sale of the American to the 
Tribune signaled the first time 
since 1900 that Hearst has not 
been represented in the Chicago 
market. The paper began in 1900 
as the Evening American and, to- 
gether with its sister Hearst paper, 
the morning Herald-Examiner, 
lived through a colorful and dra- 
matically competitive newspaper 
era in Chicago in the ’20s and ’30s. 
A two-year American Newspa- 
per Guild strike finally crippled 
the Herald-Examiner in 1939, but 
the Evening American, then re- 
named the Herald-American, sur- 
vived. Renamed the Chicago Amer- 
ican in 1953, the paper has for the 
last several years been last in cir- 
culation among the city’s dailies. 
Though specific figures. on the 
American’s profit or loss record 
are not available, it is known that 
the paper has been one of Hearst’s 
biggest losers for several years. 
Media Records shows that the pa- 
per has been taking a substantial 
loss in advertising in the past year 
—from 11,380,644 lines in the first 
nine months of 1955 to 10,944,339 
for the same period this year. Cur- 


rent daily circulation is 525,000— | 


706,407 on Sunday. 


| 


! 


} toe 
| A YOUR enerrme Loca 


| members of the Ohio Select List, 
| are cooperating in a test campaign 
| to induce people to shop at home. 
\ads prepared by Byer & Bowman 
Agency, Columbus. 


TV Drama Recounts 
Old Apple Story— 
but with New Apples 


New York, Oct. 23—Remember 
James Webb Young, the J. Walter 
Thompson bigwig who sold hail- 
damaged apples from his New 


mountain-grown fruit? 

A facsimile of Mr. Young’s pur- 
ple heart-type apples turned up 
last night on “Robert Montgomery 
Presents” (NBC-TV), sponsored 
by Johnson’s wax and Schick 
shavers. 

Using the Young-pioneered sales 
technique was Terence Major (Lee 
Bowman in Hollywood), an ac- 
count exec whose retirement from 
Madison Ave. gave the play its 
title, “Goodbye, Gray Flannel.” 

Only Major found he couldn’t 
stay retired in Vermont. His coup 
in unloading an orchard full of 
hail-apples led to local fame, to 
wit: Handling the advertising of a 
Vermont apple growers group, lat- 
er a political campaign, finally, 
Vermont tourist advertising. 


® Then, of course, he gets un- 
retired. In a session with his old 
agency boss, he mentions he’s 
“seen a rumor in Ap Ace” about 
the Ajax auto account being loose. 
Next thing you know, Major’s got 
the top creative post on the Ajax 
business at his old shop. He’s of- 
fered $60,000 a year, but he settles 
for $50,000, restoration of his sen- 
iority rights, and three months va- 
cation annually in—where else?— 
Vermont. 

Major’s a real right guy. At the 
fade-out he’s just brought the ap- 
ple growers and tourist accounts 
—worth $1,500,000—into the shop. 

J. Harvey Howells, the author 
of “Goodbye, Gray Flannel,” has 
quit the advertising agency busi- 
ness (he was last with Berming- 
ham, Castleman & Pierce) to con- 
centrate on writing tv scripts. 
“Goodbye, Gray Flannel” is the 
first to deal exclusively with ad- 
vertising, but previous efforts have 
dealt with business subjects. These 
include “Lucifer,” “The Brief Case” 
and the original story of “The 
Company Wife.” 


s Mr. Howells told AA today that 
any resemblance between his Ver- 
mont hail-scarred apples and the 
ditto of James Webb Young is 
purely coincidental. He said he’s 
never heard of the Young experi- 
ence till it was recounted to him 
by an AA reporter. He said any- 
body who grows apples—as he 
/ himself does—knows about hail. 


Mexican orchard by advertising| 
the scars as indicating genuine, | 
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Last Minute News Flashes Nets’ ‘Option 


| 

Gas Group, Colgate Join in Promotion 

| New York, Oct. 26—Colgate-Palmolive Co. is slated to sign an agree- 
_ment shortly with the American Gas Assn. for a promotion, “Colgate’s 
| gas ‘dream laundry’ contest, that will be the largest in the history of 
| the gas industry.” Scheduled to run February through April, the contest 
| will award cash prizes and complete gas home laundries. Colgate re- 


' portedly will spend about $750,000 


to advertise the contest, backed by 


' considerable local promotion placed by AGA members. 


‘Sabena Names McCann’s Marschalk Unit 


New York, Oct. 26—Sabena-Belgian World Airlines has named the 


Marschalk & Pratt division of McCann-Erickson to handle its account, 
effective Nov. 1. The account bills an estimated $500,000. Sabena has 


been with Fuller & Smith & Ross. 


--- Hertz Plans $2,600,000 Ad Budget for ‘57 


Time’ Benefits 
Public: Doerfer 


Practice Is Necessary, 
FCC Commissioner Tells 
NARTB Regional Meeting 
BIRMINGHAM, ALA., Oct. 25—FCC 
Commissioner John C. Doerfer to- 


night emphasized the importance 
of the controversial “must buy” 


CHIcAco, Oct. 26—Hertz Rent A Car System will invest. $2,600,000 and “option time” practices to a 
in national advertising next year, up $500,000 from this year’s $2,100,-' successful network operation. 


000 budget. Hertz will use a comprehensive direct-mail drive to push | 


In a speech before the regional 


truck leasing and truck renting for the first time. The New Yorker conference of the National Assn. 
has been added to the media list. Campbell-Ewald is Hertz’ agency. 


|of Radio & Television Broadcast- 
,ers, Mr. Doerfer defended the FCC 
for its failure to move promptly 


KANSAS City, Oct. 26—Roger M. Kirk Jr. has joined Real-Kill Co., |againet these allegedly monopolis- 
household insecticide manufacturer, as vp and director of sales and | tic network practices. 


advertising. In the food and grocery marketing field for the past 19) 


years, Mr. Kirk was formerly with 


Standard Brands and most recently 


merchandising manager of Dromedary Co. 


Ted Lord Resigns as OAI Sales Head 


| 


'for Outdoor Advertising Inc., has 


resigned, effective Nov. 1. Before 


joining OAI in August, 1955, as vp and New York sales manager, Mr. 


| Lord was vp of Farm & Ranch Publishing Co., Nashville. He has not, 


announced his future plans, and his successor will not be named for 


|; some time, AA was told. 


Co. (AA, March 12, ’56) has been 


Act violation. 


for the nine months ended Sept. 30, 
for the first nine months of 1955. 


© J. L. Clark Mfg. Co., Rockford, 
containers and metal specialties, has named Waldie & Briggs, Chicego, 
to handle its account, effective Oct. ; 


Pabst Expands Andeker Beer; Other Late News 


© Pabst Brewing Co., Chicago, will market Andeker draft beer in these and other problems by June 
selected outlets in Chicago and Milwaukee about Nov. 1. Promotion| ; 
will be mainly by point of sale material, with some radio and tv pos- 
sible later. Pabst hasn’t marketed the brand since before World War s Meanwhile, Mr. Doerfer voiced 
II. Since then it has been brewed only as private stock, and present | the opinion that the “must-buy” 
production is limited. Pabst plans to market it as a prestige brand. " 


® The trial date of an anti-trust suit brought by 25 Chicago area 
wholesale and retail grocers against Atlantic & Pacific Tea Co., 
Woman's Day, General Foods Corp., Hunt Foods Inc. and Morton Salt | 


postponed from Nov. 1 to Nov. 12. 


The plaintiffs have dropped charges of violation of the Sherman Act 
by the cefendants, basing the case on charges of Robinson-Patman 


® McGraw-Hill Publishing Co., New York, with its subsidiaries, had 
consolidated net income, after all charges and taxes, of $5,892,976 


1956. This compares with $4,433,953 


Ill., and Lancaster, Pa., maker of 


29. 


to Disturb Sales 
Executives Club 


New York, Oct. 25—Last week 
The Sales Executive protested that 
slow or non-delivery of the weekly 
publication had caused a drop in 
attendance at the Tuesday lunches 
of the Sales Executives Club. This 
week the SEC has another protest 
to the post office. 

Sidney Fish, Journal of Com- 
merce industrial and _ business 
writer, today asked the club why 
he received 50 copies of the Oct. 
23 issue. It developed his issue 
was the first in a bundle tied to- 
gether for all of Zone 13. The post- 
man had neglected to break open 
the bundle, delivering the entire 
zone mailing to him. 

The Zone 13 incident is one of 
two postscripts to the club’s slow- 
mail difficulties (AA, Oct. 22). 
Yesterday a trouble-shooter from 
the general post office on 8th Ave. 
and 32nd St. visited the club’s of- 
fices. Tucked under an arm was 
a copy of the Oct. 22 AA which 
had highlighted the club’s mail 
problem. 

He was George Hirsch, adminis- 
trative assistant to the assistant 
postmaster. Mr. Hirsch said postal 
authorities are concerned over the 
SEC’s slow-mail experiences with 
the post office, as well as condi- 
tions throughout the entire city 
postal system. 

Delivery of the last two issues 
has been better, Editor Paul Stouf- 
fer conceded. That is, before the 
Zone 13 bulk-mail incident. 


Mail Woes Continue | Gray & Rogers Names 


Kinney, Hallowell Partners 

| Gray & Rogers, Philadelphia, 
|has named two new partners, en- 
larging its ownership group to 14. 
The new partners are William S. 
Kinney Jr., a copywriter, and Hen- 
ry R. Hallowell Jr., of the contact 
department. 


Henry Hallowell 


William Kinney 


Mr. Kinney joined Gray & Rog- 
ers in 1947 as a copywriter. Be- 
fore that he was an account man 
and copywriter for H. M. Klingen- 
smith Co., Canton, O. Mr. Hallo- 
well joined G&R in 1951. Before 
that he was with the Neal D. Ivey 
Co., a Philadelphia agency no 
longer in business, as an account 
executive. 


Gaynor Colman Names Carl 

Charles G. Carl Jr., formerly 
with Ellington & Co., has been ap- 
pointed art director of Gaynor 
Colman Prentis & Varley, New 
York. 


Dunn Joins Compton 

Richard M. Dunn, formerly with 
Roy Windsor Productions and the 
Biow Co., has joined the tv-radio 
department of Compton Advertis- 
ing as an executive producer. 


Urging caution against action 
that would destroy the system that 
provides the public with the serv- 
ice it seems to enjoy, before some- 
' thing better is found to replace it, 


New York, Oct. 26—Ted W. Lord, vp in charge of national sales he noted that “charges of monop- 


oly are easy to make but hard to 
prove.” 

He added that the “American 
approach is one of presumed inno- 
|eence until guilt is proved.” He 
said the FCC network study group 
|}should be ready with a report on 


30, 1957. 


| provisions, which require advertis- 
jers to buy a certain minimum 
| number of stations, “appear to be 
more beneficial. than harmful” 
when viewed from the side of the 
public—in particular that portion 
of the public which, but for the 


get the opportunity to see high- 
budgeted programs, live news, 
sports or current events. 

“The very nature of networking 
requires some minimums and some 
definiteness in arranging programs 
and schedules designed to be 
broadcast upon a national basis,” 
he said. “If the selection of mar- 
kets were Icft solely to some ad- 
vertisers, they might be satisfied 
to advertise their products by tele- 
vision in just a few of the major 
markets. After all, it has been es- 
timated that 80% of the television 
homes can be reached by employ- 
ing approximately 50 selected tele- 
vision stations. Pecks 


@ “There are on the air today 
about 462 commercially operated 
tv stations, of which 95 are in the 
uhf band. Although the networks 
may be concerned with sufficient 
revenues to produce both high 
budgeted programs and low cost 
per set circulation, the practice has 
resulted in fulfilling the needs and 
demands of a vast majority of the 
television viewers. Critics of the 
‘must-buy’ policy should suggest a 
substitute for getting live and de- 
sirable programs demanded by the 
public to those dreas, in which, 


but for this policy, they would 
never be seen.” 
Mr. Doerfer added, “If these 


policies violate the anti-irust or 
fair trade practice laws, despite 
the benefits to the people, I as- 
sume they must be outlawed. But 
all the facts are noi as yet devel- 
oped, nor the applicability of these 
laws determined.” 

The commissioner said the 
same observations are generally 
applicable to “option time” ar- 
rangements. 


Smith Named Twiss Head 

William A. Smith has been elect- 
ed president of the House of J. 
Hayden Twiss, New York. suc- 
ceeding J. H. Twiss, who died Oct. 
5. Fred J. Schlutow has been elect- 
ed ist vp and treasurer. 


“must-buy” policies, would never. 
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Agency Viewpoint on Compensation 


(Continued from Page 110) |the amount and cost of the labor 
are in appropriate proportion to and service to be applied to mes- 
the risk taken under present com-| sage and media. It determines the 
pensation practices; but rising) proportion of emphasis, the order 
costs are changing this proportion.|of priority and relevance to the 

total sales development goal, for 
e 7. Contrary to the dire predic-| which it takes responsibility in the 
tions of the ’30s, the “inflexible | terms of cessation of compensation 
form” in the method of agency) 


: ‘ | upon notice. 
compensation has become an inte-| e 9. Total advertising agency 


gral part of an expanded media | -ompensation twenty years from 
snd dynamic bieiness ceonomy ny BOW, willbe largely the result ofa 
short, it works! | continuation of individual negotia- 
0 ; | tions relating the needs of the cli- 
e 8. The conventional commission|€™t to the creative sales develop- 
arrangement, however, is not re-;ment services of the advertising 
lated to any meaningful break-|agency—rather than by such uni- 
down of the hundreds of services /ateral briefs as this. This has been 
in hundreds of media and hun-|true from the beginning. Change 
dreds of varying space and time|is inevitable—as it always has 
rates per unit of audience; but is|been—but its nature is evolution- 
only related to the advertiser’s to- | ary and gradual. 
tal outlay. The agency, in its own/e 10. In face of the universality 
professional judgment, determines and practicality of the standard 


from Filmack can 
do the job best ! 


You get eye-stopping action ... 
identification! 


341 W. 44th 


ma NEW YORK, WY 


CHICAGO, ILL. 


Filmack Studios 


competitive. Agency compensa- 


commission structure, no one has 
tion is an infinitesimal part of this 


yet found a method more applica- 
ble to the needs of business. Pwhile it, 

. , : While it should be exposed to 
e 11. The main direction of the! 
ultimate solution will rest in Fo Peeper ng agar ee 
direction most typical of Ameri- | STE8S€ penance oe B 


can business and already present, Profession generally would ad- 


vance the cause of business fur- 
to some degree, \in the standard | 1) or faster, if it would devote its 


method now tying compensation | : : 

to the value of the ccuuite eaiioad | emerges to the — target—more 
by the sales development service. | Productive peeing ae a 
A governing principle in seeking| a omy a . a “ar thie 
an optimum system of compensa-  P&" “oon . a SS 
tion is one that has proved suc- | Problem, but nrg of business 
cessful for other forms of creative | '8anization within our economy. 
responsibility in business. It is the | : " 
principle of a percentage share of | y Finally, I hag like Anoggong’ 
the assigned result. While the = one point as forcefully as 


: > ste can: 
agency’s contributions to total Sales development is the basic 


sales are often valuable, even de-| purpose of the modern, complete 
cisive, the agency’s direct respon-| coal 2 - 

ae |advertising agency; and it will be 
sibility can best be expressed as a ith lysi bi ti 

he communication expen- |“? GRALYED, PECRE, HUGH, 

part of ¢ /and experimentation in this area— 
diture. | boldly imaginative, creative, some- 
e 12. It is incumbent on the mar- times seemingly darin g—that 
keter in general, and on the ad-/| agencies will perform their finest 
vertising profession in particular, | service. 
to approach the problem of com-| I am glad and privileged to ac- 
pensation for creative sales devel-| knowledge the part of the adver- 
opment service with an open mind |tising director in the effective ad- 
and with imagination. Keeping the| ministration of his company’s 
marketer competitive through the| marketing communications. Our 
coordinated use of all techniques|company knows that his work is 
and tools of mass communication | always pivotal in the agency’s con- 
is the agency’s unique business.|tribution to the advertiser’s sales 
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| stant success and encouraged us to 
repeat it this year.” 


® He hailed the value of word-of- 
mouth advertising, declaring it a 
| medium “worth in gold much more 
'than any newspaper, magazine 
campaign, tv show or whatnot. 

“Give me a good product,” said 
Mr. Harang. “Let me give it some 
flair, some style and allure which 
will mean something to the con- 
|sumer. Let me take it out and 
;challenge the retailer that, even 
|without any extra allowance or 
discount, if he displays and fea- 
tures it, it will sell. Let me remind 
him he is a merchant and that as 
a merchant, it is his duty to serv- 
ice his own clientele with the best 
product he can put his hands on. 

“Seven cases out of ten, he'll 
pick up the challenge, because I’ve 
appealed to his pride, because I’ve 
called him a merchant, rather than 
telling him, ‘You have to have it 
because advertising will drive peo- 
ple to purchase it from you.’ 


s “No,” added Mr. Harang, “it is 
imperative that men who are going 
to make sales a career and aspire 
to sales managership and even- 
tually an important position at the 
top management level remember 
at all times that selling an idea is 


The growth and vigor of the ad- 
vertising agency business suggest 
greater usefulness and enhanced 
responsibility. 

e 13. The increased competition 
for markets worldwide confronts 
the marketing function, particu- 
larly in the United States, with the 
necessity to strive continuously to 
| reduce distribution costs to remain 


You can be the only advertiser in your 


field advertis- 


ing in full color to a video audience of 50,000,000 in 


summer and 30,000,000 in winter. 


AL coLoF 
CAST To COAS 


°r Sectional if Desire?) 


* MPA offers you national or sectional coverage in the only wide screen, natural 


color video medium in the U.S.A. 


* Your film commercial audience averages 50,000,000 in summer and 30,000,000 
in winter. This is not circulation but captive viewers reached at a cost of 


approximately $5.00 per thousand. 


* No competitive advertising appears when your advertisement is running. You 
will be the only advertiser of your kind to reach 80% of the people in many of 


the communities covered. You will be furnished proof of 


showing. 


*% We offer complete film production facilities for either black-and-white or 
full-color films. Our production know-how and experience are backed up by 


a guarantee of satisfaction. 


% You can do a powerful job of selling when you are the only advertiser in your 
field (the weeks your advertisement appears) using the big screen in full-color 


on a captive audience. 


Inquire now! More information on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


Branches 


1032 Carondelet St. 


70 E. 45th St. 
New York, N. Y, 


New Orleans, La. 


193 Walton St., N. W. 
Atlanta, Georgia 


development. 


Ad Overemphasis 
Weakens Selling: 


much more important than selling 
the merchandise.” 

Then, turning to the subject of 
salesmen, Mr. Harang said that for 
the 30 years he’s been in sales 
managing, he has “steadfastly re- 
fused to think in terms of daily or 
weekly salesmen’s reports of calls, 


. sales quotas, contests, prizes, 
Houbigant Exec traveling and entertainment ex- 
penses.” 


| A salesman, he said, is a busi- 
ness man. “As such, he should be 
boss of his territory. He should 
know best how to work his ac- 
counts within the definite general 
restrictions and rules imposed by 
management. He should have no 
interference from the office, whose 
primary function is to help him 
secure the business, rather than to 
criticize him. And as far as cus- 
tomers are concerned, his decisions 


(Continued from Page 2) 
budget, including magazines, news- | 
papers, tv, radio and Lord knows | 
what. 


s “This trend scares me,” he con- 
tinued, “for it is likely to destroy 
salesmanship at the wholesale lev- 
el and eventually help destroy it 
also at the retail level. Moreover, 
it is likely to create a false econ- 
omy at the manufacturer level in 


, , tand.” 
this respect, that, basically, what- . P 
ever one can achieve because one|,, Mt. Harang described the prac- 
spends money—anyone else can | “ce of daily or weekly reports of 
take ‘away by spending more. calls as “below the dignity of both 


“And the rat race develops; the employer and the salesman.” 


more and more money is diverted 
from the product to its promotion. 
Goofier and goofier claims in) 
advertising—and eventually, and) 
with: just reasons, the consumer 
rebels.” 

In Mr. Harang’s view, the suc- 


# “I do not believe in a system of 
salesmen’s remuneration which in- 
corporates payment of expenses 
for traveling or entertainment—at 
least in the field I am in,” he de- 
clared. “I know of nothing that can 


cess of a product depends heavily | create an iron curtain between 
on the idea behind it. He said that | headquarters and field men to the 
retail sales people get sales train-| extent expense accounts will. Fur- 
ing from buyers, merchandise | ther, expense acccunts are the big- 
managers of owners, and it is the | 8est incentive to cheat ever de- 
latter people who “will help to| vised, and even the most accurate 
make a product, and, for that mat-| aNd honest reports will be ques- 
ter, help destroy it as well. Those tioned by office people, who be- 
are the people who have to be sold, | lieve that they will increase their 
not the merchandise, but the idea 9WN personal standing by ques- 
behind the merchandise.” | tioning their validity.” 

Mr. Harang said a sales manager 
= The sales executive said that| Should know pretty well what the 
“no manufacturer in the soft goods, minimum expenses of a salesman 
business has the right to come out) Will be to work a territory prop- 
with a product which could not be | erly. 
sold on its merits without the help| “Let him increase the salary the 
of advertising.” | man is worth by that amount and 

“If, intrinsically,” he said, “a| explain to him that if he is the 
product is not worth what the con- | business man he thinks he is hir- 
sumer is supposed to pay for it| ing, the salesman will know how 
and only lives because of the mon-| to budget himself properly. That’s 
ey that is spent to promote and| what I call the honor system. 
feature it, then I can assure you it 
will not last long.” s “And,” concluded Mr. Harang, 

Mr. Harang said his company’s|“I have no patience with sales 
own line—Quelques Fleurs toile- | managers who insist on quotas, 
tries—is an example of this. | Preparation of route lists, contests, 

“We had them on the market for prizes and the like, which necessi- 
ten years, during which we put tate no end to bulletins, to corres- 
no advertising whatever behind | pondence, to explanations, because 
them,” he said. “Yet they enjoyed the first thing a salesman looks for 
a steadily increasing sale down/|is that which he considers unfair 
the years, proving that they earned|to him in that contest and the 
public acceptance strictly on their | quota that has been assigned to 
own merit. Consequently, when we | him. 

did launch a _ special, modest- | “If you need a quota to prod a 
budget promotion last year for|man, it’s your own fault. You 


Quelques Fleurs, it met with in-| haven’t hired the right man.” 
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Painting by R. Levering 


Buying A New Suit 


She knows more about fabric values than he does—and she’s very much aware of how 
important it is for him to dress well. Besides—she and the kids want him to be the hand- 
somest man on the block! Again, Togetherness inspires the buying decision. 


* 
The magazine of Togetherness reaching more than 4,750,000 families... MeCalls 
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